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‘This letter to us is an invitation to 


JEWELERS AND SILVERSMITHS 
521 MAIN STREET » WORCESTER 8, MASS. 


February 27, 1953 


Holmes & Edwards Division 
The International Silver Co. 
Meriden, Connecticut 


Attention Mr. J. Leo Dowd, Sales Manager 
Gentlemen: 


We thought you might be interested in the fact that your new Collection 
Chest has proved to be a most effective sales maker. It has been 
particularly valuable in a store such as our own, which is somewhat 
restricted in terms of the space that we are able to give to Silver 
Plate. By the use of this one chest, we can effectively display and 
demonstrate each of the five active Holmes & Edwards patterns, not 

only showing the customer the basic pieces in each pattern, but also 
the chest in which they will receive the pieces. 


Your new chest seems to fit admirably into the habit patterns of our 
sales people. We recently discovered, after seeing a much digger 
percentage than usual of our quality plated sales made in Holmes & 
Edwards, that the sales girls were showing Holmes & Edwards because 
they find it easier than to show several chests, which was necessary 
in the other quality makes. 


We wish you the best of luck with this new and effective selling tool. 
Very cordially yours, 
NATHAN SHARFMAN & SON, INC. 


ehO) PAY Crome 
EDWARDS 
Cs Melle 


HOLMES & EDWARDS DIVISION 

INTERNATIONAL SILVER COMPANY 

MERIDEN, CONN. 

Please ship: __DW Chest M_—(Mahogany)...B___(Blonde). 
Knife and fork samples all Regular__or Viande and Regu- 
lor__. 52-piece Service for 8 in Romance . . . Regular__or 
Viande__.. Soups: Round Bowl___Cream___Desssert__.. 
Please ship: __.PT Chest (Supplementary Pieces) . . . M___(Ma- 
hogany) .. . B___(Blonde). 


Name 
Address 


City 


























SNAP-ON 


CARRING GUARDS 


A NEW OVER-THE-COUNTER ITEM 
MITH A READY-MADE DEMAND... 


NECESSITY FOR 


EVERY WOMAN WITH EARS 


‘Comfysafe’ EARRING GUARDS are hollow-formed discs of stainless 
steel that snap onto the screw ends of earring fasteners. They pro- 
vide a non-slip grip that holds securely with only light pressure on 
the ear. NO MORE LOST EARRINGS, NO MORE PINCHED EARS! 
Every woman has been wishing for something like this, and will eagerly 
part with fifty cents for the comfort and safety ‘Comfysafe’ EARRING 
GUARDS will bring. You can sell her a set with every pair of earrings 
she buys, and for every pair she now owns. They fit all screw type 
earrings. 





Each pair mounted on a tent folder 
(shown actual size) that will stand in 
your showcase. Dozen pair to a card 
(right) designed for self service. Price 
to the Jeweler, $3.00 per card. Retail 
50c pair, exempt from Federal tax. 


Licensed Manufacturer 


CHEEVER, TWEEDY & COMPANY, INC. A- SAUER & COMPANY 


North Attleboro, Massachusetts KON-ITE BLDG., CINCINNATI 2, OHIO 
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The Cover 


Pride of possession is the main rea- 
son for the purchase of quality table- 
wares. The Jeweler has a key position 
in the sale of this merchandise. For 
information how to capitalize on 
pride of possession, turn to page 129. 
Glassware shown on cover. is by 
Fostoria; the sterling pattern is 
Grand Colonial by Wallace. 
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Sold directly to retail jewelers by the 
HAMILTON WATCH COMPANY, LANCASTER, PA. 
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WHAT IS A FULL PROFIT? 


It’s what you get 


when you sell 


Hamilton 


You don’t have to spend 
your profit or give it away 


to sell Hamilton* Watches. 


4 


Count your dollars when you’re Ne 


a 
NN 


done and you'll count Hamilton* your 


top watch for profit as well as prestige! 


With Hamilton*, there’s more in every deal for 


the dealer ...and it stays there! 


*And you can say the same thing about | 


| : L | N ¢ | S Watches (starting at $33.95) 


produced... backed...and guaranteed by... 


Jamilton 


the most trusted name in watches 
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Back scion cont 


Now...streamlined for top 
eficiency...with Bretton’s Bob Smyth, 
the industry’s outstanding 

service expert in charge! 


Quick Bretton service builds your 
reputation, brings you more business, makes 
Bretton beyond question your top money- 
maker. Once again, Bretton direct-to-retailer 
policy pays off directly for your store! 


If you haven’t heard from your Bretton 
representative, write, wire, or phone today! 


We are prime contractors in the defense effort. 


BRUNER-RITTER, INC., 630 Fifth Avenue, New York 20, New ‘York 


THE JEWELERS’ CIRCULAR-KEYSTONE 


ARTEL oTS pt on, 


re 
& 
; 
f 
rs 
2 





OO eT 


dee Gos i 


PRE 


) _/ tyvailable as finished ring mount- 
| a ings or as findings, the KB Die Struck 
\ line is Designed and Styled to help 
you make a better ring at a better 





bal ata ct 


Tat ona eo 


SPECIFY K & B THE LEADING 
DIE-STRUCK RINGS | , | RING FINDING 
AND FINDINGS 170/47043/1)4 44090/307 MANUFACTURERS 
AND BE SURE 
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FOR QUALITY LADIES’ & GENTS’ STONE RINGS —IT’S 
FALCON STONE RING MANUFACTURING COMPANY, Inc. 
mA DPVtGTrON' OF KARLAN @& BLEICwnes 
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OUR 80" YEAR 


Since 1873, the Name that has continued 
to be a Leader in the Gold Filled Quality Parade 


It is significant in a highly competitive field 
that, since its very establishment, the name 
“Simmons” stamped on jewelry has con- 
tinued to grow in prestige with each of its 
eighty years. 


This steady and ceaseless maturing of 
faith in the Simmons name is, we feel, at- 
tributable to our basic policy of vigilant 
quality in every single element of every 
item which bears that proud name. 


Jewelry bearing the time-honored mark 
of Simmons has never failed to meet . . . or 
even to surpass .. . the requirements fixed 
by U. S. Commercial Standards CS 47-34 
for gold filled stock. 


Here is quality that has never been 
tampered with. You may rest assured that 
it will continue to hold its position among 
the nation’s leading manufacturers of 
Quality Jewelry. 


R. F. Simmons Company, Attleboro, Massachusetts 


“AN EIGHTY-YEAR-OLD NAME SYNONYMOUS WITH 
QUALITY GOLD FILLED JEWELRY” 
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No. 4331 top size 7 mm x 874 mm 
Stone size 25 points to 50 points. 


No. 4332 top size 6/2 mm x 8 mm 
Stone size 18 points to 37 points. 


No. 4333 top size 6 mm to 7'2 mm 
Stone size 8 points to 25 points. 


Something new in emerald settings is 
this Series 719 of ours. It is designed 
to take round diamonds and so bring 
the ring, or whatever the piece may 
be, right into line with the latest 
fashion trend. You can adapt it to 
small baguettes too. 


The illusion top, of course, makes 
the diamond appear much larger than 
its true size while the corner beads 
and side piercing provide the finish- 
ing detail to the ring. Using these 
new settings you achieve that “de /uxe” 
effect which distinguishes the emer- 
ald-cut diamonds and the jewelry in 
which they are set. 


Series 719 is made in three sizes, 
taking round stones from 8 points 
through 50 points. Beads allow ade- 
quately for variation in stone sizes 
used on the same top. 


If you wish tops only, we tli 
them under series No. 717. 


wee York yo 
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"FACE THE FACTS! 
eo Buying or assembling diamond 
rings piece-meal incurs...higher 
osts. .. lower profits. : = oO 





































































































VE RY Bristol Ring is ‘created 
finish by skilled craftsmen. 



























































A true manufacturer can inter- 
hange metals, settings and 
ornaments, We give you this : 
- service and quick delivery too. 


BRISTOL SEAMLESS RING COMPANY 


Manufacturers of Fine Rings 


71 NASSAU STREET > NEW YORK 38, N.Y. 
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A success last year—even better this year! 
‘That’s the instant reaction of jewelers 
who've “previewed” this PREVIEW book. 

In its 16 big, colorful pages you’ll find all our 
advertising for the coming year. And you'll 
find all the details of our campaign to 

help you, both in selling yourself to your 
community—and in selling better watches 
for better profits all year long... 
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15 ways to profits! Iiere vou ll find the 
whole Watchmakers of Switzerland cam- 


paign in a nutshell—the 15 ways we help 
you to help yourself to more traffic, more 
sales, more profits each year. Look them 
over...and make sure your store is using 
them all to best advantage! 


“For the gifts youll give with pride—let your jeweler be your guide” 


THE JEWELERS’ CIRCULAR-KEYSTONE 


10 


Blueprint for sales—a graphic outline 
of the wide-range selling support you 
can count on from The Watchmakers of 
Switzerland throughout the year. Every- 
thing’s covered — from window displays 
to public relations to the “Know Your 
Jeweler” community-wide promotion! 


Promotion calendar—specially de- 
signed with your sales in mind. 
Gives you the seasonal high lights 
for selling fine watches in every 
month of the year. You'll want to 
keep it handy in your PREVIEW 
book for the next 12 months! 














THE WATCHMAKERS OF SWITZERLAND 
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A full year of advertising —in 
full color—ready at your finger- 
tips for advance tie-in promotion 
planning! You can use your PRE- 
| VIEW book to help set up count- 
less seasonal displays, prepare 














local tie-ins and point-of-sale ma- 
terial. And you’ll find every ad in 
the book introduces you as the 
indispensable man whose advice 
. and counsel are so important 
, when one of your customers 





chooses a fine watch. 


The WATCHMAKERS OF SWITZERLAND 
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“THANKS A MILLION” FOR THE 





rings SOM. 


We thank you Mr. Jeweler for your confidence in Feature 
Lock. Your consistent, progressive thinking, combined with 
Feature Lock’s exquisite styling, beautiful finish and incom- 
eleigeleo)(-Mmlabicialole diate MRictoh il] c-Pmmaleh ME ti (oLe(= Ml mcloh it] dm Mole mR Lal- 
most SALEABLE and ACCEPTED Interlocking Ring Set in 
the country! | 


More than 1,000,000 Feature Lock Interlocking Rings SOLD 
in only a short time is “TRIED AND PROVEN” testimony 
for this GREATEST ACHIEVEMENT in over 100 years of 
alae mmutleLalale 


Fall 1953 marks another step forward! 


NJA — July 26th — 30th 
ANRJA — August 9th — 13th 


> 


Feature Lock is patented in the U.S. Patent Office 


| a ae OP ANCES Ml olale Mohial-1 am -)-hi alee 


FEATURE RING CO., INC. - 





This 1,000,000th Feature Lock Event will be celebrated by 
a spectacular program that means greatly increased 
diamond ring business for you! 


See the profit-making details at the Shows: 


e Another dynamic merchandising idea e new even love- 
lier displays e powerfully merchandised ad mats e nation- 
WYito(-MMoleNZ-1a it Tinto (i(oh Mme] 0) ol-tole Mela m Mim aiike late MMe) ial-1 am (-telellare 
publications e sales training manuals e mechanical dis- 
plays e store promotion ideas e TV films, movie trailers ¢ 
radio scripts e customer mailers e direct mail promotions 
publicity . . . and more! 

“Your Future Is With Feature Lock” 


Hotel Conrad Hilton, Chicago 
Waldorf-Astoria, New York 


126 WEST 46th STREET, NEW YORK 
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Frame your perfumes in a luxurious setting of 


C ROM PTON Velvet or Velveteen 





Velvet and Perfume just naturally go together. 

A potent combination that registers immediately in a 
woman’s mind as the very essence of femininity! 
Package your perfumes in a glamorous box made of 
Crompton Velvet or Velveteen. Make a woman feel that 
every precious scent she buys or receives as a gift 

is a glowing tribute to her taste and beauty. Wheedle her, 
tempt her, convince her to buy—by showing off your 
product in a setting of the most luxurious fabrics- 

of all...Crompton Velvet or Velveteen. 

+ The box or container that takes advantage of 

| the permanent flattery of these soft, glowing fabrics, 
is destined to lead a life of its own. No woman 

wants to discard a thing of beauty. The box can 

be used as a treasure chest to hold 

costume jewelry and trinkets, men’s 

tie clasps and cuff links ...a decorative 
thing in itself to adorn any bedroom. 

With your trade name permanently 
inscribed on its surface, the velvety-lined, 
covered, or paneled box will still continue 

to do an active advertising job 

for YOU even after your product has 
served its immediate purpose. 



























, | Crompton-Richmond Co., Inc., 
1071 Avenue of the Americas, New York 18, N.Y. 


The Pioneer of American Corduroy and Velveteen — Est. 1807 


o 


CROMPTON WILL BE GLAD 
TO SUPPLY YOU WITH A LIST OF BOX MANUFACTURERS WHO WILL 


HELP YOU DESIGN A PRACTICAL, EXCITING PACKAGE FOR YOUR PRODUCT 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 
and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
m PALLADIUM and GOLD 


SERIES 485 SERIES 570 





HONESTY ACCURACY 









KARAT j REFINERS & SMELTERS ° JEWELERS 
GOLDS FOR HALF A CENTURY PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON unc. 


25 West 47th St. ©@ Phone JUDSON 2-3095 @ New York 19, N. Y. 
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HANOY & HARMAN 


REFINING 
RETURNS 


SPEAK FOR THEMSELVES 
























RETURNS are the real test of a refining service. That’s 
because they depend mainly on your refiner’s experi- 
ence, facilities and methods and on the care and accu- 
racy with which he carries out each step in the process. 
Handy & Harman Refining Service — more than 85 
years in the making—has grown to nation-wide size and 
reputation mainly on the strength of a consistently high 
level of returns. It’s a service built on the confidence 
and satisfaction of those it serves. 

If you have not yet tried our service, you can’t lose by 
sending us your next shipment and let the return speak 
for itself. We’re confident it will say—‘“‘It pays to ship 
to Handy & Harman regularly.” 


We refine all kinds of manufacturers’ scrap, sweeps, liquids 
and other forms of waste containing precious metals — 
also old silver, gold and platinum from retail jewelers. 


One reason you are sure of a full 
value return from every refining lot 
you send to Handy & Harman is the 
exacting care and accuracy used in 
every step. This is typified in weigh- 
ing which is an important factor all 
through the process. The scale 
above, used to weigh shipments as 
received, prints the weight on the 
lot record sheet, avoiding any 
chance of error in reading the 
weight or writing down the reading. 
The gramatic balance at right used 
in assaying—the very latest in weigh- 
ing equipment—is accurate to 1/10 
milligram. 





HANDY & HARMAN 





HANDY & HARMAN 


WEST COAST CENTRAL U. §., EAST COAST 


3625 Medford St. 1900 West Kinzie S$? 82 Fulton St 15 West 46th St. Brid 
‘ ° : geport 1 425 Richmond St. 
Los Angeles 63, Calif. Chicago 22, Ili, New York 38,N.Y. New York 36, N. Y: Conn, Providence 3, 8.1. - 
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What has Omega done about it? 


What can you do about it? 








This subject was first treated in a recent issue of THE OMEGA Hour, 
the house organ of the Norman M. Morris Corporation, which is 





sent to all franchised Omega dealers. Because we consider the facts 
behind this announcement of vital interest to all far-sighted and 
progressive jewelers, we are now reprinting the complete contents 
of the message for the benefit of the entire jewelry industry. 








HE PRESENT STATE of the jewelry business re- 

minds us of the man who went into a restau- 
rant and ordered a six-course dinner. He grumbled 
and groaned as he dispatched the hors d'oeuvres, 
the vichyssoise, the filet mignon and the other 
courses. He ate resignedly, without enjoyment. A 
knot of waiters, huddled together a few paces 
away, observed with consternation his obvious 
distaste for the dinner. Finally the headwaiter 
approached him. “I hope everything was satisfac- 


tory,’ he murmured. 


“Oh, splendid,’ said the man. “Now, I 
would like to order the complete dinner 
again.” 

“The complete dinner!” the headwaiter 
exclaimed in amazement. “But you...” 

“Oh, the first dinner was to feed my tape- 
worm. Now, I’d like to order dinner for 


myself!” 


So the jeweler feeds the parasites of the jewelry 
business — the price-cutters. He purchases fair- 
traded products, displays them beautifully, estab- 
lishes their excellence simply because they are 
carried by his store—only to observe ruefully 
how business is siphoned off by dubious concerns 
located oftentimes in lofts across the street who 


offer the same product at a discount price. 


The Lure of the Price- Cutter 


To add insult to injury, these concerns direct their 
sales pitch along these lines: ““Don’t take our word 
for it. Why not check Blank Jewelers across the 
street? You know their reputation for carrying 
only the finest. Well, this is the exact same prod- 
uct. But we have no high rent and heavy over- 
head, so you get it for less.’’ (Of course, they need 
no “fancy showcases” because legitimate jewelers 


do the promotion for them!) 


Not a very pretty picture. As a matter of fact, 
it can sound the death knell of the jewelry busi- 


ness unless this situation is cleared up quickly. 


And the solution is so simple! For, obviously, 
if price-cutters cannot obtain their merchandise 
they cannot compete unfairly with the fair-trading 


jeweler who sells at a normal, rightful profit. 


This is what Omega is accomplishing by tight- 
ening its distribution and vigilantly searching out 
all illegitimate spots. By showing the way suc- 
cessfully, Omega hopes to persuade the entire 


industry to follow suit. 


Will ct work ? 


Of course, whenever a revolutionary new idea is 
put into effect there are always a few scoffers who 
deride the effort. Fulton succeeded in inventing 
the steamboat only to have it called ‘‘Fulton’s 
Folly.’”’ Henry Ford’s early efforts to put wheels 
under the American family were greeted by the 


refrain, ““Get a horse!”’ 





Our answer to this breed of sceptic is that 
Omega, with its world-wide reputation for square- 
dealing, would not embark on so ambitious a 


project unless it was certain beforehand that it 


would succeed. Let’s look at the record! 

Omega’s distribution control policy cleaned up 
drastically an unhealthy situation in Brazil more 
than fifteen years ago by reducing the number of 
Omega franchises. An integrated advertising pro- 
oram was launched at the same time and sales 


jumped. We might add that, since that time, 
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Omega is the only watch in Brazil whose prices 
have never been cut. 

It’s been the same story all over the world. 
In Canada, in Sweden, in Switzerland itself — 
wherever this tightened distribution policy has 
been put into effect —-Omega sales have in- 
creased significantly. Jewelers have been quick to 
realize this and to applaud the action. 

Naturally enough, results have been most im- 
pressive in those countries where price-cutting 
was, and in most cases still is, the accepted prac- 
tice. For there Omega has shown the way to a 
new, profitable type of trade that never existed 


before in this field. 


Price Vs.Quality 


The weapon of the price-cutter is price, pure and 
simple. It’s the “I can get it for you wholesale” 


Tl Can Get It For 
You Wholesale”... 





chant —a powerful weapon. But he lost this ad- 
vantage with Omega when headquarters made 
sure he could not obtain the product. 

Some have asked, ‘‘Aren’t you cutting off your 
nose to spite your face? If price-cutters can’t sell 


your product, they'll sell other ‘quality’ watches.”’ 


To which we reply with this question: What 
exactly is a quality watch? The jeweler knows. 
The watchmaker knows. But to the general public, 
it’s a quality watch if it keeps correct time, looks 
beautiful and—most important of all —has a 


reputation for quality! 


And it gets this reputation because it’s handled 


by reputable stores. Your store gives a watch its 
reputation for quality! 

As long as a watch displayed in your store can 
be obtained for less somewhere else, the consumer 
feels “‘taken”’ if he pays the higher price. But price 
ceases to be a factor and quality becomes the key- 
note when a watch can be purchased only at your 


store and similar authorized establishments. 


The reputable jeweler’s weapon is quality. It 
is a more powerful weapon than price because the 
customer is far more interested in the social pres- 
tige and character of a watch than he is in paying 
a few dollars less for a watch that can be bought 
here, there and everywhere. 

This is the theory behind Omega’s tightened 
distribution and this is exactly what has hap- 
pened in every country where Omega put distri- 
bution control into effect. It will happen in the 
United States, too, with your cooperation. 


What the Jeweler can do 


We stated in the first issue of THE OMEGA 
HOUR that we consider Omega dealers, the 
Norman M. Morris Corporation and Omega in 
Switzerland — all one big, united family. And as 
happy families are wont to do, let us speak 
frankly. Your job is to convince your public that 
the only way to buy a fine watch ts from a repu- 
table jeweler. You can no longer afford to sit back 


and wait for the carriage trade. 
There is no more carriage trade! 


Jewelers must employ modern merchandising 
methods if they are to retrieve the business lost 
to price-cutters. It’s not enough merely to stick 
some samples in the window and wait for busi- 
ness. That's what a price-cutter does — but he’s 
selling price, not quality. 

As a franchised dealer, it’s up to you to create 
desire in the minds of your customers — not for 
any watch, but for one that can’t be purchased 


anywhere at a discount. 








One way you can do this is by dramatic window 
displays — windows that attract attention but hit 


home with a concentrated showing. 


We have listened to jewelers marvel at the 
drawing power and demonstration possibilities of 
television — but how many realize that the most 
powerful television showing is right in their own 
windows? Here is no 10”, no 16”, no 21” screen 


— but a screen that is measured by many square 


NAG ee mamta ei gy 
; 





eee eeescuweewrew’ 


eee 


There’s Magic 
zn Good Displays 





—_ ~ 


feet! Do you recognize the power of this mam- 
moth display area? 

We've often thought how wonderful it would 
be if jewelry store windows were to be Nielsen- 
rated such as television programs are. A TV lis- 
tener can change his channel simply by flicking 
a dial. A store window viewer can change his view 
simply by passing on. The jeweler must find a 
way to hold his attention and then to get him 


to act! 


World Renowned 


Omega Helps the Dealer 


Omega recognizes that many jewelers are not in a 
position to plan an effective window. That is why 
we have made available our special window dis. 
play service. And Omega places many other sery- 
ices at your disposal: a newspaper mat service to 
make your advertising more effective; radio and 
television commercials; counter and/or window 
display cards; a sales manual for your store people, 
These services can help you lift sales to new 


heights. Use them. 


Omega’s distribution control policy is the first 
concrete step taken by anyone to correct a situa- 
tion that spells chaos for the retailer unless rem- 
edied. Omega is in a position to pave the way 
because Omega is big. Its position 1s world-wide 
and secure. Omega is also in a position to do this 
because its watches will always be relatively ex- 
clusive — limited in supply by the very nature of 
their painstaking production. 

With your cooperation — we can give you a 
valuable property that will never depreciate in 
value... never be marked down ... never be sold 
anywhere but in a reputable jewelry store. 

With your cooperation — other watchmakers 
will be forced to provide similar protection. 

With your cooperation — it won't be long be- 
fore quality watches will be sold only where they 


should be sold... at reputable jewelers. 


Symbol of Accuracy 


OMEGA 


NORMAN M. MORRIS CORPORATION . 


Printed in U.S.A. 


655 MADISON AVENUE ° 


NEW YORK 21, N. Y. 








Incomparable! The New 
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ts, by KESTENMADE 


Spring-A-Tach Ends ~ 


$7.95 FTI \~ 


Spring-A-Tach Ends 
$7.95 F TI 


Now —a new women’s box expansion watch band 
that far surpasses any other of its type . . . in breath- 
Ko] diate Mol toll) MEMES] ectiilotelinMit-vestelaliae] Mela jie): mamma 
in rich, rugged craftsmanship throughout! Incomparably 
smart for incomparable selling! 


KESTENMAN BROS. MFG. CO. © PROVIDENCE 3, RHODE ISLAND 
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Hand Carved for 
the Hand Beloved 


The rare creative genius of designer Fred Barel has made his 

brilliant collection of Hand Carved Matched Wedding Ring Sets the most 

distinctive ... the most demanded in the field. Barel Bridals are 
capturing the hearts of discriminating brides and grooms : 

because of their expert craftsmanship and magnetic 
: sales appeal. There’s nothing finer than Barel 

exclusively : : 

Bridals, truly beautiful beyond compare. 


designed by 


Sold Directly to the Retailer by the Manufacturer 


Ged l Jar? | Mats Available Free Upon Request 


24-Hour Service On All Special Orders 


BRIDAL RING COMPANY, INC. « 87 Nassau Street »* New York 38, New York 
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SETS THE PACE 
IN 
IDENTIFICATION 


: BRACELETS 





1/20-12 Kt. GOLD FILLED | 
AND STERLING SILVER | 
WITH “REPLACEABLE SHIELD” | 


IN STERLING SILVER 
WITH E-X-P-A-N-D-I-N-G LINKS 


MESH IDENTIFICATION BRACELET 
ADJUSTABLE TO WRIST SIZE 





Forstner Identification Bracelets are first in styling... 
workmanship... quality. ire why it pays—when you re 
ordering identification bracelets—to look to Forstner first. JEWELRY’S NAME FOR QUALITY 





FORSTNER CHAIN CORPORATION, IRVINGTON 11, NEW JERSEY 


Here is an inspired collection of original, dramatically designed rings for 


every occasion ...carefully selected diamonds set in smart, high-style 


mountings . .. volume-priced to give_your customers top value. 


See how quickly they capture the hearts of their audience .. . stimulate 
valuable impulse sales . ... and retain their starring role in the profit-winning 


drama year after year! 


: 1 diamond | 
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Manufacturing Jewelers and a 
Diamond Importers for Half a Century 


6 West 48th Street, New York 19, N. Y. 
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BERLAND shows the way to increased 





sales and higher profits with the larg- 


est assortment of eye-catching, top 








traffic builders ever offered! 
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full-cut center stone. 


Also avail 





+1027 
‘90% 


_ Approx. ct. 
_ All full-cut stones 














STILL 
AVAILABLE 
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of valued BERLAND 
franchises. Write fo 














complete information 








How BIG is 


The market LIFE reaches with a single issue (11,880,000 
households, 28% of the nation’s total*) is big enough, 
all by itself, to consume the entire yearly production of 
most brands, many manufacturers, many entire industries. 




























































































) | 2 Wiz | 
4 \e : | 
ee 
\ hs **S 6 « « 
WS fu ZT | 


rT 


GT) ' 
Pl bs 
5 


ry LV 











For example, in diamonds: 


If the households reached by a single issue of LIFE were only average 
in income (their incomes are above average), they would account for one 
out of every four dollars spent by consumers for diamonds in 1952. 


*Source: A Study of the Household Accumulative Audience of LIFE (1952), by Alfred Politz Research, Inc. 
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: Claude S. Bennett, Inc., Atlanta—Extra inter- 
est in diamonds—and extra sales—were stimulated 
by this ‘‘Advertised -in-LIFE”’ window. 


What can LIFE advertising 
do for YOU? 


It stands to reason that since the LIFE market 
is so big nationally, it has to be big locally. 
No wonder leading jewelers in towns and 
cities all over the country tie in with LIFE’s 
advertising pages—for bigger and better sales! 





Let LIFE go to work for you in your store. 
Make the most of ‘‘ Advertised-in-LIFE”’ ma 
terial. See how many families in your trad- 
ing area stop and take notice. 





9 Rockefeller Plaza, New York 20, N. Y. 
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the LIFE market? 
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Budd & Co., Columbus — This “Advertised-in- 
LIFE” counter display caught the eye of potential 
diamond customers. 

















Yormarks, Seattle— Another dramatic ‘Adver- 
tised-in- LIFE”’ window created prestige — and 
gained the jeweler new customers for diamonds. 


First in circulation 
First in readership | 
First with retailers 














Are you getting your cut? 


SINCE ELGIN STARTED its distinctive 
and unique year-round birthday watch 
promotion—iti LIFE magazine and on 
TV—thousands of jewelers have al- 








Only Elgin has the 
heart that never 
breaks, the guaranteed 
DuraPower Mainspring 


ready cut themselves in for a bigger 
slice of this very profitable business. 
It’s a regular source of extra sales. 

Are you getting your cut... mister? 


4 : : y Ee For what’s new in the 
<< yf watch business, watch 


Elgin National Watch Company ® Elgin, Illinois 
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to have our 
packaging 






continue to win 








MASON BOX CO. © ATTLEBORO FALLS, MASSACHUSETTS 
Sales Offices: New York, Providence, Boston 


Se a a a oe 


j 

ere Selling your products is our aim... 

: oye eS oe Se also it is a pleasure to have our packaging continue 

: et Fee ge ae to win top awards — three this year. One, this hand- 

: ; Fe some men’s jewelry box with two decorative plastic 

rims, designed for Ripley & Gowen Company of 

| Attleboro, Massachusetts. 

Let us help you design an outstanding package! 

| 
| 
| 
| 
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Display the exquisite, 1953, 


Jems line on the profit-tested The Jems Feature Presentation Display that sets the stage for Jems earrings and 
Jems Vanity Display, complete seasonal and gift-event promotions of other jewelry in your stock. Here, indeed, 
with merchandise array and is proof positive that JMS helps you merchandise not only the fabulous Jems earring 
tilting mirror. Today, more than line that builds enormous store traffic, but also helps you sell monthly specials as 


ever, this earring bar is a must well, identified by 12 removable seasonal plaques (including Birthdays, Anni- 
versaries, Weddings, Christmas, etc.) 


SEE YOUR WHOLESALER TODAY. Find out how you can obtain these pow- 


erful Jems sales aids, free of extra cost, with a qualifying purchase of Jems earrings. 
Year after year, jewelers are realizing that tying-in with the Jems line is the most 


| / | F OR YOUR profitable move they can make. 
| 7" CUSTOMERS 


The brightest idea in Packaging 

| —the stunning plastic Shadow 
Box that doubles as a vanity 
picture frame. 





with aggressive retailers every- 
where. 















WATCH THIS SECTION EVERY MONTH FOR NEW, EXCITING JEMS CREATIONS 


These Jems fashion-leaders are only.a few from the magnificent | 









collection available through your wholesaler. They are designer -styled 
to lead the field by far. 
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10476—Gold filled French back 10473—Gold filled French back 10475—Gold filled French back 
12476—I0K Pierced ear wire 12473—I0K Pierced ear wire 12475—I0K Pierced ear wire 







All drops are sterling silver, hard enamelled—$6 pr., boxed (Keystone) 


WORLD'S LARGEST MANUFACTURER OF PIERCED EARRINGS 
e i St. 
IAAS Tawalew AAanufactuvina (a  .2°6 Liberty >t. 





















Packed in self-selling 
display with 
illustrated booklet 








ERE’S the brand new Oster appliance that opens 

a big, unsaturated market with possibilities for 
unlimited sales. Women want it... men want it... 
and the acclaim of each new user keeps sales rolling. 
This Oster Massagett offers users advantages avail- 
able in no other way. The pleasures and benefits of 
Swedish Massage type action... self-admuinistered . . . at 
home. Users simply put the lightweight unit on either 


PACKED WITH FEATURES 
FOR MORE SALES AND PROFITS 


® Designed for ® Patented motor 
volume sales. suspension. 

® Easy to use. ® Professional action. 

® Light weight. ® Oster quality. 


® Popularly priced. ® Guaranteed. 


First GIFT choice - ELECTRIC HOUSEWARES 
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> An exciting new product... 
> A wide-open sales-field... 


Suggested Retail 


Price $ T 9.95 RE 


> Big profit-making opportunities! 





MASSAGETT 


hand, then follow the detailed instructions provided to 
use vibrant massage as an aid to health and beauty .. . as 
the ideal way to relieve the aches and pains of sore muscles. 
Built to Oster standards, the Massagett offers pro- 
fessional-type action in every way . . . is another Oster 
product designed and built to sell itself, and to keep 
right on selling through the years. Be sure that yow 

profit through Oster Massagett sales! 
© 1953 


SEND FOR FULL DETAILS NOW! 


JOHN OSTER MFG. CO. 
m Dept. 156, Racine, Wisconsin 
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® Please RUSH me full information 
- on the new Oster Massagett. 
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Keenly aware of sectional pref- 
erences in mountings, Kushner & 
Pines Inc. announces with pride 
—«a special merchandising 











KUSHNER & PINES, INC. 
15 WEST 47TH ST., NEW YORK 36 


- : Seow FOR QUALITY MAKERS OF DISTINCTIVE MOUNTINGS 
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“AMERICA’S FINEST GOLD FILLED JEWELRY” 













Styled in pertect taste, finished with a 
master s touch and brimful of value se 4 


the reasons why Van Dell is America s 


finest gold filled jewelry. 





WHOLESALERS * VAN DELL CORPORATION * PROVIDENCE 3 ° R. I. 
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Indispensable 


lion 


Styles change, 

But chain 1s always 

in fashion. 

That's why, in fashion 
seekloy waaapt oliways 
find chain... 


the indispensable! 


core 


Look For This Seal! 


MACHINE CHAIN MANUFACTURERS ASSOCIATION 


Le ie Oe Se ee ae ee PROVIDENCE 5, R. V1 © MAPLEWOOD, N. J. 
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A YEAR 'ROUND 
PROFIT BOOSTER 


The 


EACON 


Holiday Pack” 




















Always in season 





Easy to sell 





National Reverting Program 
romotes HOLIDAY PACK” 














Yes, every month in the year brings you opportunities § 


to sell Beacon Holiday Packs. svtell 


The Holiday Pack is easy to sell for graduation ] B Goys cot oes 


or birthday gifts, for holiday week-ends, 


vacation trips—and don’t forget that it makes a 
ek B Junior schol astic 


wonderful wedding gift. 
Whitehouse Products, Inc., 360 Furman St., Brooklyn 2, N.Y. | Nod B 


Beacon Holiday Packs feature either the popular 
Better Buy Beacon’ r Sid 


Beacon II or Beacon 225 cameras, G-E flash bulbs, 
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Ansco film, Eveready batteries, carrying case, 
flash attachment, plus a unique nylon flash diffuser. 
Retail: $19.95 and $25.95. 
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for the wholesale and 
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COLORAMIC bands are available 
in six rich color combinations. yel- 
low or white gold filled top shells 
with rich blue, handsome maroon, 
or smart black inserts. 


Order by number (1420) and be 
sure to state the quantity desired 
in each color combination. Get 
your order in now and be the first 
in your neighborhood to offer this 


To double your watchband sales, sell 
COLOR. Now, with Foster’s new 
COLORAMIC line you can offer color 
for a big new dress-up market. You can 
sell extra watches, — dress watches and 


work watches. Foster has designed bands 


for both. Foster COLORAMIC colors 
are proof against ordinary wear, for the 
jewel-like inserts are protected by the 
design of the 1/20-10K gold filled top 
shells. Sold thru wholesalers at popular 


prices — get your order in NOW. 
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exciting dress and style accessory. z z i i i : i Zz i 7 r J 7 3 J 
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FOSTER METAL PRODUCTS, INC., ATTLEBORO, MASS. 




















Jewelers Choice 


Ballou ear clip No. 66 — because of its distinctive design; because continuous testing 
On a precision measuring device gives a uniform spring tension that is just right — 
strong enough for security, light enough for perfect ear comfort. 


DISTINCTIVE FEATURES OF BALLOU FINDINGS 
PROTECTED BY LETTERS PATENT. 

PAT. NO. 2,583,988 

DESIGN PAT. NO. 156,452 


FINDINGS— 


SOLD TO THE MANUFACTURING TRADE 




















B. A. BALLOU & CO., INC. * PROVIDENCE, R. I. 




















> > | a Pt “SSE > i eS SS ve a i- &). SFO eet. ae 
es SF iGo Sn. (SEES ates os 2 FS a EEE A Soe 
Re RTRs us ; Sea SR PRR eo 
Soe ee eo at MRA a ee Sag eat 
> US a ee ER eS Ps 3A F Bat ae 








ee ae we ee 

















NATURAL QUESTIONS 
WHEN A MAN IS SELLIN 
A STORE OR STOCK 


To realize the maximum on your 
fixtures, your firm name, the many 
intangibles, frankly the best way to 
sell your store is to sell it as a going 
business if you can. But there are 
many “‘if’s’’. If you can get cash, we 
mean 100% cash! And if you don’t 
have to wait too long to find your 
customer! Waiting so often means 
depreciating. In this very magazine 
we've seen one store advertised for 
sale month after month for over a 
year. Yes, frankly, sell as a going- 
business if you can, though Gordon 
Brothers isn’t buying that way at 
this time. But if you can’t, there 
are five reasons why you should 
certainly call Gordon Brothers. One, 
we buy quickly. Two, we buy for 
strictly 100% cash. Three, our offer 
is always a reliable one, usually the 
highest. Four, we’re the oldest and 
largest firm in our field. Five, and 
not least in importance, our meth- 
ods of conducting liquidation have 





Write, wire or phone your other 
questions. 50 years of experience 
are behind Gordon Answers! 
(Gordon Brothers established 1903) 
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Greatest 


achievement 
mM 

the 
American 
watch case 
undustry... 


Another example of |.D.’s foresight in 
introducing to you style trends that have 
important sales potential. This ultra-flat 
case marks a new triumph in creative design 
and styling. Available in 10K rolled gold 
plate, 10K gold filled and 14 karat gold at 
leading watch importers and manufacturers. 


Il. D. WATCH CASE CO., INC. Serving Watch Manufacturers and Importers Exclusively Since 1910 
General Office and Factory: 137-11 90th Avenue, Jamaica, L. 1. © JAmaica 3-8700 


NEW YORK OFFICE: Joseph Dinstman, Paul Korman, 580 Fifth Ave., Tel. PL 7-6373 * CHICAGO OFFICE: William Bart, 29 E. Madison St. * LOS ANGELES OFFICE: Leonard J. 
215 West 5th St.e EASTERN AND CANADIAN REPRESENTATIVE: Dave Kay, 93 Nassau St., New York, N. Y. * SOUTHERN REPRESENTATIVE: Jack Kay, 93 Nassau St., New York, 
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SALES BUILDER with cys pa oe  cahiinlinn 
be wa i fn, 
Never so gy — oe ane silverware. Large serviets #Por 
with cee salad fork and gleaming crystal bowl. 2 ae 


patrerns. 


eguiar $4.00 
on Special Sole Pric® «> 


SLURS |, Glearwere shipped trom Penne. 
$ Shipment fram our N; ¥. 
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Retail Valve. You con feature at ce 
ce ave - 
warehouse $1.35 set imin, shipment 24 “ 


A COHEN & SONS CORP. 
23 West 27th St., New York 10, N. Y. 


Please send me the ‘July Sale Ideas" book. 


Our catalogs are sent to established 
retail jewelers only . . . Attach 
coupon to your firm letterhead. 


A. COHEN & SONS CORP. 


27 WEST Zora 3T¥., NEW YORK 10, N. TY. 


LOS ANGELES OFFICE FANCY GOODS DIVISION ATLANTA OFFICE Individual 
215 W. Sth ST.. LOS ANGELES, CAL. 47 W. 23rd ST... NM. Y. C. 321 PEACHTREE ST., N.E. ATLANTA, GA (Atta h c to Fi Lett h d) 
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An example of advanced jewelry engineering... 


characteristic of Krementz Quality 





stely enclosed ... snap 


, permanent. _ 
iesigns are modern — yet meet the discerning require- 


ts of conservative good taste. 


,  Brement Snap-Bar Links are also made in 10 Kt. and 14 Kt. gold. 


PINE QUALITY JEWELRY SINCE 1866 
Bracelets « Earrings « Necklaces « Brooches « Evening Jewelry « Cuff Links » Tie Bars » Belt Buckles 


These two booklets will help your sales. (A) ‘Cuff Links and Tie Holders’ in full color for consumer distribution. 


100 free, over 100 @ $1.50 per 1000. (B) “The Story of Gold” for your store personnel, 1 to 10 copies free. 


Krementz & Co., 49 Chestnut Street, Newark 5, New Jersey 
Gentlemen: Please send (A)__- 100 copies free or___ thousand @ $1.50 per 1000 (B)___ copies free 
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UNIT +2600 


Here’s what you've asked. for! Six 
brand new sets in beautiful*pink and 
blue step down display. Each set gift 
boxed in pink with gold trim. 





Set #460 
Bracelet #360 


MAGS | IRRESISTIBLE 
i 5) Gy GIFT LINE 


FOR LITTLE LADIES 


fe 


Set #461 5 Set #459 
Bracelet #361 ~>. Bracelet #359 
New Jack N’ Jill bracelets and lockets 


are daintier than ever . . . designed to 
win sales with sprightly new touches 
... crafted as always with Harwood 
value. 


Sets are Gold Filled. Lockets open to 


hold 2 photos. Flexible bracelets 
[- WAGE backed with stainless steel. 











Set #454 ; Set #458 
Bracelet #354 ‘ uf ~ Bracelet #358 











#458—3t461 feature Multitone  “@cecadd ) MANUFACTURING CO. * PROVIDENCE, R. I. 


finishes; #452 and 7454, , / 


Mother-of-Pearl, as shown. —AEt oe cael 


NEW YORK TTANCOMME LOS ANGELES MIDDLE WEST SOUTH CABLE 
Lou Jacobs Irvin Fenton Al Trachman Sig. Horovitz Bill Richards ADDRESS 
580 5th Ave. aieiicuemaieam 448 So. Hill St. Home Office Home Office Harwood 








THE LINE 





eS | . SM | awy — Beautiful Eastern Star 
Here are six samples of the com- \ jy —— ting featuring center 
ee .. N y diamond. Enamel Points. 
aoe ee 
jewelers busy. Created 
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Order today. 


inn ti 
Six diamond ring with cen- _ 
ter, diamonds. Synthetic 
Stone Points. Retails at 


3352C 


Eastern Star dinner ring with 
center diamond. Enamel Points. 
Retcils at $37.50. | 
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Priceless Heirlooms? 


No, but they have a priceless heritage 
they're WHITING & DAVIS 























\\ H HT \( , 
mie 
‘Bev new, they're old, they’re good. 
/ \ 
. | ‘ They’re part of a quality jewelry line by a 
A ' é \ quality maker . . . crafted with today’s sure skill, 


slanted at a market of women with taste. 


Who better than Whiting and Davis to do 
such a job? Who knows better the niceties of 


detailing and hand finishing? Who knows better 
what women like? SY 
Obviously — nobody. Because Whiting and Davis’ celebrated mesh 


masterpieces have dazzled the fashion world for nearly eighty years. 









That’s why this jewelry line will mark you as one of the more dis- 
criminating dealers. WHITING AND Davis Co., INc., Plainville, Mass. 
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HAND IN HAND WITH FASHION=$SINCE 1876 
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RADICALLY NEW GROUP OF STARTLING 


DIAMOND RING MOUNTING ORIGINALS 
Enchanting, Thrillingly Beautiful 


GZ, yrewal Cuca Yi tohtad ae 


Inspired by the Renowned Goldstein-Gerson 
Labo MAACliLaeerened PLEilateLltal-tommeoleloliilela Mare 
such Goldstein-Gerson SALES SUCCESSES 
as the famed “Tapestry” and “Imperial 
Crown” Mountings. Distribution thru Author- 


ized Wholesalers Only. 


COLDSTEIN- 


the House of Fishtails 


MANUFACTURING JEWELERS 


K 36, N. Y. 
130 WEST Aoth STREET ° NEW YOR 
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the smallest ladies self-wind at this attractive price $59°°° 


ee C i OT oO N tae. fed. ts 
ADA GRENCHEN 


Win your women customers over to self-winds with this 

_ fashionable little watch. It’s so dainty they can wear it for 
¥#), evening outings as well as household chores. And 

' they'll be won over for good — for the Aquamatic by 

Croton NivapA GRENCHEN is completely trouble-free. Its 
movement is foolproof, its screw-back case is certified 
waterproof*, and its performance is more accurate than that of 
any other self-wind. (A) With gleaming steel case, $59.50 

incl. fed. tax. (B) In yellow gold, $65.00 incl. fed. tax. 


! a Croton Watch Co., Inc., 404 Fourth Avenue, New York 





(B) 


\ ¥as long as crystal is intact, case unopened 
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IFICATION 





thay #855K6000 


a ___ 


i ——_ 

















SPECIAL 
DEAL 
855K6000 
8 
BRACELETS 
& TRAY 


{Assorted for 
boys, girls, 
men, women.) 
Your Cost 
$30.00 
Suggested 
Retail 
$78.70 





STERLING SILVER with Rhodium Finish 


Heavily Made ¢ Hand Tooled « Finely Polished ¢ Fully Guaranteed 










Elco makes it easy for you to sell Idents to the all persons, for any occasion. You can't get 
entire family. Get this Special Deal, including better Idents than “Elco”. And with this Special 
bracelets of al/ sizes and push Idents as gifts for Deal you're sure of extra profits. 
In stock for immediate delivery. Order a supply today. 
NEW MATS AVAILABLE ON REQUEST 


MILGLO JEWELRY MFG. COMPANY 
302 Fifth Avenue, New York 1, N. Y. 


Chicage: H. Charmack, 36 South State St., Chicago, Ill.: Pacific Coast: M. J. Newman, 57 Post St., San Francisco, Calif. 
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us. They have 17-jewel 


Iniversal movements which experienced dealers know are highly dependable. 
In 14 and 18 Karat gold, priced to retail 
from $71.50 to $210 F.T. I. Write for Agent details. 


© 
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TIME TO DISPLAY 


WATERPROOF 
and DUSTPROOF 



















Afl Prices Plus 10% Feden! 


Your customers want a sturdy watch for active summer and 
vacation days! Water, sand, dust and perspiration play havoc 
with ordinary watches. That’s why the Timex waterproof* is 
in such summer-time demand. Shock-resistant . . . Timex takes 
a a licking yet keeps on ticking! Low-priced for volume sales, 
0 eh Ais a a backed with a ONE-YEAR guarantee, Timex is a “natural” 


SHOCK-RESISTANT for profitable summer promotion. 
V-CONIC MOVEMENT NATIONALLY ADVERTISED IN LEADING MAGAZINES 


with Armalloy bearings. Strong where 


Rs aS 


conventional watches are generally —e oye wl WE 






weakest. Unique cone-shaped balance 
staff is shock-resistant. 


. 
a* 

ae 
<@ ‘ 






* Stays waterproof and dustproof as 
long as crown, crystal and back are in- 
tact and, if removed, expertly replaced. 








THE UNITED STATES TIME CORPORATION 

World's Largest Manufacturer of Wrist Watches 

500 FIFTH AVENUE, NEW YORK 36. 

Factories in Middlebury, Conn., Waterbury, Conn., Little Rock, Ark., Abilene, Texas and Dundee, Scotland 
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Rings enlarged 


~ — ww oy Sink as ts esi 
to show als i iaieeelial ROY (2 a 
detail. TBM ES 5 PEE I SATE bP AT LTE LIEN / 


The original WED-LOK' rings 


oo OFTEN IMITATED...BUT NEVER EQUALLED! 


EVERYONE RECOGNIZES A GOOD IDEA... that’s 
why Wed-Lok* by Granat is so frequently imitated. 
But it requires more than mere imitation to equal or 
surpass the priceless experience of 48 years devoted 
to fine ring-making. 


THE ORIGINAL SUCCESS OF THE GRANAT LOCK 
is well-known throughout the industry. Its daring 
and revolutionary concept made an instantaneous 
impact on the diamond ring market, changing buy- 
ing habits overnight. 


WHAT IS NOT SO WIDELY KNOWN, PERHAPS, is 
that Granat research through the years has im- 
proved the original Granat lock to such an extent 
that today .. . for simplicity of operation and 
guaranteed lifetime performance ... it is still ina 
class by itself. 


NO DIAMOND RING LOCK performs as easily, as 
efficiently, as dependably. No gadgets of any 
kind are needed. You simply press Wed-Lok* Rings 
gently together and they lock with a “click.” That is 





3 TRADEMARK REG. U.S. PAT. OFF. WED-LOK RINGS ARE PROTECTED BY U.S. PATENTS. 


i 
y 


all there is to it. Yet, the lock may be released just 
as quickly so that the rings may be worn individ- 
ually, if desired. 


GONE FOREVER is ring separation, ring friction 
and ring wear. No longer need the blazing glory 
of carefully selected diamonds be lost by twisting, 
turning rings. Today, thanks to Granat, the modern 
bride is assured of beauty backed by functional 
perfection. 


AN ADDED GRANAT ADVANTAGE — Granat 
mountings are not cast, but Tempered*— a special 
process that further assures long ring life and 
maximum diamond security. 


YES, ACROSS THE NATION — wherever quality 
is of paramount consideration — the overwhelming 
choice is Wed-Lok*— the original locking ensemble 
and still the leader. 


(Illustration) “FLAIR” by Granat ... Wed-Lok* Diamond Ring Ensembles 
are priced from $100 to $2500 retail, Federal tax included. 


114 GEARY STREET SAN FRANCISCO 8, CALIFORNIA 
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CONTACT over 200 firms offering their new lines 


in 11% acres of spectacular display areas. 


SEE... Examine... Select... fashion-smart mer- 
chandise from hundreds of lines awaiting you in 


the world’s largest sample room... under one roof, 


SPECIAL PROMOTIONS available only to buyers 


in attendance are offered by many exhibitors. 


EXCITING SALES PLANS for Christmas selling 
will be available from the leading promotion and 


advertising services. 


THE FAIR IS PERFECTLY TIMED 
FOR POSITIVE BUYING! 





JULY ? 6 30 All the important advertised lines 
will show their new lines featured 


1953 
NATIONAL 


JEWELRY 
FAIR 





FOR EXHIBIT SPACE 


WRITE: 


National Jewelry Fair 
812 Olive Street 
St. Louis 1, Missouri 


GOOD SPACE AVAILABLE 





THE CONRAD for Christmas selling. Learn how you 
HILTON 


can tie in with specially planned ad- 


vertising campaigns for jewelers. 


ATTEND and PARTICIPATE in 
the National Jewelers Association 
business meetings. Find the answers 
to your store problems. No charge to 


registered jewelers. 


BRING YOURSELF to the Industry's Number 
One Jewelry Market that’s brought to YOU! 





REGISTER IN ADVANCE...TODAY... 
WITHOUT CHARGE 


WRITE: 


NATIONAL JEWELERS ASSOCIATION 
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545 Fifth Avenue - New York 17, N. Y. 
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It’s the POLISHOOK LINE that gives you a more complete 
selection of RINGS than ever before! ... made possible by our 
Tecent great expansion. In addition to our thriving, family-owned 
35-year-old ring business, we also own and operate the entire plant 
and equipment of-the famous old ring firm of SKW. 


It’s the POLISHOOK LINE that assures you savings by “direct 
dealing” with us—the manufacturer. Assures you better values, finer 
styling in ONE complete line, from BABY RINGS to DIAMOND 
AND WEDDING RINGS... backed by power-packed FREE ad 
mats, window displays and plenty of “over-the-counter” selling ideas! 


K. POLISHOOK « SON cone 


MANUFACTURERS OF ‘EVERYTHING IN RINGS’’ SINCE 1898 
216 East 45th Street, New York 17,N.Y. VAnderbilt 6-1664-5-6-7 
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It’s the POLISHOOK LINE that sells on sight, because YOU 


buy it right! ... Proven, pre-tested and merchandised to fit your 
needs. Our amazing, new automatic “Inventory Control” set-ups 
eliminate your owning too many rings in any one price range! You 
buy only what you need, at the price you know it can be sold. 


[pfo about our amazing new, automatic plan 


“INVENTORY CONTROL” Set-Up 


that supplies you ONLY best-selling rings 
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Styling As Pictured Below Is the Reason 
We Are Enjoying 
Our Most Successful Selling Season 
“For the Line with the Best in Design” 


see Dyula e legance 
ty MARNER a 





You'll find Marner Jewelry with exclusive Styling by Julio the choice of discrim- 
inating customers everywhere. Accent on styling, originality and craftsmanship 


is the answer to our success season after season. 


¢ Accepted by America’s Leading Fashion Houses 


is l 7 ot Factory Representative, 
AL PAVONE Office: 43 Hospital St., Providence, R. I. 


7 @s 
E E LS Sold Thru the Wholesaler 
U v10 “Che mark of the line with the future in mind” 


Jeweled Elegance by 
ARNER JEWELRY COMPAN 
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is no 
silent 
salesman! 


You don’t have to sell the Cricket— 
it sells itself! Just ring it for your 
customer—and, in 7 cases out of 10, 


you'll make the sale! 


Invaluable to executives, travelers, 
business men, all busy men. Keep a 
Cricket on your wrist—show it—ring it 
—and_you’ll ring up sales, easily! 
Gold-filled, stainless steel back 99.00 
Stainless steel] .......2.2 + 99.00 
14K gold, stainless steel back . 175.00 
BE webs ccceccecce oo RUS 


Available with expansion bracelets—also 
with black or white, 14K gold dials. 


Other Vulcain Grand Prix watches from 
71.50 to 5000. Sold and serviced 
throughout the world. 


All prices include Fed. Tax 








GLORY—14K gold lady’s bracelet watch, 
17 jewels... 190. 


VULCAMATIC — automatic, waterproof, 
17 jewels, In ladies’ and men’s sizes. 
Stainless steel... 86, 

Gold-filled .. . 86, 

18K gold... 198. 


VULCAIN WATCH COMPANY, INC. 630 Fifth Avenue, New York 20, N. Y. West Coast: Herbert A. Wood, 649 South Olive St., Los Angeles © Cal. 
Midwest: Paul H. Samuels, 55 East Washington St., Chicago 2, Il], Southwest: Wm. E. Grinnell, 3324 Lovers Lane, Dallas 5, Texas. 
Canada: Norlé Ltd., 637 Craig Street, West, Montreal, Quebec. 
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these refreshingly different idents are priced 
for volume selling! All are handsomely gift 


boxed. 





The ‘‘Pebble-Signet’’ for men . . . smooth, 
raised signet plaque on _ leather-textured 
background, in Rhodium or Hamilton Gold 
Plated with Stainless Steel backs, W-15, 
$3.40 





The ‘*Duo-Link’’ for men... 
double chains and _ expansion 
band combined, in Rhodium or 
Hamilton Gold Plated with Stain- 
less Steel backs, W-14, $3.15 





**Mister, Jr.”’ **Teenager’’ for youths ‘twixt 
childhood and manhood . . . just right for 


Oo O | 
Li _ @ Q a 0 the ‘‘middling’’ wrist . . . in Rhodium or 
y LJ roducing S O Hamilton Gold Plated with Stainless Steel 
() backs, W-12, $3.00 


e « - teen-age companion group to our “‘dolly-deb”’’ line for little ladies... 





*‘junior-deb’’ ‘*Duo-Link*’ for 
teen-age girls . . . double chains 
combined with heart-decorated 
expansion band, in Rhodium or 
Hamilton Gold Plated with Stain. 
less Steel backs, J-57, $3.15 















*‘junior-deb’’ expansion ident with heart. 
decorated band, in Rhodium or Hamilton 
Gold Plated with Stainless Steel backs, 
J-58, $4.75 





*‘junior-deb"’ stone-set expansion’ ident 
MR. RETAILER: ALL PRICES with heart-decorated band, available in as- 
Ask your wholesaler to KEYSTONE sorted stone colors, in Rhodium or Hamil- 


ton Gold Plated with Stainless Steel backs, 


t the list t . 
put you on the list to re PLUS TAX 5-56, $4.88 


ceive our full-color cata- 
log, and newspaper co- 
operative advertising 
service! 








Hall children's jewelry is adver- 
tised in Parents’ Magazine, reach- 
ing families with more than 
2,800,000 children! 








EASTERN OFFICE 
Harry C. Yakey, Jr. 
68 Columbia Avenue 

Edgewood 5, R. I. 


MID-WEST OFFICE PACIFIC COAST OFFICE 























Albert N. Davis Harry Diamond 
29 East Madison Street 215 West Sth Street 
Chicago 3, Ill. Los Angeles 13, Cal. 





Manufacturing Jewelers Since 1933 


SOLD THROUGH WHOLESALERS ONLY 
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FINE SURROUNDINGS FOR FINE JEWELRY 


Jewelry needs clean sparkling store interiors for proper display. An 
air of refinement and dignity is important, too! That’s why Chrysler 
Airtemp Air Conditioning is a MUST in your jewelry store. 


Customers can make their choice leisurely in a cool, quiet store. 
Outside noises and excessive heat do not disturb them. Employees 
are more alert, courteous and efficient. They can devote all their 
time to the sale when they are not conscious of distracting humidity 
and heat. With doors closed less dirt enters and the air conditioner 
constantly filters dust out. Your store stays sparkling clean... 
needs less redecorating through the years. 


Put the Comfort Zone to work for you. When you buy a Chrysler 
Airtemp “Packaged” unit which Chrysler Airtemp pioneered .. . 
you know you're getting the best. The Chrysler Airtemp name is 
your assurance that 
every unit is precision 
engineered and manu- 
factured for long life. 


“Packaged” Air Conditioners 


Six models from 2 to 
15 H. P. capacity. Meets 


Name 






\ ~ 
\ b 





FOR 
PROFIT 


Ss seZze 
-.2¢ 





every cooling need. HEATING ° AIR CONDITIONING 


for HOMES, BUSINESS, INDUSTRY 
Airtemp Division, Chrysler Corporation, Dayton 1, Ohio 


Airtemp Division, Chrysler Corporation 
P.O. Box 1037, Dayton 1, Ohio 


I'd like to know more about Chrysler Airtemp Air Conditioning. 





Address 


Phone 








City 





Zone State 








FOR JUNE, 1953 















It’s crystal clear... 
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the velvet touch in 








jewelry presentation 


Created to help you display, merchandise, and sell 
every type of jewelry from popularly priced 
costume lines to precious gems... this 


crystal-clear tray with removable velvet pad shows 








- ee off every piece to best advantage, intensifies 





sparkle and highlights, keeps stock neat and orderly. 


A real selling aid in your counters, on your 


counter tops, for showing individual pieces. 





for the name of your nearest distributor, write 












These heavy-duty jewelry 
trays are made of practically 
indestructible see-through 
plastic! Outside dimensions 
1054” x 7144”. Your choice of 
black, maroon, or grey velvet 
pads. Packed a dozen to the 


arton (min. order). 
a. aa saan 





atlantic plastics 


company 





DEPT. 17 — 585 BOYLSTON STREET 
BOSTON 16, MASSACHUSETTS 
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TO: All Anson Employees 


FROM: Olof V. Anderson 


Going into Marketing Week this year we felt that we had the 
best line ever. But after the enthusiastic way ANSON Distri- 
butors received our merchandise we are now certain that we 
really do have the greatest line in our history. 


To all of you in the Anson organization, my deepest personal 
thanks for everything you did to create, develop and produce 
the line that you did. Now let's be sure that we ship to all 
Wholesalers before July lst their complete samples so that 
Retailers can plan their fall buying and merchandising program 
down to the last detail and thereby get maximum results from 
this advance planning. 


Quite frankly, I would like to pass along some of the excitement 
which was generated at Marketing Week to the Retail Jewelers of 
America - and I would like too at this time to thank them for 
their exciting acceptance of Anson's Father's Day promotion. 
Really this event looks like one of the most successful events 
in years. 


The more I think about this whole subject the more I feel that 
a memo like this should appear as a trade paper ad - and I am so 
going to instruct our advertising department, because I want 
all our friends Retailers and Distributors alike, to know how 
we feel about them and about prospects for fall. 


GO 


Olof V. Anderson 
President 
ANSON incorporated. 


P.S. Also, I was very thrilled - and I know you will be too - 
at the way our announcement about renewing our NBC network 
television show was received. We will continue to sponsor 
Dave Garroway straight through the fall season and right up 
till Christmas. Just think of it - over 3,000,000 people see 
Dave Garroway in 42 cities every day - and this great group of 
potential customers is subjected to the strong selling Anson 
commercials we are using every time we are on the air. 
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24 baker street : providence 5, rhode island 



































don’t trust 
your naked eye 


ie 
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Let YourOwn LOUPE 
prove the PERFECTION of 


LOVE BIRD 


Would you rely on your naked eye 
to determine the color, cut and 
clarity of your diamonds? 


Every LOUPE-TESTED LOVEBIRD Diamond Ring 
is carefully loupe inspected to guarantee diamond 
perfection. An unconditional guarantee, without 
evasion, certifies this exceptional quality. 


Examine a LOUPE-TESTED LOVEBIRD Diamond Ring 
& Se Rd through your own Loupe. You will then share the enthusiasm 


tte is of other thousands of jewelers who are now successfully 
and profitably selling LOUPE-TESTED LOVEBIRD 


ma Diamond Rings. Franchises are still available. 






Loupe-tested 
DIAMOND RINGS 
































j INC. 


630 FIFTH AVENUE. NEW YORK 20. N. Y. 









THE JEWELERS’ CIRCULAR-KEYSTONE 


WY 





is bringing you customers 
Platinum Metals Division 


PALLADIUM THE INTERNATIONAL NICKEL COMPANY, INC. 


A Precious Metal for Fine Jewelry | 67 Wall Street New York 5,N.Y. 
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for modern palladium jewelry 


Your customers are talking about palladium. Fashion 
experts are talking about palladium ...in newspapers... 
in magazines ...on radio... and television. 


Everybody’s hearing about palladium by the good old- 
fashioned medium: word of mouth. 





They’re hearing that palladium is white ... that it 
mirrors the true color of fine white diamonds, showing 
them to best advantage. That it possesses the strength 
to hold gems securely. 





That it is the fashionable white metal for modernizing 
old-fashioned jewelry — brooches, pins, earrings, rings. 


All this talk can echo in your cash register. For pal- 
ladium... newest of precious metals ... is in the fashion 
spotlight. 

Send for and use our free sales aids: new newspaper 


mats, radio spot commercials, traffic-building counter 
cards and signs, sales-producing literature. 


*They’rereading appealing full page, 
2-color advertisements appearing 
gp” regularly in Harper’s Bazaar,Glam- 


our, Charm, Seventeen, and True. 














“Admiral introduces 10 


new assortments EACH in its own} { 
individual velvet case | 


Traffic-Builders! Volume-Producers! Here’s Admiral’s new rootin’, tootin’ promotion idea 
with a real sales kick! 10 low-price, high-profit assortments and each one pre-packed in a 
magnificent velvet display case that’s yours free without one cent extra cost! You buy the 


bands .. . we give you the display .. . you provide the window or counter space . . . and the 


customers will supply the sales! Order yours today! 
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ORDER THROUGH YOUR WHOLESALER 
OR MAIL THIS COUPON TODAY! 


My Wholesaler 




















THE STERLING FLATWARE PATTERN INDEX 
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Actual size of book, 
73°x9". 


Teaspoons are shown 
actual size in book. 





IMMEDIATE 
DELIVERY 


Practically all the patterns of the leading sterling silver flatware manufacturers in this country 


are illustrated in the latest edition of this invaluable reference book. 


There has also been added to THE STERLING FLATWARE PATTERN INDEX, the only pub- 
lication of its kind, an entirely new and corrected alphabetical index of pattern names. This 


index lists the manufacturer and shows the current status of every pattern. 


Jewelers find THE STERLING FLATWARE binder is of rich black cowhide leather, gold 
PATTERN INDEX absolutely indispensable stamped. These pages are supplied in loose- 


for identifying patterns to be matched—and leaf form, making it convenient and econom- 
for making selling suggestions to customers. ical to insert revisions as they are published 
It contains, under one cover, full-size illustra- periodically. 


tions of more than 1300 sterling flatware: pat- In daily use by jewelers everywhere, this book 


terns—active, inactive and obsolete patterns. has proved its value as an essential reference 


Iilustrations are beautifully done, in full size, volume, invaluable in operating a Sterling 
and printed on fine coated paper. The Silverware Department. 


With binder $20.00—Without binder $15.00 


For those who are using the INDEX we can supply the 1951 Revised Sheets at $5.00 
Prices subject to change without notice. 
All books are sold remittance with order. 
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Genuine imported top quality porcelain 
beaded costume jewelry. A value-packed jewelry 
promotion destined for sure success and 
designed to boost summer traffic. Priced 
for action and profit. Expertly detailed, 
fully guaranteed. Huge selection of smart, 
smpletely original styles and in ‘‘dazzling 
white’, a shade that will be worn 
by fashion-wise women everywhere. 
Promotion includes Necklaces, Bracelets and 
Earrings in assorted styles. Some 
Rhinestone Studded. All Necklaces adjustable. 


ST 00 
KEYSTONE 


bob henfield, inc. 
promotion jewelers 


2ND FLOOR « HIPPODROME BUILDING ANNEX 
CLEVELAND 15, OHIO 
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Order your 
selection today! 

FREE Mats available 

upon request. 

Feature America’s 

Greatest Assortment of Dollar 
Costume-jewelry Specials 

by Bob Henfield. 
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The Artcarved 











\NY ROSS RADIO SHOW! 


—the first nation-wide radio show 
ever sponsored by a ring manufacturer 


Everybody’s talking about this top-quality radio show— 
now selected by the Armed Forces Radio Service! 





An overwhelming success in coast-to-coast broad- 
casting—people everywhere have applauded the 
Artcarved Lanny Ross Radio Show. And the sales 
effects of this great show will continue to bring more 
and more customers into your store—customers 
who know and ask for your Artcarved rings. 

And now the Armed Forces Radio Service has 
chosen your best ring-selling salesman, Lanny Ross, 
and the entire Artcarved show as the right entertain- 
ment for our overseas troops. Yes, this great show 
has built more Artcarved prestige, more customer 
good will, more Artcarved diamond ring sales than 
ever before. 

Lanny Ross and the Artcarved Show have been 
covering America, selling millions of customers 
(many in your home town) on the quality, the repu- 
tation, and the guaranteed value of Artcarved rings. 
This hard-selling show was especially designed to 
help you benefit continually through the greatest 
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ring advertising in history. Jewelers everywhere have 
seen how this great show has proved its important 
local impact again and again over a nationwide radio 
network—554 Mutual Radio Stations. Continued 
tie-in throughout the summer will mean continued 
diamond profits for you. 

And Artcarved’s exciting magazine advertising in 
LIFE and LOOK ties right into Artcarved’s dramatic 
success story —giving authorized Artcarved jewelers 
the most penetrating and far-reaching sales support 
of any ring manufacturer. 

When your Artcarved representative calls on you, 
ask him about opportunities for arranging special 
promotions... tying in your store with the Artcarved 
radio show .. . even arranging personal appearances 
of Lanny Ross in your store. For further information 
write: Advertising Department, J. R. Wood & Sons, 
216 East 45th Street, New York. 
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Artcarved Theme Song 


BY JOE HORNSBY 


bride and g 


Art- carved Dia- 


years it’s been the 
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on - ly the best will do— 


Never before such spectacular jeweler acclaim for ring manufacturer advertising as the 


Artcarved Lanny Ross Radio Show! No other national diamond ring sales program 





has had such outstanding reception from both the trade and customers everywhere! 


JR, WOOD & SONS, INC. +7 
216 EAST 45th ST., NEW YORK, N. Y. FAN 
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The Diamond Digest 


ON THE CREDIT SIDE 


Our fast changing times should be of concern to the 
jeweler. And because few things are changing so fast—— 
and so dramatically-——-as the nation's economic picture, 
he should inspect it carefully. 


Take the present consumer wealth. Jt has reached a 
high of more than 800 billions —- a rise of 50% since 
World War II! 


Other equally surprising facts have recently come 
to light. While this country's wealth is at peak 
level, oddly enough the well-to-do and the rich have 
profited least. The mass of the people, on the other 
hand, are enjoying the greatest advance in income and 
levels of living -—-— particularly since 1939. 


Much time could be spent debating why these condi- 
tions have come about. But that is not of consequence 
here. What is important is the effect of prevailing 
conditions on the average retail jeweler. 


Because the mass of the people have shown the 
greatest economic gains in recent years, their buying 
power has increased. They have distributed their 
purchasing power into many channels. They have become 
more and more luxury conscious. 


Simultaneously, however, these people have tended 
to save part of their earnings. They bank their money, 
Or put it into insurance, real estate, bonds and simi- 
lar investments. They frequently buy on credit, to 
conserve the cash they are accumulating. 


Jewelers have found this out for themselves. They 
have also found that competition has forced them to 
give longer terms than at almost any other time in 
history. 


This in turn has inflated the amount that retailers 
have in accounts receivable, and has made them look for 
a reliable diamond house willing and able to extend 
liberal but business-like credit. Such a diamond house 
must, however, possess other qualifications. The most 
important is that the diamonds be supplied at the 
lowest market price, to insure the jeweler a rapid in- 
ventory turnover. The diamond source should also be 
able to deliver exactly the size, make, color and 
quality diamonds the jeweler wants-—-—on the day he 
wants them. 





Arnstein Bros. & Co. is prepared to meet all of 
these gualifications. We are ready to extend credit 
when it is merited. We can always supply standardized 
assortments of diamonds at lowest market prices. [In 
fact, Arnstein Bros. & Co. can in every way assist the 
progressive, careful—planning jeweler to stay well on 
the profit side of the ledger. 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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© 
of a life-long romance.” But 


when love is extended to one’s com- 
petitor—well, that constitutes some- 
thing unique. Of late we have noticed 
a spirit of love springing up between 
old competitors. Witness Gimbel’s 
newspaper ad in New York news- 
papers recently congratulating—of 
all things—Macy’s on the _latter’s 
(Love on Herald 


“70 love oneself is the beginning 


flower show. 
Square! ) 

The spirit of love was in evidence 
recently when the Shuron Optical Co. 
congratulated Bausch & Lomb Opti- 
cal Co. on its 100th anniversary. And 
remember, Shuron maintains manu- 
facturing facilities in Rochester, 
N. Y., not too distant from the main 
offices and plant of Bausch & Lomb! 
(We're certainly happy that they’re 
seeing eye to eye, these ancient 
rivals. ) 

Perhaps the present international 
tension created by the Communists is 
responsible for the present love-wave 
hitting competing American firms. If 
this becomes contagious, we can’t 
help wondering when and where it 
will strike in the jewelry business. 


o © 


N unusual bit of news from Paris 
has been brought to our atten- 
tion. At first we were inclined to stow 
it away in our “Nightmare” file, but 
we've had a change of heart. 
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We are told that a new Indian res- 
taurant in the French capital features 
“Asha,” a fiery liquor enriched with 
“finely ground pearls, diamonds and 
rubies.” This luxurious drink sells 
for $77 a throw—and the chap who 
invented this lapidary concoction is 
now probably cutting out paper dolls. 


> © 


i bones may constitute a subscription 

record! G. Noyes Talcott, Talcott 
Bros. in Olympia, Washington, in- 
forms us that his firm originally sub- 
scribed to the JEWELERS’ CIRCULAR- 
KEYSTONE in 1872, the year that 
Talcott’s was founded. If you can top 
this, please drop us a letter. 


> © 
[ponPay mornings are dismal 


times and most people start the 
work week by hating children, dogs, 
and politicians. Not being happy 
Pollyannas, we too arrive at the office 
on Monday mornings in a depressed 
frame of mind. 

But the exception to the rule comes 
when we receive cheerful letters from 
jewelers like Harold E. Hayward, 
Oak Park, Illinois. Harold’s letter 
read, “After reading your fine article 
on the Coronation, with the many 
good suggestions for jewelers to use, 
I thought you might like a picture I 
took of the Crown Jewels some years 
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ago. This was taken in the Tower of 
London where the jewels are kept in 
normal times. After we had taken the 
picture, I saw a sign that read, ‘Check 
your cameras at the door.’ So I have 
one of the few amateur pictures ever 
taken. 

‘“‘We wrote several of the firms you 
mentioned in your article regarding 
the goods they were introducing, and 
placed a couple of orders for Coro- 
nation jewelry.” 

By the time we came to the last 
paragraph, we were feeling kindness 
toward children and dogs and even 
politicians. 

In conclusion, Harold wrote, “Have 
read the KEYSTONE for over 34 years 
and will continue to do so, I hope, for 
many more years.” 


o © 


PEAKING of crowns, a friend has 
informed us that in 1593, Span- 
ish goldsmiths created a massive 
crown of gold as an offering to Our 
Lady of the Andes. The crown was 
studded with the then largest known 
collection of emeralds. It contained 
453 gems with a combined weight of 
1500 carats. 


> © 


N the event that you haven’t heard 
it, here is a story that is currently 
making the rounds in Chicago jewel- 
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‘WHO PROUDLY DISPLAY ...-. 
THIS EMBLEM” 3 





A PARTNERSHIP OF LONG STANDING 













For 87 years, Longines-Wittnauer has continuously and consistently worked 
with and for the retail jeweler. Longines-Wittnauer has made available to its 
jeweler agencies fine watches in the largest variety of styles, types and prices 
of any watch manufacturer in the whole world—has backed its products with 
large scale, prestige-building advertising that never omits to say—“‘sold and 


serviced by leading jewelers’. Our most cherished asset is our select list of 


Se Sr 


authorized jeweler agencies with whom our relationship is that of a hard- 


working partner of long standing. 





Leagines Male o, Ine.) 


Since 1866, maker of watches of the highest character 
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ry circles. It concerns a salesman who 
called on one of his accounts and was 
quickly informed by the jeweler, 
“Nothing needed!” 

On his way out the salesman was 
heard muttering, “| wish I had 50 
like you.” 

Some time later the salesman called 
at the same jewelry store and again 
was turned down. And again he de- 
parted muttering. “Tl wish I had 50 
like you.” 

This time the puzzled jeweler called 
him back and asked for an explana- 
tion. “Look, I’ve turned you down 
twice and each time you say, ‘I wish 
I had 50 like you.’ What’s the mean- 
ing of that remark?” 

“Oh,” replied the salesman. “I’ve 
got 200 accounts like you—I wish | 
had 50!” 

o © 


1 pe darling of New Orleans’ 
jewelers is undoubtedly Jimmy 
(Diamond Jim) Moran, the chap 
who has a penchant for buying dia- 
monds in order to maintain his repu- 
tation as the number one male wearer 
of diamonds. 

Moran, we understand, is a mil- 
lionaire—which helps considerably— 
and owns a fabulous collection of 
diamonds. It is said that when he was 
a shoeshine boy, diamonds intrigued 






him and he vowed that some day he 
would wear more of these precious 
stones than “anybody else.” His rise 
to wealth and fame was meteoric; 
and as his wealth increased, the more 
diamonds he bought. 

At the 1952 Kentucky Derby, 
Moran attracted as much attention as 
the four-legged thoroughbreds. He 
appeared at the race track wearing 
diamond shoe laces; he also sported 
spectacles featuring a solid bank of 
gems across the rim and a diamond- 
studded design across the bridge. In 
addition, he wore diamonds in his 
mink tie, a row of them across his 
collar pin, a clasp of diamonds across 
his upper teeth and diamonds in 
every conceivable and inconceivable 
place. 


© © 
NEW YORK telephone company 


repair man explained to report- 
ers recently how he had found a long- 
lost 114 carat diamond in a 47th 
Street lapidary’s. The diamond, it 
seems, had literally bolted from a 
jeweler’s vise into the telephone bell 
box through the cable opening. And 
there it lay for a considerable length 
of time. 
Meanwhile, the workman who had 
lost the gem had been paying $60 a 
week out of his salary for several 
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“I've got a complaint on your thousand-day clock; it only ran nine-hundred 
and ninety-nine days!" 
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months as payment for the lost dia- 
mond. It was all quite embarrassing 
— financially and emotionally — for 
the workman. So when the telephone 
man uncovered the diamond, the 
workman embraced him and offered 
the chap two bottles of Scotch. Un- 
fortunately, company rules and regu- 
lations prevented the telephone man 
from accepting the offer. 


© © 


NE of our correspondents has 
advised us of a highly successful 
diamond ring promotion. A Hastings, 
Nebraska, jeweler ran a series of ads 
urging old married folks to buy that 
diamond engagement ring that “Mom 
always claimed she didn’t want.” 
And elderly Dads—in a better buy- 
ing position today than they were 20 
years ago—gallantly rose to the occa- 
sion. 


© © 


POETIC chap, who regularly 
haunts our office each Spring, 
expressed his disappointment over re- 
tail jewelers’ newspaper advertising. 
“Been going over jewelers’ ads 
quite diligently in the past six 
months,” he moaned. “Just can’t 
understand it! Jewelers carry beau- 
tiful merchandise, merchandise that 
symbolizes a beautiful sentiment. 
Love is expressed by jewelry. So 
when jewelers advertise they should 


resort to poetry!” 


“For example?” we _ inquired 
naively, knowing full well what was 
to follow. 

“Well, take a diamond ad,” our 
friend stated. “What would be more 
appropriate than a few lines of, let 
us say, Keats’ poetry: ‘A thing of 
beauty is a joy forever.’ No copy 
needed—just poetry. If I had my 
way, all jewelry ads would be 
poetic. . . .” 


> © 


ee generally wind up in the 
confines of a penitentiary—and 
the ones who broke into a New Lon- 
don, Conn., store recently may have 
been looking toward the future. A 
check-up disclosed that the only 
thing the robbers had taken was the 
store’s supply of Scheaffer’s Snorkel 
pens. No doubt, they’re planning to 
pen a letter home from the “pen.” 
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JC-K Fashion Editor 


Broadeasts News on 


‘Wholesale Jewelers Market Week’ ibe neha 
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On Tuesday, May 5, Winifred Parker 
had virtually the entire time of the 
"Gretchen Thomas Show" at 9:15 A.M. 
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Left: men's jewelry was featured on Miss Parker's 
presentation during “Warren Walden Sports Show," 
and women's jewelry on "Let's Go Shopping with 
Alice Jackson" (below), another television show 
which appeared the following day in Providence, 
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To publicize the activities of “Wholesale Jewelers Market Week 
held in Providence from May 3 to 17 and stimulate public apprecia- 
tion of jewelry as fashion merchandise, Winifred Parker, Fashion 
Editor of JC-K, was feature guest on three of the most popular radio 
and TV shows in the Providence area. These broadcasts were 
arranged as another service to the jewelry industry by JC-K. Miss 
Parker told of the importance of jewelry to the well-dressed woman 
and actually showed on television, examples of fashionable new 
pieces for men and women being shown to wholesalers at the Shera- 
ton Biltmore hotel where a “Market Week” was held. 
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Priced right—styled right, costume jewelry 
appeals to a broad market of men and women. 
To capitalize on this profitable merchandise, 
you should know about it. 
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JUNK JEWELRY: A FLASHY FAD FOR SIMPLE STYLES 
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THE FABULOUS TREASURE FAROUK LEFT 
HOW PRISON RIOTS CAN BE PREVENT 
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TOO MUCH JEWELRY? 


20 CENTS su 
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ostume Jewelry Become: 


Mass production, better styling, enlarged consumer incomes — have 


sensationally increased the volume in low and medium priced jewelry 


No: too many years ago costume jewelry 
was regarded by many people as a bauble or an orna- 
mentation for the over-dressed. But today it is recog- 
nized as an essential part of the fashion accessories of 
Mrs. America and her daughters. It is desirable and 
appropriate merchandise. 

The manufacture of costume jewelry—centered in 
Providence, R. I.—has become big business with hun- 
dreds of factories of all sizes, each endeavoring to pro- 
vide milady with the variety of jewelry accessories she 
now demands for her wardrobe. 

The latest available figures of the Census of Manu- 
facturing reveal that manufacturers sold $170,000,000 
worth of their products in 1947; this high figure, of 
course, includes merchandise for export and distribu- 
tion to stores other than jewelry outlets. Informed 
sources report that the figure has now reached a quarter 
of a billion dollars a year. 

The phenomenal growth of the costume jewelry in- 
dustry in graphically illustrated with figures: 14 years 
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by ARTHUR RESEIGH 


ago the manufacturers’ total business amounted to only 
$38,761,000. 

Many factors have contributed to the rise in popu- 
larity of costume jewelry. First and foremost is the con- 
certed efforts of manufacturers to make costume jewelry 
a desired item. 

Within the memory of many of today’s manufactur- 
ers was a day 30 years ago when the ladies of this 
country had small jewel boxes containing a bare mini- 
mum of jewelry. And these were worn sparingly be- 
cause they represented an important monetary invest- 
ment. Decorated hair combs were used more profusely 
to add the touch of color of brilliance that today is 
satisfied in hundreds of ways by a broad assortment of 
costume jewelry. 

But about 30 years ago all that changed. A manu- 
facturer or two conceived the idea that the women and 

(Please turn to page 108) 
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Life’s presentation of costume jewelry in 
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1938—“‘Junk Jewelry ...” and its flattering 





use of costume jewelry on the cover of the 


November 24, 1952, issue. 
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Further evidence of the American woman's en- 





. thusiastic acceptance of costume jewelry, as 
an important part of her daily life, are these 
a photographs reproduced from a recent Life issue. 
v 
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A Planned Costume Jewelry Program 


>, af a 


a j Creates Store Traffic and Sales 





Keeping in fashion is a full time job for any woman. Clothing 
styles are constantly changing and new costume jewelry lines are cop. 
tinuously being introduced to harmonize with new feminine clothes, 
So to keep in step with Dame Fashion, a woman must regularly add 
to her costume jewelry collection. All of which means year-round 
business for the jeweler who takes the time to study fashion trends 
and plans a promotion program. 

But before a jeweler can initiate a costume jewelry promotion, he 
must have the proper inventory. According to Sam Small, Nash. 
ville, Tennessee, jeweler, the only sure formula for consistent costume 
jewelry profits is the maintenance of a well balanced, ever-fresh 
inventory. This jeweler concentrates his costume jewelry lines in a 
10-foot counter case located near the center of the store. On display 
permanently are some 125 items ranging from $5 to $25. 





Shaw’s Jewelers, Newport News, Virginia, ranks costume jewelry 
as a major department, and as such gives it all the benefits of well- 
planned display and inventory attention. 

To implement the costume jewelry program in such a way that 
the Newport News public is aware of its fine costume jewelry stock, 
Shaw’s devotes one permanent window to costume jewelry. This is 
headed with a permanent sign which reads “Important New Fashions 
in Ladies’ Costume Jewelry!” In the window, which has a dozen 
elevations of velvet-covered, off-set shelving, are shown approxi- 
mately 20 items at all times, including dinner rings, clips, pendants 
and brooches. 

Of course, window displays are excellent promotional media for 
costume jewelry. An outstanding window display was _ recently 
created by Smith Patterson, prominent Boston jewelers. Costume 
jewelry’s usefulness in carrying out color harmonies with fashionable 
new spring clothing colors was dramatically demonstrated. A giant 
palette and over-sized paint brushes helped set the theme. Ribbons 
leading from the jewelry wired to the palette lead the eye down to the 
appropriate costume colors, represented by swatches of the fabrics 
which had been given top notice in fashion predictions. Additional 
items of costume jewelry placed on the fabric swatches provided 
an opportunity to show actual effects of smart color harmony 
selection. 





While costume jewelry displays are extremely effective in window 
displays, they are also effective in in-store displays. Lee Jewelry 
Co., Denver, Colorado, has departed from conventional glass counter 
case displays. Instead, costume jewelry-pieces are dramatically sus- 
pended at the rear of wallcases, against a contrasting background of 
black or blue-black satin. The store manager has reported that gift 
purchasers who usually paid little attention to rows of costume 
jewelry items in the countercases, reacted most favorably to the 
sharply contrasted dark-background wallcase displays. 

S. Kind & Sons, Philadelphia jewelers, in remodelling their store a 
few years ago made a provision to capitalize on the profit and the 
store-traffic qualities of costume jewelry by setting aside an area for 
the exclusive promotion of such items. They placed the department 
in the hands of a skillful woman and further dramatized the depart- 
ment by finishing area in a different color scheme from the other 
sections of the store. The department continues to be a valuable 
one to this fine Philadelphia jewelry store. 
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As Seen by 
Winifred Parker 
Fashion Editor of JC-K 





Providence during 


“WHOLESALE JEWELERS’ 


un 


MARKET WEEK" 


May 3-17 











The Market Report. 








As seen during Wholesale Jewelry | 


More. than 200 New England manufacturing jewel. 
ers held an advance showing of their Fall jewelry during the early 
part of May at the Sheraton Biltmore Hotel in Providence. This 
showing was held exclusively for wholesalers, so that they could make 
an early selection of Fall merchandise. 

We viewed all of the major lines and found the following jewelry 
styles which coordinate closely with the clothes-story, as it is shaping 
up for Fall, 1953. 

The New England area had a good representation of colored stone 
costume jewelry, featuring ruby, royal blue and emerald colors; 
many women will accent basic black and gray clothes with these 
particularly vivid colors this Fall. There was a good representation 
of gold-filled and gold-finished jewelry pieces; gold will give an 
important gleam of fashion interest to most Fall clothes colors, 
especially to the big, brown family. And there was also a good 
representation of sterling and silver-finished jewelry. Women will 
be looking for the lovely sheen of silver to enhance the many misted, 
graved, softened fabric colors this Fall. 

Three dimensional designs and handsome texture effects were 
: shown by many of these manufacturers, and delicately new com- 
is 0b itis binations of rhinestones with cultured pearls. There also was an 
« ealtection of chase: C880 ta 098 00- interesting variety of fringed-chain and swinging chain designs which 
tail. Many unique sterling silver charms further the important mobile feeling in jewelry. 

EE, AS 66 SE. 2. OE, NE Noe. Men’s jewelry was notable for a whole new scope of fashion 


interest. Please see for yourself on these and following pages. 
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Tiara division of Charles Rothman Co. From the "Paul Carver'’ line of J. F. Sterling silver earrings and necklace 
offers this pin from its "Silhouette’ Sturdy's Sons Co., Attleboro, are these set with genuine American jade. $28.25, 
jewels. Hand-set baguettes and cultured gold-plated bracelets. Upper model re- retail, plus tax. Jade set earrings also | 
pearls in sterling silver. $12 plus tax. tails for $8.25: lower model at $8.50. available. R. F. Simmons Co., Attleboro. 
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on New England 























Market Week, Providence, R. I. 
May 3- 17 





|. Crystal and ice-blue hand-set rhinestones 
in a_ rhodium-finish necklace and ear- 
ring set by Parco Mfg. Co., Providence. 
The gift-boxed set retails at $14 F.T.I. 
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2. From Catamore Jewelry Co. is a ster- 
ling silver, genuine rock crystal rosary. 
Gift boxed, it retails at $15, no tax. 


? 








2. 3. Rhodium finished, this necklace fea- 
tures hand-set green baguettes. It retails 
at $15, plus tax; gift packaged. From 
Duane Jewels, Inc., of Providence, R. I. 


FOR DETAILED INFORMATION 


—on the items illustrated 
—on complete lines of companies 


—on nearest wholesale sources for above 


WRITE THE MANUFACTURERS TODAY 
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Whiting & Davis, Plainville, has gold Gold-filled jewelry in a floral motif Ladies tubular bracelet, gold-filled 
plated bracelets with hard-enameled de- by Van Dell Corp., Providence. Earrings with 3-color-gold hand-chased design re- 
signs. Rounded surface model retails at and pin $16.50 plus tax; matching brace- tails at $19, plus tax. From Walter E. 
$12 plus tax. Flat style $9 plus the tax. let retails at $10.50 plus federal tax. Hayward Co. of Attleboro, Massachusetts. 
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"Correct" brand men's tie slide and Baked enamel inserts in black, blue or A bracelet with a photo compartment, 
cuff links set has "3D effect,"’ combin- maroon set in stainless or 1/20 10K gold Speidel's "Photo-ident'’ comes with o 
ing red and green gold wire. Set retails filled. It's Foster Metal Products Co.'s gold-filled or sterling nameplate. For 
at $13.20, F.T.I. By Dolan and Bullock Co. “Coloramic" men's band, $7.95 F.T.I. men, $17.95 and $14.95; women, $14.50. 





|. From J. M. Hall Co., Providence, the 
“Duo-Link" for men. Rhodium plated stain- 
less steel. Price, boxed, $3.15 Keystone. 


2. Tie slide and cuff link set by J. J. 
White Mfg. Co., Providence, is 1/20 12K 
gold-filled. Gift-boxed, $13 plus tax. 








3. Emblematic chain tie holder and cuff 
link set, 1/20 12K gold-filled, retails 
at $21, F.T.I. The set comes boxed. From 
Irons & Russell Co., Providence, R. |. 




















a 








|. “Model T" is from the “Early America” 
series by Anson, Inc. Gift boxed, the set 
is priced to retail at $3.50, plus tax. 


2. Men's gold-plated cuff links by Bliss 
Mfg. Co., Attleboro, Mass. Boxed. They 
retail at $5 with federal tax included. 


3. "Mustard Seed" men's tie slide and 
cuff links in sterling silver retails 
at $11.75, plus tax. By Pitman & Keeler. 
































4. "Monticello" by Jacoby-Bender is an 
expansion band for men's watches of all 
styles and shapes. In yellow gold-filled 
only, it retails at $7.95, tax included, 


5. Plated tie slide and cuff links have 
genuine mother-of-pearl inlaid with grain 
wood. From Taunton Pearl Works, Taunton, 
Mass. The set retails at $6 plus the tax. 




















The Market Keport on 


Link chain and mesh combination is This necklace and earring set features Genuine stone Scarabs set in 1/20 12K 
gold plate, prong-set with baguettes genuine goldstones, set in gold-filled. gold-filled mountings. Earrings and pin, 
and chatons. Set retails for $30, plus $20, retail; matching bracelet, $15.00. $22.50, plus tax. The bracelet is $27.75, 
tax. By Marner Jewelry Co., Providence. Prices include tax. By Bal Ron Co., Inc. plus tax. From Curtman Co., Providence. 


|. From the "Leading Lady" line, this ex- 3. A fashionable bracelet in 1/20 12K 
pansion bracelet has alternate stoneset gold-filled; it is priced to retail at 
styles, with small rhinestones. Suggested $20, federal tax included. From the 
retail: $12.95. From Harwood Jewelry Le Stage Mfg. Co., No. Attleboro, Mass. 
Co. 


2. Necklace and matching earrings have 4. Brooch and earring set, with “third 


. . dimensional" effect, has hand-set rhine- 
contrasting bright and sand-blasted leaf , 2 ; 
motif, white and colored rhinestones. Re- stones, rhodium finished. $25.50, Key 


tail. $8.95, plus tax. Anthony Creations. stone. By Phyllis Originals, Providence. 
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Jewels by Deri, Inc., offer unusual 
swirl pin in gold-filled piece, set with 
cultured pearl. $18, retail, plus tax. 


Gift boxed, this 1/20 10K white gold- 
filled bracelet retails at $12, plus tax. 
From Cheever Tweedy No. Attleboro. 


Mara Jewel rhinestone bracelet and 
earring set comes in royal, emerald or 
ruby colors; gold plated. Set is gift- 
boxed; $16.50, retail. From Marathon Co. 





3. "Mermaid" expansion watch bracelet 





|. Bracelets by A. Micallef and Co. are 
rhodium-finished sterling. Scarabs with 
colored hard enamel links, $13.50 plus 
tax; with imitation peridot, price $12. 


2. The carryall shown is representative 
of the new Reibling-Lewis, Inc., line. 
This model retails for $5 plus the tax. 


has genuine mother-of-pearl links. It 
retails for $12.75, tax included. From 
Kestenman Bros. Mfg. Co. of Providence. 


4. "La Mode," sterling silver bracelet 
and matching earrings, retails for $15. 
Gold-filled jet set retails at $16.50. 
Prices plus tax. By Ripley & Gowen Co. 





FOR DETAILED INFORMATION 


—on the items illustrated 


—on complete lines of companies 


—on nearest wholesale sources for above 


WRITE THE MANUFACTURERS TODAY 
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|. Swiveled link bracelet and earrings by 
Carl-Art, Inc., is 1/20 12K gold-filled. | 
Bracelet is $17, earrings $5, Keystone. 


2. Gold-plated set is nickel-based, and 
corrosion-proofed. Retails, boxed, at $12 | 
plus tax. Dearborn Co., Providence. . 





3. Rim Jewelry Mfg. Co.'s "Sweetheart" 
line includes this item in simulated pearls 
and baguettes. $19.95 plus tax. | 


alts ae oie, 


4. Simulated pearl and rhinestone ear- 
rings set in 1/20 12K gold-filled by the 
White Mfg. Co., North Attleboro. The set 
retails at $5, boxed, federal tax included. 


5. Gift boxed, this identification bracelet 
and locket in sterling retails at $15 plus 
tax for set. Briggs, Bates and Bacon. 


6. "Tots and Teens" line by Dexter Mfg. 
Co., Providence, includes this Peter Pan 
charm bracelet. Retails at $1 plus tax. 





7. This stainless steel expansion band by 
Watchbands, Inc., of North Attleboro, is 
dramatized by prong-set rhinestones. The 
retail price is $4.95 plus the tax. 
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8. Dramatic size in “Super earrings by : 
Alice Jewelry Co., Providence. They are 5 
gold plated. Retail at $2 plus the tax. i 


























|. From the new line of the Superb Case 
Mfg. Co., Providence—a fitted carryall 
that retails at $7.50. There is no tax. 


2. Ladies watchband in rhodium finished 
sterling, hand-set stones, retails at $14.25 
FTI. Men's "Golden Gem," with two em- 
blems, $10.75 FTI. Marvel Jewelry. 


3. Dramatic, rhodium finished sets, mounted 
with square rhinestones, with earrings $15. 
olus tax. From Ansul-Craft, Inc. 


4. Flash sterling silver stone rings by 
Clark & Coombs, Providence, retail for 
60 cents plain. The rhinestone encircled 
models are $3.50. Prices are plus tax. 


5. “Everlasting finished semi-tailored 
necklace and earring set by the Tara Co. 
of Providence. Gift-packaged, $14.50. 


6. Ritz Watch-Case Compact from the 
new line of Ritz Vanities, Inc., Provi- 
dence. It retails at $2, with no tax. 


7, Genuine onyx or jade hematite neck- 
lace, 1/20 12K gold-filled, retails at $30. 


plus tax. From L. S. Peterson Co. 


FOR DETAILED INFORMATION 


—on the items illustrated 
—on complete lines of companies 


—on nearest wholesale sources for above 


WRITE THE MANUFACTURERS TODAY 
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The costume jewelry window needs more color, less formality; put the accent on fashion. 


Costume Jewelry Windows 


Have Price and Fashion Appeal 


AL that glitters is not gold” .. . or 
platinum, but much of it is extremely good looking cos- 
tume jewelry that sells on its own merits of smartness and 
individuality of design and not on an imitation of more 
precious metals and gems. Precious jewelry is purchased 
for its intrinsic value and its enduring beauty. It must 
be designed to weather changing fashions for many years 
to come, but with so-called costume jewelry, all kinds of 
fashion whims and foibles may be indulged. In some 
cases, this type of jewelry may be purchased to satisfy a 
desire for more precious adornment which is out of reach, 
but on the whole, it fills a place of its own as a definite 
part of the fashion picture—an important fashion acces- 
sory. 

Obviously the display treatment of costume jewelry 
should be different from that of diamond jewelry. Its 
sales appeal, however, should not be made primarily on 
a price basis. It should be presented as fashion merchan- 
dise and as gift merchandise—playing up the variety and 
originality of its design and its fashion-rightness. Since 
it is important to suggest a large variety of pieces from 
which selection may be made, more massed groupings of 
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MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material 
Fashion head 


Source 

Make in store from beaverboard 
cut-out by refinishing old man- 
nikin head 

Make in store with wooden frames 
and length of colored ribbon 

Length of Chiffon material from 
department store 


Woven ribbon screen 


Chiffon stole 


Butterflies Display supply house or make 
paper cut-outs 
Copy card Show card writer 


a 





costume jewelry can be used than would be appropriate 
for precious stones, but indiscriminate crowding is not 
necessary and defeats its own purpose. Props and decora- 
tive accessories for fashion jewelry displays both can and 
should be more colorful and informal than the run of 
jewelry windows. Stress the fashion angle in every way 
you can. Show fashion photographs and sketches with 
your jewelry. Use lengths of dress and suit materials on 
which to display costume pins and bracelets. Read the 
fashion magazines and tie up your displays with authori- 
tative fashion notes, quoting their source. 

(Please turn to page 100) 
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ride—Practicality and Price 


FEATURE THESE MANLY QUALITIES 
IN YOUR WINDOW DISPLAYS OF 


MEN’S JEWELRY 


















































For men's items, make the window display with colors and props that are strongly and obviously masculine. 


Doveine by average jewelry store promo- 
tions, it would seem that when a man enters a jewelry 
store, it is invariably to purchase a gift for his lady— 
never anything for himself. There is really no reason why 
a man should not go to a jewelry store to purchase his 
own cuff links, or tie pins, or belt buckles, just as he 
goes to the tailor and haberdasher for his ties and shirts 
and suits. The fact is that jewelry is just as much a neces- 
sary fashion accessory for the well dressed man as for the 
well dressed woman. Actually most of the jewelry that 
a man wears is utilitarian in character—much more so 
than his wife’s jewelry. Rings are probably the only non- 
utilitarian item in his collection and even these frequently 
identify his association with a fraternal or other organi- 
zation. 

Therefore, why should not the jewelry store make a 
definite bid for the gentleman’s business so that he need 
not depend entirely on gifts for such necessary items in 
his wardrobe as cuff links, tie-pins, watch bands, belt 
buckles and key chains. If these items wear out or if he 
doesn’t happen to like the gift selections made by mother, 


FOR JUNE, 1953 


by VIRGINIA DIXON 


wife or girl friend, must the poor man wait around until 
the next birthday or anniversary and then gently hint 
that his only set of studs is pretty well shot and he really 
never liked onyx, but has always had a yearning for a 
gray pearl set? With a definite campaign on the part of 
the jeweler, he might get up the courage to come in and 
buy the kind of jewelry accessories he has always wanted. 
And where better to begin such a campaign than in the 
(Please turn to page 103) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material Source 
Silhouette posters Cut from heavy colored paper and 
mount on beaver board panels 
Shelf unit Make in store from shelving and 


two by fours from lumber yard. 
Finish with semi-gloss paint in 
light color 

Display pad on floor Make in store by covering beaver 
board panel with fabric 


Copy card Show card writer 
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Costume Jewelry is 















Magnet for [raffic 


STORE TRAFFIC 


Variety is important in Selling 
costume jewelry. Also importan} 
is displaying this merchandise 
in the open (left and below) in 
order to encourage women io 
handle and try on different items. 


Many a small town jeweler is confronted with the problem of find- 


ing merchandise which turns over quickly and creates year-round 


store traffic. Jaster’s has found that costume jewelry fills the bill. 


7: entering Jaster’s Jewelry Store in 
Brenham, Texas, the first thing to attract a customer’s 
attention is the firm’s costume jewelry department, though 
it is located at the far end of the store. 

“That is our traffic puller,” said Al Jaster, owner. “In 
a small town that is a problem for the jeweler.” 

Jaster can sit and wait patiently for watch and diamond 
sales, assured that his costume jewelry will pay the over- 
head and still leave a net profit. But just carrying cos- 
tume jewelry isn’t enought; it has to be merchandised. 

“We only have a $5,000 costume jewelry inventory,” 
said Jaster, “but we turn it better than three times a year. 
This stock could easily be displayed in cases. But, then, 
it wouldn’t sell fast.” 

According to Jaster’s experience, costume jewelry has 
to be out where the customers can handle it. It is an 
impulse item. When it comes to selecting a piece of cos- 
tume jewelry, very few people know what they want until 
they see just the item that appeals to them. The woman 
who buys costume jewelry doesn’t actually need a new 
piece. She has beads, earrings, and necklaces at home. 

“But,” said Jaster, “when she sees something new that 
strikes her fancy, she buys it. So there is no danger of 
this type merchandise ever reaching a saturation point.” 
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by C. THOMAS 


Jaster displays his costume jewelry within reach and 
this is an open invitation for the customer to handle the 
interesting article. 

“Were these in glass cases,” said Jaster, “the customers 
would not fell free to handle them. In fact they couldn't 
without a clerk hauling out piece by piece. And many 
women only become curious when they begin to look. 
And, hence, would not put a clerk to the trouble of show- 
ing when there was no real intention of buying. Sales 
would drop off considerably were we to put our costume 
jewelry in cases, under glass.” 

The inventory of this type merchandise can either make 
or break the operation. The customers’ general taste will 
have a lot to do with this phase of the deal. 

“For example,” said Jaster, “here we are confined to 
two popular colors . .. red and white. Brown is a very 
poor color for us. Brown and white is better; blue and 
green won’t move. Black will not move either; black 
and white moves, but slowly.” 

“In ordering,” said Jaster, “I seldom buy more than 
a quarter of a dozen of a number to start. If it moves 

(Please turn to page 111) 
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How to turn 


THIN DIME SALES 


into 


FAT QUARTER SALES 


Aono 


the NEW “See-thru” 
RONSON LITERKIT 

















Self-selling magic that sparks plenty serter; and a handy cleaning brush. 
of extra lighter accessory volume! For a bigger-than-ever share of 
When customers come in for flints at America’s $16,000,000 accessory bus- 
10¢ or 15¢, send them out with 25¢ iness, display new Ronson Literkits, 
Ronson Literkits. That’s ‘““‘quick- Ronson “‘Five-Flint- 
change”’ for you! ers’’ and wicks. And 

The Ronson Literkit practically of course...you’ll get 
sells itself . . . because the handsome more FAT quarter 





case with transparent lid lets cus- sales with Ronsonol 
tomers see the extras they’re getting: —America’s largest 
5 extra-length Ronson ‘flints’; 1 high- selling lighter fuel! 
absorption Ronson wick; wick in- 4-0z. can— 254. 


RONSON (284 FLINTS : 


NEW! e Contains 24 Ronson “Five-Flinters”’ IN HANDY, COMpary 
. shown on cards to discourage pilferage. last longer |_8&S1 Fon ANY 


SELF-SERVICE e Big sales, little space: 544” shelf front- 
age, total retail value $3.60. 


CARTON FOR e Orderly stock: grippers hold cards up- 


right. Shoppers can remove cards easily! 
RONSON . 
e AND REMEMBER! No other brand is so 


s\) . ” heavily advertised! No wonder Ronson 
F IVE FL IN TE R Ss outsells all others combined, 4 to 1. 


: e 
; PRT 
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WORLD'S GREATEST LIGHTER SPECIALISTS <= t 


RONSON ART METAL WORKS, INC., NEWARK 2, N. J. 
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by GRIER LOWRY 


Attractive window displays, changed daily, feature a wide assortment of pieces. 


Fashion Emphasis 
Sells Costume Jewelry 


For traffic-building and rapid turn-over, the costume jewelry department 
at Gammon Jewelers, Springfield, Missouri, is rated tops. Helping to make 


this department a success is store emphasis on feminine fashion trends. 


a jewelry, with the majority of unit 
sales in the $15 group out of an inventory spanning the $1 
to $30 price range, produces the largest number of unit 
sales throughout the year, the largest stock turn-over and 
the most store traffic for Gammon Jewelers, Springfield, 
Mo. 

Merchandising at Gammon’s is tied-in to feminine 
fashion trends, with the accent on color harmonies and 
contrasts. The store’s owner, E. R. Gammon, admits that 
it requires a “tremendous” inventory to provide match- 
ing and contrasting pieces for all fashionable wearing 
apparel styles and colors, but with the average costume 
jewelry purchase price up, and an increase in the num- 
ber of styles which create a need for costume jewelry 
adornment, costume jewelry offers a golden opportunity 
to boost sales volume, Gammon has discovered. 

Costume jewelry at Gammon’s is a service merchan- 
dising operation, supported by strong window display 
and by twenty-four feet of interior showcase display 
which permits showing of 300 pieces covering the entire 
price range. It’s the practice of the store to leave the 
selling, and the buying, of costume jewelry just about 


entirely up to the salesgirls, who respond by adding The store's repair artists frequently suggest companion 
(Please turn to page 112) pieces for the jewelry the customer is having repaired. 
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IF YOU'RE NOT BUYING LOOSE DIAMONDS YOU'RE SELLING TOO HARD 


LOS ANGELES + 220 West Fifth Street 


CHICAGO : 55 East Washington Street 


DALLAS + 1802 Main Street 


ANTWERP + CAPE TOWN 








Is the Wholesaler Essential? 





by LAWRENCE F. PERCIVAL, JR., Treasurer, 
D. C. Percival & Co., Inc., Boston, Mass. 


W. ARE now going through one of those 
periods when the position of the wholesaler is under con- 
siderable scrutiny by the manufacturer—and so it seems, 
by about everyone else in the industry—including the 
wholesalers themselves. 

In the 1928-1929 Era there was a similar period during 
which certain manufacturers turned to direct selling—but 
the depression of the 1930’s vindicated the wholesaler’s 
position in the economy as the credit departments of 
direct selling manufacturers were harassed by delinquent 
accounts and actual financial failure by the retail jeweler. 

As the general volume of business in the jewelry indus- 
try declined—the direct selling salesman found it increas- 
ingly difficult to earn a satisfactory commission when 
dependent on just one line. It was during this period that 
Seth Thomas Clocks were sold for a time directly to the 
retail jeweler. 


AS MANUFACTURERS SEE IT 


Today we have had several years of generally active 
business throughout American Industry. Albeit it might 
be said that the jewelry business has not fared quite so 
well relatively. On the other hand, things have not been 
too tough. During these recent years the jewelry manu- 
facturer has seen plenty of business around, so, there has 
arisen in his mind an important question. That is, “Why 
should he pay a wholesaler 20 per cent profit when he can 
have a salesman sell his product on a commission for a 
fraction of this? Furthermore,” asks the manufacturer, 
“this salesman will devote himself to our product alone— 
so won't he get greater sales with this concentrated sales 
effort?” 

In addition, the manufacturer may have become in- 
trigued with the potentialities of some advertising me- 
dium, such as television. In such a case it would certainly 
be an appealing thought for a manufacturer to eliminate 
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The author suggests understanding and ap- 
preciation of the wholesaler’s importance 
to a trade which includes both big and 
little retailers—an industry which is com- 


posed of large and small manufacturers. 


wholesalers and use part of the wholesaler’s mark-up for 
television advertising. However, the answer to this is 
that the field would then become overcrowded with 
manufacturers selling direct and that it would not work 
out advantageously for either manufacturer or the re- 
tailer. Just as there is a place in the industry for a sub- 
stantial volume of business to be done by the manufac- 
turer selling direct—there is also a place for the whole- 
saler handling a number of lines. 


SOME CAN DO WITHOUT HIM 


We have already seen certain manufacturers—even 
under the present relatively favorable conditions—turn to 
the wholesaler from direct selling. For example, we have 
seen Waltham and Schick come to the wholesaler after 
selling direct. Furthermore, Schick just recently found 
that even in the highly concentrated New York City Area 
it was more practical for them to sell through whole- 
salers. 

It seems to me that we have two types of successful 
direct selling. First we have the manufacturer with a well- 
established quality product who merchandises his product 
on a semi-exclusive or exclusive basis. As you know, this 
type of manufacturer—such as certain sterling silver 
lines—select in the city of Boston just a few retail outlets. 
In a town of 15 to 20,000 population they may sell only 
a single retail outlet. Obviously, a wholesaler does not 
fit into this picture—a wholesaler must cover all the 
legitimate retail outlets in a given territory, if he is to 
operate profitably. 

Furthermore, it is against the law for a manufacturer 
to advise a wholesaler specifically which retailers he shall 
or shall not sell. Because of this, a manufacturer selling 
on a semi-exclusive basis would not have the control over 
his merchandising policies that he might like to have. 

(Please turn to page 103) 
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FREE photos...diamond mining and cutting 








8 photographs on diamond mining... authentic step- 
by-step pictures taken in South Africa. 
9 photographs on diamond cutting . . . showing the 


step-by-step progress from rough to gem. 


These graphic, on-the-scene photographs worked for 
you, first, in magazine and newspaper articles on 
diamonds. Now, jewelers are asking for them to use 
in dramatizing diamond displays and talks. They’re 
part of the planned, all-out diamond promotion that 
stimulates diamond publicity, and uses diamond adver- 
tising, to help you sell. They’re yours, FREE. 


Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th Street, New 
York 17, N. Y. 

Your Diamond Promotion also includes 
Two national advertising campaigns: 


1. The Engagement Diamond Tradition . . . in Life, Look, 
The Saturday Evening Post. 


2. Diamonds for special gift occasions . . . in Vogue and 
Harper's Bazaar. 


Publicity in newspapers, magazines, on radio and television. 
Lectures throughout the country. 


Diamond Sales Manual. Helpful FREE booklet, “More Dollars 
from Diamonds.”’ Order from Diamond Promotion Department, The 
Reuben H. Donnelley Corp., 305 E. 45th St., New York 17, N. Y. 


: Use them for lecture material 


| Tie in with this all-out promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 


FOR JUNE, 1953 87 

















How ean the Retailer 


Use his Wholesaler? 


Get your money’s worth from your wholesaler—study 


the ways his services, his experience and his buying 


skill can be of help. He is the key to that faster 


turnover of your capital which means more profit. 


Fon MANY years | gained experience in the 
ways of wholesalers by selling them the product of a 
leading jewelry manufacturer. During the past ten years 
I have witnessed the performance of the wholesaler from 
the other side; the inside. 

As a result of this double viewpoint I am in possession 
of facts which convince me that the facilities of the whole- 
sale jewelers can be used more fully than at present by 
both manufacturers and retailers. 

The case of the wholesaler and the manufacturer J 
shal! leave to others. I shall confine myself here to how 
the retailer can use his wholesaler. 

The jewelry wholesaler has been with us for so long | 
wonder if he is not “just taken for granted.” [or 
example, retailers have heard so frequently the story that 
the wholesaler acts as a source of credit and as a ware- 
house that I wonder if the full meaning of these services, 
their dollars and cents value, is fully recognized. I 
wonder if the repetition of these facts has caused their 
real signifiance to be lost? 


IT EVEN HAPPENS IN GOOD TIMES 


Of course, the value of credit extension during times of 
depression is one that is in general limited to those who 
remember the retailers who were saved by wholesalers 
during the depression of the thirties. However, there are 
cases every day, right now, where due to some temporary 
local condition or unfortunate personal situation a 
retailer is being “tided over” by a wholesaler who sym- 
pathetically understands the retailer‘s plight. This he can 
dp because the wholesaler is a “local man” with intimate 
knowledge and interest in the retailer and the community. 
A large industrial plant closes down—a flood hits an 
area—a crop failure causes economic disaster; here is 
where the retailer can and should use the wholesaler. I 
would like to inject here the thought that under such 
circumstances the wholesaler will be the more anxious 
to help, the more the retailer gives him the complete and 
true facts on his local situation and his actual financial 
status. 
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by JEROME L. GRANT 


Executive Vice President 
American Jewelry Distributors 


But so much for the “depressing” side of wholesalers’ 
services; may none of you ever have to use them. We 
cannot lay our plans on the basis of possible disaster but 
if it strikes, use your wholesaler. 

Now let us look at the wholesaler and see how you can 
use his warehousing services. 

Every retailer knows of the wholesaler’s value during 
the busy Christmas rush season. You know that retailers 
can't possibly anticipate to the “twelfth of a dozen,” the 
public demand for each and every item in their stock. 
You also know that to have a stock sufficiently deep to 
meet the last possible call on each item would mean 
retailer's bankruptcy through excess inventory on Janu- 
ary first. You all know how valuable, essential, is the 
one-day service the wholesaler provides during the month 
of December. You know that the goods so obtained often 
represent the volume on which some retailers chalk-up 
their annua! profits. Such service is again not only essen- 
tial to the retailer's profits, but also to his reputation with 
the consumer as a dependable source for jewelry store 
items. With mails slow and manufacturers’ shipping 
departments a “mad house” during December, here again 
is where the retailer can use his wholesaler for bigger 
profits. Of course, this same service is a year ‘round 
service, for the retailer cannot stock in sufficient quan- 
tities all the items which the wholesaler carries. all the 
time. 


A VALUABLE SOURCE OF INFORMATION 


For example, this same warehousing service of the 
wholesaler functions also in the case of those manufac- 
turer-inspired promotions which occur throughout the 
year. Certainly it would be difficult to impossible for a 
single retailer to anticipate exactly what quantity of a 
nationally promoted seasonal “package” he should buy. 

Here again, the wholesaler, with the intimate knowl- 
edge of his area, and the retailer’s community, can 
properly advise on the initial quantity order knowing that 
his stock and facilities are immediately available in case 

(Please turn to page 114) 
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Fashion Note 


‘‘Paris—Not only does every woman who is half-way desirous to 
make a fashionable appearance cover four fingers of each hand with 
rings but she wears them to the second knuckle, surrounds the neck, 
bust and waist with chains and has diamonds sparkling on her back 


comb and hair pins.” 
(June 6, 1900) 


Business Opportunities 


“In God’s own country and prosperous city of 12,000, a jewelry 
store for sale; no old stocks. ‘Northwest,’ care JEWELERS’ 
CIRCULAR.” 

(January 31, 1900) 


Dying Superstition 


“The idea that the wearing of earrings improves the eyesight is a 


popular superstition that is dying hard.” 
(May 30, 1900) 


Men’s Fashion Note 


“For the men’s special delectation—a cigar holder with amber 
mouthpiece and the shaft fashioned on the principle of a collapsing 
cup. Compressed, it fits into a tiny tubular case of gold or silver 
about an inch and a half long. There is a little attachment for a 


chain.” 
(June 13, 1900) 


Holmes & Edwards Ad 


“Holmes & Edwards Silver Co. announces that eight new American 
liners under construction for the International Navigation Co.’s fleet 
are to be furnished with Holmes & Edwards Sterling Silver Inlaid 


flatware.” 
(May 16, 1900) 


The Fresher the Better 


“The State Department has been informed of the intention of a 
French manufacturer to erect works in the U. S. for manufacture of 
artificial pearls from fish scales. He is seeking a location where a 
supply of suitable scales is available. The scales should be removed 


while the fish is alive, if possible.” 
(May 30, 1900) 
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Southern Notes 


“Henry J. Rosenstihl, Union Springs, 
Ala., has offered a handsome gold 
medal, known as the Rosenstihl Medal, 
to the best shot in the Union Springs 
Gun Club.” 

(April 25, 1900) 


Providence Notes 


“The designs have been submitted 
by the contestants at the Rhode Island 
School of Design, in the annual com- 
petition for the prizes offered by The 
New England Manufacturing Jewelers’ 


Association.” 
(May 9, 1900) 


Pennsylvania Notes 


“Stoll & Funck, Lebanon, Pa., have 
been giving away pumpkin seeds and 
offering prizes for the largest pumpkin 


raised from the seeds given by them.” 
(May 9, 1900) 


Denver Notes 


“Henry Bohm, of the Bohm-Bristol 
Jewelry Co., has returned to the city 


after an extended trip abroad.” 
(May 9, 1900) 


San Francisco Notes 


“John Beatty, who has been with 
Shreve & Co. for many years, has ac- 
cepted a position with the Alaska Ex- 
ploration Co., and will leave for the 
north in a few days.” 

“Mr. Steinquist, who conducted a 
jewelry store and was later with Shreve 
& Co., is on his way to the gold fields 
at Cape Nome, Alaska.” 

“George O. Brown, traveling jeweler 
well-known on this coast, is closing up 
his business preparatory to making 8 
trip to Cape Nome.” 

(June 6, 1900) 
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Harris Strikes a Price-Range Balance 


With Emphasis on “Different” Gifts 


A GIFT corner that was started as a traffic- 
builder for the Christmas season performed its function 
so well that it is now a regular year-‘round feature of the 
store at Harris Jewelers, 141 N. Concord St., South St. 
Paul, Minn. 

Robert W. Harris, who owns and manages the store. 
says he recognized a growing interest among his custom- 
ers in decorative items for the home, and hoped that the 
prestige of a jewelry store would bring them in with the 
expectation of finding something different, unusual or of 
better quality than the “ordinary” gift or housewares 
merchandise. To encourage this thought among custom- 
ers, Harris advertised that the store’s new gift shop fea- 
tured unusual and exquisite items assembled from twenty 
different foreign countries. 

Harris recognized, however, that he would have to 
strike a balance between the idea of quality and unusual- 
ness on the one hand and expensiveness on the other. so 
as to avoid both cheapening the store and frightening 
away those who wanted a gift of modest price. Even the 


92 


best-able-to-pay customer occasionally requires inexpen- 
sive gifts in the “bridge prize” category. 

In his advertising, therefore, along with the assurances 
that the gift corner held fine merchandise of beauty and 
character, a traffic item of unusual value was offered 
weekly. And in the store, special promotional items were 
displayed on a table near the front of the store and in a 
display box located in another section of the store. These 
extra displays also had the function of getting gift shop- 
pers circulating freely throughout the store and feeling 
thoroughly at home. 

The corner devoted to the main gift display is organ- 
ized to invite browsing. Wall cabinets raised above the 
glass-front base cabinets on posts leave ample “table-top” 
space for out-in-the-open display which is so essential, as 
many browsers want to be able to pick up merchandise 
for a close examination. The stock covers a wide range 
of unusual items in glass, china and non-precious metals. 
as well as a tea set and a few other pieces of sterling hol- 
loware from the store’s silver department. 
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Chatoyancy Among the Gemstones 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part II: The Rarer Stones 


- catseyes that we will read about in this 
second chapter on chatoyant stones have far less com- 
mercial interest and are found more rarely than those of 
the first installment. They are of interest though because 
the well-informed jeweler should know that they exist, 
and because even in their limited supply they offer him 
something new to talk about and, if he likes, to show. 
Their appeal is as much intellectual as aesthetic. 

The jeweler who professes to see no beauty in any stone 
outside of the conventional precious group reveals his 
ignorance of the more subtle beauties of nature and the 
stimulation of an appeal to the intellect. He is like the 
man who has never learned to like anything more exotic 
than ham and eggs and apple pie. He lets the ripe olives, 
the champagne and the shad roe go by without a thought 
that, since so many others find them interesting, perhaps 
there is something there for him to learn about, some- 
thing that will add to his enjoyment of life. 

Probably the next commonest catseye to be found in 
regular trade channels is the diopside catseye. Diopside 
is one of the rarer jewelry stones, a calcium magnesium 
silicate. It is not especially hard, gem crystals are usually 
a very dark green to greenish-brown and are without any 
special merit. Ordinary facetted stones are of interest to 
collectors, their refractive index is about 1.68 and their 
density about 3.5. The only large number of cuttable 
stones has come from Madagascar. 


DIOPSIDE CATSEYES 


Diopside catseyes, on the other hand, are the highest 
quality catseye stones when we exclude the better known 
chrysoberyl. They have a fine eye, are a rich deep-green 
color, come in moderate sizes, and are of excellent quality. 
By this we mean that the fibers that create the eye are 
numerous and very slender. In the best they are uniformly 
distributed through the crystal so that the eye is precise 
and regular through the entire stone. 

Diopside is not exceptionally hard, its durability is 
probably a little less than that of tourmaline, so that, for 
wear, diopside catseyes can be compared with chrysobery! 
catseyes. They are not, therefore, so desirable for a man’s 
ring, but are greener and almost nicer in color than the 
chrysoberyls. The easy cleavage direction adds an ele- 
ment of fragility to the stone. Though they cannot be 
said to be abundant in trade channels, they usually can 
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by DR. FREDERICK H. POUGH 


be obtained without too much difficulty. Their price is 
almost the highest of all catseyes, other than the chryso. 
beryl and violet scapolite ones. 


The most expensive of all non-chrysobery] catseyes are 
the violet scapolite catseyes. As a species, scapolite cats- 
eyes are not so expensive. They are abundant enough to 
actually amount to an interesting item for the jeweler, and 
they range in color from white to pale pink, to deep blue. 
violet. 


CLEAR SCAPOLITE, A COLLECTOR ITEM 


Clear scapolite is another of the collector’s group of 
unusual stones. It is not especially hard (5-6), especially 
heavy (S. G. 2.70) nor does it cut into especially brilliant 
stones (R. I. 1.549-1.570). The common color of trans- 
parent gemmy crystals is pale yellow, and clear bits of 
such stones have been found in Brazil, Madagascar and 
Switzerland. White, pink and light lilac scapolite has been 
found in solid masses of enormous crystals or crystal 
aggregates, often with glassy bits. Small, clear stones 
have been cut from such massive scapolite from Canadian 
and Upper New York State occurrences. It is most inter- 
esting in its behavior on irradiation, turning (in the case 
of the stones that have been tested up to now) an ame- 
thystine purple; with a strong dichroism of gray-brown 
in one direction and a rich amethyst in the other. It is 
also the only stone that was found to lose the color 
acquired in this way (and radium, x-ray, neutron and pile 
irradiation all have the same effect) without further 
stimulation by light or heat. It reverts quite quickly 
(except in the case of the pile treated stones) to its origi- 
nal color even when it is kept in the dark. All other 
substances tested require at least light, and sometimes a 
little heat, to bring about the revision. Scapolite is com- 
monly fluorescent yellow to red under ultraviolet light. 
All that are not naturally fluorescent become so after 
moderate heating with a gas flame (a new minerological 
test). 

Gem quality scapolite comes from Madagascar, Brazil 
and Burma. The catseyes come from Burma. Rough 
scapolite catseyes are never seen in the New York market, 
and for this reason we cannot say whether they arrive at 

(Please turn to page 116) 
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Here’s a promotion that has been written up in a leading 
jewelry magazine and in the New York Times and New York 
Herald-Tribune as an outstanding store traffic builder. 


Here’s a promotion that has been tried and proven an over- 
whelming success in hundreds of leading jewelry stores, in 
every section of the country. 


ness. The Imperial Gift Pearl Promotion is all prepared and 
ready to go and at a very low cost. 


Find out all about this exciting, proven program and how 
you can use it in your store during July and August and 
every month in the year. 
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The World’s Finest—Known the 
World Over. It will pay you 
to become an Imperial 
Cultured Pearl Jeweler. 


Imperial Pearl Syndicate 


World's Largest Importers of Worlds Finest Cultured Pearls 





New York Chicago Detroit Los Angeles 
607 Fifth Ave. 5 No. Wabash Ave. 914 Michigan 607 So. Hill St. 
Theatre Bldg. 
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Left: First Prize, won 
by Emil Vincent Blanco. 


Delicacy and Grace Revealed 


In Designs by Students 


Div assurance which brought individu- 

ality and charm to designs of simple delicacy character- 
ized the annual pre-graduation exhibit of the work of 
students of Christian A. Jakobb at Mechanics Institute, 
New York, N. Y., on April 9. Mr. Jakobb, well known re 
‘ : econd Prize, won by 
in the jewelry trade as an outstanding designer, directs Aileed 5, Veneedl 
the Institute’s jewelry design program, the only one of 
its kind in New York City. 

Prize designs, selected from the work of the 18 students 
in this year’s graduating class, were chosen on the basis 
of individual talent but with consideration also for each 
student’s effort, progress and class attendance. This 
years student winners were: Emil Vincent Blanco, first 
prize; Alfred Joseph Lombardi, second prize, and Semeon 
Andrew Sokoloff, third prize. Prize winners received 
gold, silver and bronze medals, respectively, to mark 
their achievements. The judges also selected three honors 
winners: William Francis Mahon, first honor; Andrew 
Arnold Lenard, second honor, and Joseph Jacob Pincus, 
third honor. 


Third Honor, won by Third Prize, won by 
Joseph Jacob Pincus. Loi £, Semeon A. Sokoloff. 


First Honor, won by Second Honor, won by 
William F. Mahon. Andrew Arnold Lenard. 
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A New Look 


S: MONTHS in a new location have proved 
a point to Frank Montalbano, proprietor of Frank’s 
Jewelry, Syracuse, N. Y. He is convinced he should have 
moved ten years ago, when he first toyed with the idea. 
Since moving to his present location, his volume has in- 
creased by 25 per cent. He is realizing new profits on 
items which hardly moved before. He is gaining new cus- 
tomers by the score and is even seeing more of his old 
customers than he did in his previous location. 
Oddly enough, he had only to move two blocks—and 
on the same street—to attain the higher profits he now 


Although the new store is located only 
two blocks from the former site, the dit. 
ference is tremendous, because store ¢raf. 
fic as well as sales have sky-rocketed 


by BILL HEENAN 


in a New Loeation 


‘*Site”’ is just as important as “sight” in the 
success of a jewelry business. And it took 
only six months to prove the point to this 
Syracuse, New York jeweler after he de- 


cided to change location and modernize. 


enjoys. His business increase is due mainly to the fact that 
his new store is in the center of a highly commercialized 
(Please turn to page 119) 


The modern interior of the new Frank's jewelry store affords twice as much display area as the old store. 
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A striking increase in the sale of 
cigarette lighters, predominantly in 
the higher priced models, has been 
obtained with comparatively little 
effort by Peacock Jewelers, Biloxi, 
Miss. The gain was made in the face 
of what would ordinarily have been 
expected to be heavy competition. 

Al Knower, head of the Peacock 
store, first provided lighters with a 
prominent but compact display area 
inside the store—a deep “shadow- 
box” cut into a wood panel between 
two wall display cabinets. Though 
only 22 in. wide, the shadowbox with 
its row of tiny velvet-covered step 
shelves holds more than 200 cigarette 
lighters. Combination lighters and 
cases are also shown; Mr. Knower 
ranks these among the most-wanted 
gifts today. 

The real key to Peacock’s growth 
in volume on lighters is the store’s 
inventory policy on this merchandise. 
Mr. Knower makes it a point to have 
a complete choice of all reliable 
brands on the market available. The 
stress is on the unusual, either in 
mechanical details or in shape and 
ornamentation. Models which may be 
easily purchased at any drugstere or 
other retail store are eliminated. 

Much of the doubled lighter vol- 
ume in the last two years at Peacock’s 
is a direct result of expansion of a 
nearby Air Force base, which brought 
something like 25,000 young recruits 
into the area. Although these men can 
obtain standard lighters at PX prices 
at the Base, they seem to have a 
craving to express their individuality 
by owning something “deluxe” and a 
cigarette lighter is a popular and 
practical means of gratifying this 
wish. 

Consequently, Peacock’s offers 


Soldiers Go for the Unusual and Expensive in Lighters 
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A sample of every model in working order is essential—buyers want demonstrations, 


lighters by more than two dozen dif- 
ferent manufacturers, with the me- 
dium and upper price models of each 
being selected. The serviceman who 
can buy a practical lighter at $1.50 
in his PX will spend up to $20 for 
one of the better models when the 
mechanical principle or the decora- 
tion catches his eye. Peacock’s array 
of models includes those with most of 
the sparking devices in use, and deco- 
rative touches include leather, clois- 
sone, precious metal inlays, etc. 

Demonstration is an important 
aspect of selling a mechanical de- 
vice, especially to such mechanically- 
minded customers, and it may be 
necessary to show the operating 
effectiveness of half-a-dozen different 
lighters in making a single sale. This 
means some bother in keeping a 
sample of each variety fueled and 
ready to spark, but the extra effort is 
worth while when it leads to sales of 
better-priced units. 

Peacock’s supports its growing rep- 
utation for unusual lighters by play- 
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ing up the store’s ability to service 
any of the lighters carried, within 
minutes, because of a complete stock 
of replacement parts. This is reassur- 
ing to customers who hesitate to try 
a more unusual model for fear they 
will be forced to ship it back to the 
factory for repairs. : 

In addition to the display inside 
the store, Peacock’s scatters lighters 
through all window displays. Along. 
side each lighter in the windows, Mr. 
Knower always places a tiny gift 
package, neatly tissuc-wrapped and 
tied with a miniature ribbon, along | 
with a white gift card. This not only § 
helps to keep the individual lighters 
from becoming “lost” in the window, 
but exerts a strong suggestive effect | 
on the shopper in search of a gift for 
friend or relative. Experience has | 
proved that these little gift packages 
have brought many customers into 
the store, where they discovered and 
became fascinated with the wide se- 
lection of unusual lighters the store 
carries. 








Costume Jewelry Windows 


(From page 80) 


Sketched is a suggested display for summer promotion 
of fashion jewelry. A modern fashion head wears actual 
jewelry pieces. A chiffon stole (start reading your fash- 
ion magazines if you don’t know what that is!) is draped 
around the mannikin’s shoulders and across the window 
floor to serve as background for a grouping of jewelry 
pieces. Screens of woven ribbon make colorful display 
stands for additional merchandise and paper butterflies 


add grace and color. 
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The head unit can be cut in silhouette from a flat piece 
of beaver board, painted a solid pastel tone and then cov- [| 
ered smoothly with lace or net to give the flat piece more | 
interesting texture. Small artificial flowers are pinned [ 
around the hair line. Necklace, broach and earrings are 
pinned in place. Or if you have or can locate an old mil- | 
linery display head, it could be converted into a three- 
dimensional piece very effectively. It should be painted [| 
a solid color and decorated in any way your fancy de | 
cides—by sprinkling glitter dust over it while the paint is 
wet, or putting small artificial flowers in place of eyes 
and mouth or covering the head with fabric. The latter 
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No. 640 


Highly favored French 
Provincial Woll Clock. 
Bell strike. 11'/.” square. 


Retoil $95 





No. 1 
Charming French Pro- 
vincial Wall Clock. 9” 


high. Retail $21.50 







Prices do not incluae tax 
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Petite Model No. 436. 
Westminster Chimes. 697/,” 
high. Brown mohogony. 
Retail $625 

Slightly higher on West 
Coast 

Smart blond finish {illus- 
trated) available at small 
added cost. 


R-95 


GIRARD 
Petite Colonial 
design.74'/,” 
high. 
Westminster 
Chimes on 
Symphony 
Chimetone 
Rods. 

Retail $375 
West Coast 
price slightly 


higher. 
Retail 


5 
Truly appealing. 11%” high. West- 
minster Chimes. Retail $60 


R-947 
Smartly styled. 
Westminster 


Available through 
Authorized 
Herschede 
and Revere 
Distributors 














No. 52 
Soft and loud 
alarm in blue 

and gold colors. 
34,” high. 
Retail $9.95 








19%," wide. 
Chimes. 
















No. 162. Ideal for desks, 
small rooms. 7,” wide. 
Retail $19.50 





No. 806. Gracious charm with West- 
minster Chimes. 13%/,” wide. 
Retoil $75 


No. 706. Same design with hour and 
holf hour strike. Retail $55 


Feature fine Herschede Clocks for a business 
building sales performance. You'll meet every 
demand with a full scale choice—from superb 
chiming floor clocks to wall, table, mantel and 
smart alarms —- all key wound. You'll create 
prestige, attract the discriminating with un- 
usual distinction in design and craftsmanship. 


Leeschede 


CLOCKS 


Send jor color brochure showing all 39 
Herschede designs 


THE HERSCHEDE HALL CLOCK CO., CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th St. 


The homemaker who seeks beauty and dis- 
tinction but wants it “electric” is quick to 
appreciate the charm of Westminster Chimes, 
the truly stunning designs of these timetelling 
masterpieces. Write for brochure on _ the 
complete line. 


THE REVERE CLOCK CO., CINCINNATI 6, OHIO 
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might be quite a job unless you use a stretchable material 
like jersey and smooth over a coating of rubber cement 
applied to the head. 

For the ribbon screens, simple wooden frames are made 
—14 inches by 20 inches is a good size. Tack one end of 
each ribbon to the back edge, spacing them evenly, and 
weave them in a basket weave pattern, fastening the ends 
to the opposite side of the frame. Three colors of ribbon 
are effective—two colors for the horizontal bands and the 
third color for the vertical bands. Two frames are hinged 
together for the standing screen. 

Your regular display supply house can probably supply 
the paper butterflies or offer a substitute in plastic or 
spun glass. If not, the butterflies are quite simple to cut 
out of heavy paper. Use pipe cleaners for antennae and 
hang with very thin wire or thread. 





Repair Clinic Stirs Interest 
In Typewriters 


Wilsons Jewelers, Syracuse, New York, created con- 
siderable consumer interest in its typewriter department 
recently when it staged a “Typewriter Clinic.” During 
the promotion, the store offered to check, clean, oil and 
adjust any make portable typewriter and install a new 
ribbon—all for $1. Factory-trained experts were in the 
store to handle the work. 

During the promotion the store offered a $20 allowance 
for any old portable when traded-in for a new model. 


Massed Earring Display Permitted 
By New Fixture 


When Joseph M. Blessing, Blessing’s Jewelry, Kent 
Wash., devised a new earring display fixture he had three 
purposes in mind: increase his earring display in q jn. 
ited area of counter space, get more attention for the dis. 
play, and have the earrings shown in such a way tha 
customers could see the merchandise without excessiy 
handling. 





> 
All three purposes have been accomplished, Blessing 
reports. The fixture displays about twice as many ear. 
rings as formerly in the same area. A definite sales in. 
crease has been noted and breakage from handling has 
been eliminated. 
The fixture, above, has a sloping wood top that ig 
slotted to hold the many rows of earring cards. 























33 Years of Service to Leading Jewelers 


ROBINSON & SVERDLTK Ie. 
lptporters & Cutters RE of Precious Stones 


610 FIFTH AVE., Reckefeller Center, New Yerk 








Comprehensive Sbttens of i 





PRECIOUS STONES 


Emeralds, Rubies, Sapphires, 
Star Rubies, Star Sapphires, Catseyes ... 


Loose or in exclusively designed 


Platinum Diamond Mountings .. . 
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Pride, Practicality and Price 
(From page 81) 


store window where the gentleman can look as casually 
or as intently as he wishes at a generous selection of mer- 
chandise arranged just for him. Such a campaign will 
not lose any of the lady’s gift business since she will still 
find jewelry an appropriate answer for her gift-giving 
problems, especially if the gentleman himself is more 
jewelry-conscious. And while he is in the store buying 
something for himself—he might be tempted to buy an 
extra pretty for her! 

Give such windows all the masculine appeal that you 
can. Keep color schemes subdued and rich. Use decora- 
tive accessories which will be apt to catch a man’s atten- 
tion—sporting prints, seasonal sports equipment, smart 
looking fashion pages from Esquire. Play up the amateur 
photography angle . . . have a contest, if necessary, to 
gain attention. And don’t forget that the fashion angle is 
just as important here as in the fashion jewelry displays 
for the ladies. Men don’t like to be out of style, either! 

The accompanying sketch suggests a display for men’s 
jewelry which should attract the attention of both the 
gentlemen themselves as well as the ladies with gifts in 
mind. Giant silhouette cut-outs of men in business and 
formal wear are mounted on sturdy upright panels which 
serve to support a set of three shelves on which merchan- 
dise is displayed. A flat pad on the window floor holds 
additional merchandise. The silhouettes do not need to 


be in black, but can be dark maroon, deep brown or 
green. The color of the silhouettes is carried down the 
balance of the panel and repeated in the floor pad. The 
panels fit through slots in the shelves of the shelf unit 
which are supported by upright columns on each end. 
Such a shelf unit is simple to construct and can be used 
again and again in different types of windows and will 
display quite a quantity of merchandise. Gift wrapped 
packages are scattered here and there. These should be 
wrapped in colors to harmonize with the basic color 
scheme of the window and should not look too feminine. 





Is the Wholesaler Essential ? 


(From page 86) 


Incidentally, this law which considers it a “Conspiracy 
in Restraint of Trade” for a manufacturer to direct his 
wholesalers in the selection of his retail outlets discrim- 
inates against the manufacturer selling through whole- 
salers. This was particularly evident during the break- 
down in Fair Trade a year or so ago. 

I held numerous conferences with the Hamilton Watch 
Company during the Fall of 1951 and the Spring of 1952 
—on the question of the control of the price cutting 
retailer. It became painfully evident that during this 
period before the re-establishment of fair trade under the 
McGuire Act—that Hamilton was at a considerable dis- 
advantage in this matter of price control at the retail 
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level—while working through wholesalers and without 
any Fair Trade Act. 

A manufacturer selling direct can stop selling any 
retailer he wants but when selling through a wholesaler 
he cannot tell his wholesaler whom to sell and whom not 
to sell. 

This condition which favors a manufacturer selling 
direct exists without careful study as to whether or not 
a wholesaler performs a needed function in a particular 
industry. It completely disregards the fact that in certain 
industries there are characteristic factors such as seasonal 
peaks. Too, there is the necessity of buying large num- 
bers of items and spread over many manufacturers’ lines, 
warehousing, etc., that requires the facilities of the whole- 
saler. 

I am hopeful that we shall have a different interpreta- 
tion of this question under the new administration. 


SITUATION DISCRIMINATES AGAINST WHOLESALER 


It seems unfair to me that a manufacturer selling direct 
has great privileges in retail outlet control which a manu- 
facturer using wholesalers does not have. Actually, since 
this situation discriminates against the wholesaler it in 
turn discriminates against small business, since small 
retailers are admittedly more dependent upon the whole- 
saler than the big merchant. Furthermore, the great 
majority of retail jewelers are small businesses; as are 
most of the manufacturers in this industry. 

We also have a second type of situation where direct 
selling has proved successful in the jewelry industry. That 











is where a manufacturer has a product with a relatively 
large unit sale price and where, through extensive national 
advertising on a really large scale, he has built up a strong 
demand on the part of the buying public for his Product, 

That type of manufacturer may be in the position where 
his salesmen need only see their accounts two or three 
times a year and solicit orders suflicient to cover hig 
customers’ needs six months in advance. 

Thus, where you have this combination of a large uni 
sale price plus a strong demand from the consumer, the 
wholesaler will have difficulty in proving his value. St} 
he might be able to if there should come a period of really 
tough business conditions. 


STRONG WHOLESALERS NEEDED 


Now to my main point. That is: it is most vital to 
every retailer that we have strong and successful whole. 
salers in our industry who can help the retailer, but who 
do not retail and do not compete against the retailer. 

We wholesalers must be kept strong financially so that 
we are in a position to help you, the retailer, when you 
may need extra time on your accounts. This could be due 
either to your having an individual problem such as the 
financing of a new store or because you have been faced 
with an unusual personal financial expense or setback. 

As I said previously, there is certainly a large place in 
this industry for direct selling. But, gentlemen, how 
would you like to have to buy everything direct? Remen. 
ber, that ours is a business with two seasonal peaks— 
June and December. It is of vital importance to you to 





THE BEAUTY OF 


i. strikingly demonstrated in this lovely ring. 
The lush, inky blackness of the beautiful onyx stone is 






# 2930 


enhanced by the sparkling brilliance of the diamonds to create 


an aura of irresistible loveliness . . 


_ the stone in hour-glass shape 


with faceted top, the ring in 14K white and yellow gold. 


& 





Tea@e Mack Reginered tn 
Uaned States and Canada 





MANUFACTURING JEWELERS 


2 Garden Street 
Newark 5, N. J. 


COMPA N Y 


Member American Gem Society 
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Famous Diamonds of the World 


WHITE TAVERNIER 
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This curious stone, also called the Great Table Dia- 
mond, is one that Tavernier, famed French gem merchant, 
tried to sell but couldn’t. Most of the large diamonds he 
saw in India were in the possession of the princes, but 
of this one he writes: 

“When at Golconda in the year 1642, I was shown this 
stone. and it is the largest diamond I have ever seen in 
India in the hands of merchants. The owner allowed 
me to make a model of it in lead which I sent to Surat 
(near Bombay) to two of my friends, telling them of its 
beauty and the price, namely 500,000 rupees (about 
$280,000). I received an order from them, that if it 
was Clean and of fine water, to offer 400,000 rupees, but 
it was impossible to purchase it at that price.” 

As the gem was never seen in Europe and has disap- 
peared completely, it is believed that it must have been 
cut into two or more stones of other shapes. Tavernier 
records three other table diamonds ranging in weight 
from 48 to 52 carats and Russia has a curious flat one 
known as the tablet diamond, weighing about 25 carats. 
This was a Hindu form of cutting called “lasque” or 
slab, and the thin stones were sometimes used to cover 
miniatures. This gave rise to the name “portrait stones.” 
The flat table cut almost disappeared after the rose cut 
came in about 1520. 





be able to take care of your customers’ needs during these 
peak periods. We wholesalers can’t do this 100 per cent 
for you; but the stronger we are, the better job we can 
do for you. 

To do this we wholesalers must be strong and that 
means we must carry items that are well known and on 
which we enjoy reasonable profits. Otherwise we will be 
unable to maintain our organizations and inventories 
intact. 

The larger wholesalers suffered a serious blow when 
they lost the Hamilton Watch franchise and they may lose 
further lines. We have seen throughout the country con- 
siderable adjustment in the wholesale field as a result of 
Hamilton’s change—coupled with the fact that certain 
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WAKMANN WATCH WAYS 





THE BRIDGE 
YOU MUST CROSS 
BEFORE YOU COME 

TO IT 
by Ickho Wakmann 





There once lived a coachman known far 
and wide as a champion liar. One day, 
a passenger. decided to put him to the 
test. "Tell me a lie without thinking 
one second," he said, "and I will give 
you a Silver dollar." "You said two 
dollars!" snapped the coachman. Red— 
faced, the passenger handed over the 
dollar. "That was nothing," resumed 
the coachman, "We come, soon, to a 
bridge. Just as we get there, the 
bridge will fall." 

"Fall?" said the passenger, "How do 
you know?" "It always does," answered 
the coachman. The passenger reflected, 
"Go depend on that fellow...ridiculous 
...but maybe the bridge will fall... 
nonsense ... bridges don't fall, to 
order ... still ... could it be he's 
right?" Suddenly, the passenger turned 
and said, "Say, isn't there another 
route to our destination?" : 

In the philosophy by which the Wak- 
mann Watch Company does business, a 
bridge must be secure, beyond doubt. 
Safe —— for all who travel across it! 
So, we do business the trustworthy way. 
A nice, friendly way. That is why our 
family grows, month after month, year 
by year. 

Let me give you an example. We have 
recently opened a loose diamond sec— 
tion. Every jeweler, every watchmaker, 
can obtain here a selection of dia- 
monds. Buy what you want, return the 
rest —— you keep only the diamonds you 
need now, the diamonds you require for 
profitable sale. 

Today might be exactly the day for you 
to accept our diamond offer. Certain—- 
ly, today is the day to write for our 
new watch catalog, the 1953-1954 
"$20,000 Show Case". When it arrives, 
look particularly on page 18, for our 
models 1300 and 1300/1; page 19, for 
model 1305; page 21, for models 1315 
and 1316. These are the exciting new 
Wakmann de luxe watches —-— the models 
you MUST have, for maximum profits! 
Write, kindly, today. 


NWiitigaas 


“The Only Incabloc Watch With The One Year 
Repair Policy” 


















wholesalers had become too dependent on that one line. 

Wholesaler stocks have been liquidated on the open 
market to the detriment of the established retailer. One 
wholesaler went directly into the retail trade. 

I repeat again it is to the interest of the retail jeweler 
to have strong legitimate wholesalers in the business. 
And, remember this—when you buy goods at an extreme 
discount from some so-called wholesaler you are only 
doing yourself a permanent injury; just for the sake of 
a temporary profit. You know our profit margins and 
I think you will agree that we are entitled to this reason- 
able profit. In fact, we have to make it to stay in business. 

When you are offered goods at an extreme discount, 
remember, that concern has to make a profit somewhere 
else. Where does it make up this loss of profit? Fre- 
quently this is done by selling merchandise to your own 
customers at retail! In other words, in patronizing this 
dealer you are only subsidizing your own competition. 

Understand, that if a wholesaler is smart enough to buy 
his merchandise cheaper than we can, he certainly is 
entitled to all the business he can thus legitimately obtain 
at a reasonable profit. It is this sort of merchandising that 
helps keep us on our toes and striving to offer you 
retailers good value at all times. 

Further, as we well know, this is the day of various man- 
ufacturer’s promotions very often tied in with high pow- 
ered consumer advertising—in, magazines, newspapers and 
television. When those promotions are well conceived they 
mean extra profits to you retailers. I realize that these 
promotions can be overdone and that there can be too 
many of them. However, I think that we all have learned 
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“A procession of beautiful volumes, each 
handsomely bound and illustrated, each 
befitting this once-in-a-lifetime occasion 
... for your gift counter or as a premium 
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Cfubson's BRIDAL MARCH 


gift from you to the bride. Pages include space to record all 
important data, photo sections, gift sections for listing of silver 
and china purchased from you complete with number stickers, 
and other Gibson extras. Start the Bridal March to your store: 
send today for an assortment of Gibson Bridal Books. 


CE Cfebeon AND COMPANY. 


that when well planned, they can mean extra business foe 
everyone. 

Now, it is very important for manufacturers seljj, 
through wholesalers—that their lines are being sold a ; 
sufficient profit to enable the wholesalers to maintain , 
fine sales organization. Such an organization sells and 
promotes merchandise and is not selling discount, In othe, 
words, such a wholesaler takes the time to promote a 
manufacturer’s product and he has the ability to help put 
over a promotion. 

In this connection, it might be pointed out that on theg 
promotions it is very important that the manufacture; 
have his merchandise on the retailers shelves. In othe; 
words, at the point of sale when this promotion break 
A lot of money is being spent in advertising and it must 
result in substantial extra sales to justify the expense, |; 
is very important to a manufacturer that his retailers have 
this. promotion merchandise in their store when the cys. 
tomer responds to this advertising stimulus. Certainly, 
a manufacturer working through an efficient group of 
competing wholesalers with their numerous salesmen can 
gain the speedy and extensive coverage that is demanded 
at such a time. Naturally, putting over such a promotion 
entails considerable effort on the part of a wholesaler’s 
sales force but it is generally worthwhile. 

Very often here the price-cutting wholesaler simply 
comes along in the wake of the legitimate wholesaler— 
after the legitimate wholesaler has gone to the time and 
expense of promoting a manufacturer’s merchandise and 
explaining his promotion. I therefore say that it is to a 
manufacturer’s interest that he give his wholesalers rea. 
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sonable protection on this score by refusing to sell price 


cutting wholesalers. | 
A Manufacturer’s List of Distributors should be judged 


by its quality and not by its length. 

Finally, we all know that new items and new styles have 
been the life of the jewelry industry. How is a small 
manufacturer going to succeed with his new line unless he 
has a strong wholesale distributive system to turn to? 
Also, how is the average retailer going to have access to 
these new items, quickly except through the wholesaler? 

You retail jewelers may well be able to handle the 
ordering of a few big lines when you place orders for your 
fall business in July and August. How would you like to 
do this on all your major lines? 

Furthermore, it is to the interest of you retailers to 
have a strong group of legitimate wholesalers servicing 
you. Such wholesalers will not be competing for your 
customers’ business—in order to bolster their depleted 
profits. I have assured many manufacturers that they 
have the power to correct many of the admitted faults of 
their wholesalers. Those manufacturers who do main- 
tain a clean list of wholesalers have personally told me 
how pleased they are with the results obtained. Directly 
as the result of a better distribution policy we ourselves 
are tripling our business with one manufacturer and they, 
in turn, are achieving an overall substantial sales gain in 
our territory. 

I am sure from talking to many retailers, that the trade 
recognizes that the legitimate wholesalers of the country 
have been of great help in the past—and that they know 
we stand ready to help in the future. It is my belief that 
the legitimate wholesaler will continue to exhibit his 
usefulness to the retailer and the jewelry industry, as a 
whole provided his services are appreciated and utilized 
to the full—and with a favorable climate in which he can 
operate at a reasonable profit. 





What Would You Have Said? 


At the request of a lady customer, Donald D. 
Blood, Gaithersburg, Maryland, jeweler, brought out 
his complete stock of men’s rings. None quite 
caught her eye until she saw a ring with a blue 
stone with an emblem on it. She responded immedi- 
ately, saying, “I’ll take this one. I’m sure my husband 
will just love it.” 





The jeweler explained to her that it was a Masonic 
ring and asked if her husband were a Mason. 

“No,” the woman replied, “he’s just a plain car- 
penter—but he does some bricklaying occasionally.” 

Write us a note about your unusual business experience 
(Literary style is unimportant) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St., New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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For Over 63 Years 
RACINE has been the 
Foremost Source for 


Dependable TIMERS 


AVAILABLE THROUGH YOUR WHOLESALER 





Cc 
“racy Counts! 


Write for the Latest RACINE 
CATALOG Just Off Press .. 


Featuring Fine Timers and 


Chronographs for Every Purpose. 


* GUINAND and GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 36, N.Y. 
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A New Look for an Old Display Unit 


There are some jewelers who use a display piece for a 
period of time and then either store it away permanently 
or simply discard it. However, ima,ination can help cut 
down on display costs. Witness the case of Mrs. Jean 
Stevens, wife of J. H. Stevens, an Emlenton, Pa., jeweler. 

































She had on hand an Elgin doll motion display unit. 
With the graduation season approaching, Mrs. Stevens 


converted the doll into an excellent graduation dis 
Originally the doll was garbed in a blue gown and wo, 
a halo of rhinestones around its head with a necklace and 
earrings to match. 

Mrs. Stevens made a cap and gown as well as a smajj 
diploma tied with ribbons in the colors of the local grady. 
ating class. In addition, she removed the rhinestone 
jewelry and substituted pearls—an outstanding examp 
of how a general display, with a little ingenuity, can }, 
converted to apply to a particular selling season. 





Costume Jewelry 
(From page 68) 


girls of America could be attracted to matching jewelry 
sets—a breast pin or necklace with earrings and brace. 
lets to match. And the price range would be within 
reach of every woman. So the manufacturers began to 
advertise heavily. Models were shown wearing jewelry 
and gradually an appetite for the jewelry sets was 
created. 


Today the demand for costume jewelry is nationwide: 
it knows no class boundaries. Costume jewelry travels 
in the best of circles—it is worn by the office girl and 
her boss’s wife. And, lest we forget, it was present in 
quantity at the recent inaugural ball in Washington. 

The manufacturers’ primary task today is not to create 
demand but to fill continuously the demand that has 
been prevalent for the past 20 years. To make milady 
jewelry-conscious, the manufacturer has been working 
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3 Big Reasons Why You 
Should Build Up Your Stock 

of Wefferling Berry 

Shrine Buttons 


T NOW is the time when new 
- classes of Shriners are forming 
all over the country. 


2 The SHRINERS’ CONVENTION 

- will be held in New York in July 
and most every Shriner who ex- 
pects to attend will want a new 
diamond Shrine Button. 


3 FATHER’S DAY is June 2\st. 

« These beautiful Shrine Buttons 
make the perfect Father’s Day 
gift. 


These six distinctive palladium but- 
tons include three partially paved with 
fine diamonds and three set with sin- 
gle diamonds. 
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THE NAME THAT MEANS 


CO. | Zine émtblematic fewel 


MEMBER AMERICAN GEM society 8 ROSE STREET. NEWARK 8, N. J. 
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Costume Jewelry Suggested for 
Bride and Bridesmaid Gifts 
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A giant spray of wedding flowers forms a canopy over this 
arrangement of suggested gifts for the bride and bridesmaids 
at Krasnow's, Providence, R. |. Blowup of a fashion photo of 
coronation-inspired items forms focal point for a group of 
the actual pieces themselves arranged in front of picture. 
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feverishly in his design departments to produce jewelry 
which satisfies the fashion needs of women. 

The first costume jewelry was crude and because it 
was made mostly by hand it was high priced. Constant 
attention to manufacturing procedures has resulted in 
jewelry that today no longer discolors the flesh of the 
wearer, is as bright in appearance as items made of 
precious metals, and is so effectively finished that it 
possesses lasting qualities. 

Plant mechanization has made mass production pos- 
sible. The basic principles employed by Henry Ford 
has been brought into play. And mass production has 
lowered the cost of producing the item and the saving 
has been passed along to the consumer. 

Today strip metal goes into one end of a machine 
and the finished components of a jewelry piece come 
out the other. Some of these pieces need only the addi- 
tion of pins and catches to become jewelry pieces. These 
pieces are then strung on wires and immersed in solu- 
tions dozens at a time to produce the desired finish. 

Strip brass is the popular raw material. Scarcity of 
this item during the recent war periods has resulted 
in a growing use of white metal and cast jewelry. Im- 
proved nickel plating of these components enable them 
to take a gold-finish of such appearance that women no 
longer hesitate to wear it. Even in circles where jewelry 
of greater intrinsic value is in evidence. 

The costume jewelry industry has had an outstanding 
advantage in its lower cost raw material. This enables 
the manufacturers to produce the most daring and un- 
usual designs; it permits them an opportunity to take a 
chance on an item because there is a relatively small 
monetary investment involved. 

It is not unusual today to see a moderate-sized jewelry 
factory with 2,000 to 3,000 items in its line. Two decades 
ago the same factory would have had 200 to 300 pieces 
at the most. 

It has been found that because costume jewelry is 
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af a Perfect 
SI ff Marcasite 


Jewelry 


PL C9 
a ee $17.00 
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Hand Set Genuine Marcasite 
Sterling Rhodium Finish 


Our catalogue 
available on request 
to rated Jewelers. 


ALL PRICES 
KEYSTONE 





Exclusive Manufacturers 
of 
MARCASITE JEWELRY 


83 Canal Street, New York 2, N. Y. 











Special 


LOOSE YELLOW PEARLS 
for EXPORT 


meralds 
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ALL SIZES 
ALL QUALITIES 


Pearls 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


Z. I. LEVKOV 


565 FIFTH AVE., at 46th 
NEW YORK 17, N. Y. 
Telephone PLaza 3-9727 


























Here's Your Key To 








FRATERNAL 
JEWELRY 
PROFITS © 





Y ort never know how profitable the Emblem Business 
can be until you go after it. For both “$ and ¢’’, and 
sheer satisfaction, you'll welcome this suggestion: ; 
Send for this catalog (or use the copy you may have). 
You'll find 766 emblems, rings, tie chains, lapel buttons, 
charms, pendants, crosses, medals, pins, Jewels, etc., 
illustrated in full size—with as many more described— 
retailing from 50¢ to $50. Order through one of our 
450 wholesalers, or direct. If the latter, we will ship 
direct and will bill through him. See how easy it is to 
get set for Emblem profits. 


Harvey © Otis 
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within the average person's reach financially, she will 
not be satisfied with one set of earrings, one compact, one 
necklace or any other single costume jewelry item. She wil] 
take a few minutes to select the dress she will wear by 
probably half an hour selecting the right earrings, neck. 
lace and the like. 

The costume jewelry industry, by being style ¢op. 
scious, is keeping interest in its product alive. Some 
firms have women on their staffs who spend their time 
watching fashion trends and advising designers of the 
type jewelry women will be wanting to go with differen; 
hair styles, a change in necklines, a shift in dress colors, 
etc. 

Sample makers a few years ago worked within four 
walls and frequently conceived jewelry designs without 
rhyme or reason. Today the designer knows what js 
coming in women’s fashions, both as they apply to cloth. 
ing and hair styles. When he designs he does it to be in 
step with Dame Fashion. This trend is paying off by 
making the newest fashion jewelry creations “musts” jn 
the minds of the ladies. 

So when the spectacular growth of the industry is 
analyzed, the big contributing factor is the attention 
the designer has given to making well-styled, quality 
jewelry available at a price that the average women and 
girl can afford. 

The last few years show that she can afford to stock 
fairly heavily and that she uses her jewelry in various | 
ways to create different effects with the same suit or 
dress. The designer is aiding and abetting this aspect 
of his customer’s demand by creating jewelry that can 
be worn in a variety of ways, creating additional effects. 
Because fashion jewelry is created for the entire feminine 
population—and not for those alone who have an abun- 
dance of this world’s goods—the future looks bright for 
a continuance of the wide-spread demand for the product. 

This is assured as long as the producer continues.to 
be style-conscious and there is no indication of any 
diminution.-of effort along that line. ' 





A New Front for Lamar Jewelers 


JEWELERS 


Yewels of s0¥ oe 
DIAMONDS @rc®’ 





Shown above is a picture of the remodeled facade of Lamar 
Jewelers, Tampa, Florida. The all-glass door permits passers- 
by to view the store's interior from the street. The store is 


owned by G. D. Goff. 
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Magnet for Traffic 
(From page 82) 


right out, I will reorder a sixth of a dozen. No more 
than that. If | reorder again, and this will be the last, 
+ will be a twelfth of a dozen. In a town this size it would 
be impossible to sell more than half a dozen of one 
number. Women, of course, dislike repeating each other’s 
taste. When it comes to wearing costume jewelry each 
woman wants to express her own individuality. | 

Jaster uses a perpetual inventory to keep abreast with 
his stock. He uses a code and an envelope system. He 
never displays more than one of each item at a time. This 
prevents women from thinking every one in town will be 
wearing the same number she selected . . . were she to 
select one of these numbers displayed enmasse. 

The code is simple. 1 is earrings; 2 is necklaces; 3 is 
box sets. Now, say, the code ticket reads 1-67. When this 
item is sold, Jaster can take his ticket and go to his ear- 
ring file and find the 67 envelope. If there is just one 
more of this number he will not put a code ticket on the 
last earring when he puts it on display. Thus, he knows, 
without looking, that is the last one. Whether he wants 
to reorder or not depends on the factors already ex- 
plained. 

“Last year,” said Jaster, “sea seed beads sold rapidly. 
This year we have done our volume in straw and por- 
celain. Of course, rhinestones are always good.” 

In selling this merchandise, clerks are cautioned 
against high-pressure salesmanship. Everyone is free to 


look without any feeling of obligation to buy. “And if 
they are urged,” Jaster concluded, “chances are they will 
never shop the department again. And that, of course, 
would defeat our purpose.” 

Buying in small quanities, but buying often to have 
always a wide, new and fresh variety is the life blood of 
this operation. 

“We are enlarging this department, to make more room 
for even a wider variety,” Jaster said. “But we will re- 


main within our present price range of one to twenty 
dollars.” 





Baby Doll Bride Adds Appeal to Compact 
Wedding Band Display 





Foster's, in Providence, R. |., put life into this wedding 
band display with cute miniature baby doll dressed up as 
a bride. Items on panel and in boxes down front are men's 
fraternal jewelry pieces—ideal gift for groom or ushers. 
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Father’s Day Is June 2] 


The new Father’s Day poster stresses the public rela. 
tions theme of “Fair Play and Good Citizenship.” The 
1953 poster caption is “HAIL THE CHAMP.” Promo. 
| tion-wise the poster is keyed to the Thanksgiving Day type 
_ of dinner-festival by showing the family around the fes. 
_ tive board and by the slogan, “Remember Him At Your 
Dad’s Day Dinner.” The dinner is the occasion when gifts 
| are presumed to be given to the head of the family. Ajj 
combined, this poster makes the ideal Father’s Day win. 
dow display fur stores selling men’s merchandise because 
it conveys the proper spirit and correct human touch. 


































ACTUAL SIZE 
344” x 7%" 





SIMPLIFIED 


Diamoud GAUGE! 


A practical Diamond Gauge de- — 


signed for measuring diamond sizes... | 
round, baguettes, emerald cuts and $100 | 
marquises ... from .Ol pointers to 4 

carats. Easy to use—Made of trans- 
parent plastic — Durable — Compact Money Refunded If 


: : . Not Completely 
in size for pocket and counter use Satisfied 


POSTPAID 


Re Beiee ek oa Ree eee Be 


220 W. Sth STREET, LOS ANGELES 13, CALIFORNIA EMERALDS - SAPPHIRES + RUBIES 
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TEACHER OF FAIR PLAY AND GOOD CITIZENSHIP 





This poster will come in numerous sizes from 50 inches | 
high down to the 2-inch gummed sticker. This material 
is distributed at cost by the Father’s Day Council, 50 
East 42nd Street, New York City. Display, sales and 
advertising men are invited to contact the Council imme- 
You Get Incomparable Values! diately for their requirements for June. This illustration 
will also be available in velox and mat form, for use in 


a 
Necklaces newspaper, magazine, TV and motion picture advertising 
All sizes and grades from §15 to $5,000, Keystone. and publicit : 
Memorandum selections sent on request. P y: 








* Loose Pearls 
From 3 to 10 MM., all qualities. 


¢ Cultured Pearl Jewelry 


Fashion Emphasis 


(From page 84) 


1/20—12K gold-filled; smartly styled to retail from enthusiasm to their natural interest in this merchandise. 

$4 to $25. As Gammon expresses it, “. . . they are more likely to 
Orders accepted from wholesalers, jobbers, take a personal interest in pushing various items if they 

manufacturers and importers. do the buying themselves. Naturally, to permit this kind 
Order now, for immediate delivery from one of of independent activity, personnel must have fashion | 


the largest and most complete stocks in the country. ne . 
” . peered sense.” They must also have the ability to use their 


NEPTUNE : fashion sense in intelligent behind-the-counter selling, 
Cultured Pearl Syndicate and be quick on their feet in making alternate sugges- 
Importers of ‘Oyster Grown'’ Pearls of Finest Quality tions when the inventory does not provide an exact match 


550 Fifth Ave., N. Y. 36 PLaza 7-0769 to some color a customer may think she wants. The 


salesgirls make it a practice to wear jewelry from stock, 
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changing it several times a day; Gammon believes this 
‘s really the best type of interior display for jewelry. | 

| In addition to fashion sense, salesgirls must be familiar 
| with jewelry construction and facts which explain price 
differences; they must know the difference between gold- 
filled, electric-plated and rolled-gold plate and be able 
to explain them simply and understandably to the 
customers. 

The costume jewelry department at Gammon’s is al- 
wavs active and building traffic, but the windows are 
kept working hard in order to maintain this activity. 
For this, there are two 4 ft. by 4 ft. “jewel case” windows, 
one at each end of the 16-ft. plateglass entrance of the 
store. Because the store has a modern “inset” front, cus- 
tomers can move out of the regular flow of sidewalk 
traffic for leisurely window shopping. Gammon’s window 
decorator, Mrs. Betty Blume, gives them something new 
to look at every day by her daily complete change of 
these two special costume jewelry windows. 

In decorating the costume windows, policy is to use 
at least twenty-five pieces in each, and an artistic effect 
is achieved by mixing various styles, types and colors of 
costume wear. In the windows, and inside the store, 
Gammon’s always has a good stock of ear screws. While 
costume jewelry itself is a leader for the whole store, 
ear screws are a leader within the costume department. 
As Gammon puts it, “A good stock of ear screws is a 
positive asset; a woman will select a pair of them for 
herself when she won’t buy more ornamental, or higher 
priced, pieces.” 
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The Book Shell 


Swiss Watchmaking 


The Swiss Watch—Technique and History from its Begin- 
nings to the Present Day. Published under the Auspices of the 
Swiss Society of Chronometry. Text covers 266 pages; in 
addition there are 188 plates in black and white and 40 color 
plates. Distributed by Modern Technical Supply Co., 55 W. 
42 St., New York 18, N. Y. Price, bound in full cloth, $24.50. 


When first published in French under the title of 
Histoire et Technique de la Montre Suisse, this book 
readily sold 4,000 copies and was said to have been gen- 
erally acknowledged as a basic publication on Swiss 
watchmaking. It sets out to give a complete account of 
all the main facts relating to Swiss watches from the very 
beginning to the present, including growth of the in- 
dustry, development in trade, evolution of the mechanism 
and external appearance. 

Numerous chapters are devoted to the technique of 
the movement, written in a style understandable to both 
watchmaker and layman. 

Among the authors selected by the Swiss Society of 
Chronometry are Eugene Jaquet, former Headmaster of 
the Watchmaking School and Keeper of the Horological 
Museum at Geneva; Alfred Chapuis, Dr. h. c. of the Uni- 
versity of Neuchatel, and G. A. Berner, Headmaster of 
the Watchmaking School at Bienne. 
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WHOLESALE JEWELERS 
“712-14 








FINE JEWELRY 


DIAMONDS 


TOILET WARE 
SILVERWARE 


A COMPLETE LINE 
OF FINE STONE RINGS 


Electrical Appliances 
WAinut 2-3995 





112-14 Sansom St. e Phila. 6, Pa. ° 


FOR JUNE, 1953 


HERE'S HOW PROFITS LOOK 
TO THE SMART RETAILER! 
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New Telechron ‘'Butler'’ 
Kitchen Clock 





You'll see everything you need for profits in the 
A & G catalog ... because this famous book of 
value has been a source of satisfaction to profit- 
wise jewelers since 1895. For America’s most 
profitable lines... backed by over 58 years of de- 
pendable service... rely on Aisenstein & Gordon, 


wholesale distributors of over 50 famous lines. 
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the Niash “CUFFMASTER, 


TRADE MARK 


the finest cuff link back 
ever made for the Jewelry Trade 


*Patented 
Design 
155,535 

Patented 
Construction 

2,472,958 

Infringers 
will be 


prosecuted 








TYPE TYPE HA TYPE S TYPE SA 
HARD HARDSOLDER SOFT  SOFTSOLDER TYPES WITH 
SOLDER WITHANGLE SOLDER WITH ANGLE SWIVELJOINT 


Check these important features: 
|. Beautifully polished rounded top. 
2. Longer stem for easier soldering. 
3. Better spring action. 
4. No lapping or additional finishing work. 
5. Variety of attachments for soft or hard soldering. 
6. Available in gold, silver, gold filled, brass and 
other metals. 


NIASH REFINING CO, "'S™*SSAu sz. wew york 3 














A Complete Stock of 


Cultured Pearls 
\__AT NEW, LOW PRICES 


Necklaces 








Orders accepted 
from wholesalers, 


manatctr $30 to $5,000, Keystone 
immediate Loose Pear Is 


delivery from one 
of the largest 
and most 
complete stocks 


In the country. Memorandum selections sent on 


request 





All Sizes and Grades from 


From 3 to 10 MM., All Qualities 





B& M 
CULTURED PEARL 


IMPORT COMPANY 
Direct Importers of Finest Quality Cultured Pearls 


550 Fifth Ave., New York 36, N. Y. 


Phone Plaza 7-0768 




















Retailer—W holesaler 


(From page 88) 


the order has been anticipated on the too-low side. There 
again, is how you can use the wholesaler. What is more, 
the wholesalers’ knowledge of many manufacturers’ plans 
can be used by the retailer to keep abreast of sales promo. 
tional opportunities that should be capitalized upon by 
the merchant. 

The manufacturers’ national advertising, the specially 
designed packages, the elaborate displays, consumer fold. 
ers, dealer ads, sales talks and product information al] 
represent sales making opportunities which you can call 
upon your wholesaler to keep you informed. And have 
you ever totaled up how many millions of dollars of 
national advertising the wholesaler brings you? 

You can use your wholesaler to relate a number of 
products one to the other, in a well planned promotion, 
Being acquainted with your area he is familiar with its 
vagaries, can tailor the manufacturer-produced oppor. 
tunity to your particular needs. 

Another thing you make use of when you get to know 
your wholesaler is the pre-planning of the wholesaler’s 
own buyers. When a wholesaler prepared his line from 
the offerings of various manufacturers he does this in the 
light of the years of experience behind his staff of skilled 
buyers. There are usually in every wholesale establish- 
ment buyers who have spent their lives becoming expert 
in some particular line such as watches, jewelry, clock, 
silverware, cutlery, diamonds, household electrical appli- 
ances, novelties, watch parts, etc. 


MERCHANDISE "PRE-SELECTED" 


These skilled buyers “pre-select’” merchandise for the 
retailer and the retailer who wishes can use the findings 
of these men to not only preclude costly errors but to in- 
crease his turnover through proper selections in proper 
depth and quantities. He does not have to overstock 
something new but can try out small quantities and then 
use the wholesaler to supplement his original purchases 
as the product proves its rate of turn. And this is impor- 
tant. For, frequent turnover of an article bearing a lower 
markup can give you a greater profit than a slower turn- 
over of product with a higher markup. If you don’t be- 
lieve it ask your accountant to show you how much ad- 
ditional profit you will make with only one more turn of 
your stock per year. Then too, the localized-merchandis- 
ing-knowledge which the wholesaler’s salesman possesses 
is not just theoretical, it is practical, up-to-the-minute and 
is based upon actual experiences of other retailers in your 
area. He can be used to give you promotional and mer- 
chandising and marketing counsel available nowhere else. 

So, to sum up, I feel that the proper and continual use 
of your wholesaler puts you in a better position creditwise 
since you are dealing with a man whom you see fre- 
quently and who lives near you. You are in a position to 
better increase your business through promotions since 
he is thoroughly familiar with the requirements of your 
locale. You hear of new things more quickly and can ex- 
periment with small quantities of them since your whole- 
saler is located nearby. You learn of manufacturers’ plans 
and of their offers of advertising, display and merchandis- 
ing aids as soon as they are available. You get the per- 
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sonal attention of a “partner” who operates in a small 
area. The use of the wholesaler allows you to count on 
his stock for quick delivery of both infrequently required 
items as well as of those in constant demand. And finally, 
the proper use of the wholesaler means additional profits 
to you through smaller investment in your own inventory, 
thereby resulting in more frequent turnover of your cap1- 
tal. In the end it is actual profit that you want and your 
profit is the thing that the wholesaler is constantly en- 
deavoring to help you increase. Use him for that purpose. 





Costume Jewelry and Fabric Swatches 
Linked in Color Harmony Display 


Costume jewelry’s usefulness in carrying out color 
harmonies with fashionable new spring costume colors 
was dramatically taught by this recent window display 
at Smith Patterson, Boston. 





The giant palette, and oversized paint brushes, set the 
theme. Ribbons leading from the jewelry wired to the 
palette lead the eye down to the appropriate costume 
colors, represented by pinked-edge swatches of the 
fabrics which had been given top notice in fashion pre- 
dictions. 

Additional items of costume jewelry places on the 
fabric swatches, gave opportunity to show actual effects 
of smart color harmony selection. 





A Phone Call for Father’s Day 


Borrowing an ordinary telephone from the local tele- 
phone company, and making it the centerpiece for a 
Father’s Day display, drew a good deal of traffic into 
Ray’s Jewelers, Temple, Texas, during 1952. 

Sidney Solomon, store executive, arranged the tele- 
phone so as to simulate a “family conversation.” The 
telephone was suspended from the ceiling of the window 
to a point approximately two feet above the floor. From 
the mouthpiece a conversational “blurb” cut from heavy 
cardboard was suspended on almost invisible wire. The 
bit of “conversation” stated, “Hey Mom! Come on 
down to Ray’s Jewelers. I just found out what Pop 
wants for Father’s Day!” Below the suspended telephone 
were grouped a representative selection of Father’s Day 
gilts, including electric shavers, jewelry, billfolds, money 
clips, smoking accessories, lighters, etc. 
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eaders in recognizing 
your need for fast, centrally 
located, wholesale jewelry 
service. 
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THE OPEN AIR SEASON 


Let us round out your stocks on these items 

for Summer sales. 

POCKET WATCHES—Westclox, Pocket Bens, 
Scotty Watches—NYLON WATCH BANDS 
The new TIMEX Waterproof, Shockproof 
Watch Assortment No. 4. Six beautifully 
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displayed watches retailing from $9.95 1% 
$10.95 & $11.95—$43.80. 


ZIPPO LIGHTERS 


GEO. PHILLIPS C0. 


Practintey Comping see GANIC 














ot Used in & Peweley Store! 
216 N. Second St., Richmond, Virginia 
149 Penn Ave., Scranton, Pennsylvania 
116 S. Salina St., Syracuse, New York 
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Your wholesaler has 
hundreds of appeal- 
ing Fisher charms 
which you can make 
up into custom- 
made bracelets 


like this. 
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by Zisher 


J. M. FISHER COMPANY, Attleboro, Mass. 
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No. 992 is a 
Two-Piece Ensemble. Non-Tip 
Bean Bag Ash Tray with Carousel 
Safety Top and Cigarette Server. Top and 
bow! are burn-proof finished alchemist gold. 
The base, rich gold thread brocade. Choice 
of green, gold, white or black patterns. 
Packaged in “show case” plastic gift boxes. 
Set retails for $5.00. 
No. 955 Single Ash Tray Packaged. ...$3.00 
No. 994 Four-Piece Ensemble includes Pair 
of Bean Bags, Cigarette Server and 
Evans Lighter Packaged ........ $17.50 


Send for literature on the complete DUK-IT 
Line. Over 100 beautiful smokers accessories in 
metal, glass, walnut, leather. 


McDONALD Products Corporation 


Since 1930 
Psd 219 DU:-IT Building Buffalo 10, N. Y. 
- NEW YORK—225 Fifth Ave., CHICAGO—Merchandise Mart 


These beautiful 
smokers 
accessories 
are needed in 
every home 
... every 
office 









‘Ten Commandments’ for the Watch 
Attachment Salesman 


1. Be friendly—treat every customer like a preferred 
customer. 

2. Be helpful—the salesman who serves best, sells best. 

3. Be informative—make your talk telling and you'll 
wind up selling. 

4. Find out what interests the customer most: fashion, 
quality, utility. Direct your selling appeal accordingly, 

5. Don’t sell goods—sell the good it will do: “This 
expansion band will give you years of pleasure.” “jf 
will give your watch a new luxury look,” etc. 

6. The sale is well in hand when the customer handles 
the watch band. 

7. To tradeup—play up the greater beauty, finer crafts. 
manship, better value of your quality watch bands. 

8. Add a watch band to every watch sale—to every 
watch repair job. 

9. To sell more—show more. Display the manufactur. 
ers merchandising units. 

10. Sell quality long life watch bands and you'll make 
your customer a life-long friend. 

The above sales tips are taken from Flex-Let’s new 
booklet for retail jewelers, “Sales Clinic in Print.” Copies 


of this 16-page booklet are available from Flex-Let Corp., 
580 Fifth Ave., New York 36, N. Y. 





Chatoyancy Among the Gemstones 
(From page 94) 


the cutter’s as waterworn pebbles or as freshly mined and 
broken fragments. From: the source it seems probable, 
however, that they are the former. The commonest and 
the largest of the scapolite catseyes are white, filled with 
fine needles that give a good eye. Some may weigh as 
much as 50 or 60 carats, but their market value is very 
low, since they have so little character. The few that will 
be seen are sold to collectors for about $10 a carat. 


The expensive scapolite catseyes (and they are quite 
expensive, retailing up to $100 or more per carat for the 
finest) are the rare pink and amethyst colored catseyes. 
The pink stones are usually small, 10 to 12 carats would 
be large, and they vary from almost white to a fairly 
strong pink. They are never as intensely colored as pink 
tourmalines and are easy to recognize. The needles are 
very fine, so that the eye is quite sharp, and they are very 
numerous, making the stone rather milky. 


VIOLET CATSEYES ARE RARE 


The violet catseyes are very rare indeed; regrettably, 
for they make most attractive stones and to the minds of 
some they are the most beautiful of all catseye stones. 
The violet color is very similar to the color that is intro- 
duced into a white stone by irradiation, but it is perma- 
nent, of course, instead of fading out in time, like the 
color of the treated stones. The violet color in scapolite 
is extremely directional, and is deepest along the axis 
of the needles. The dichroism accentuates the eye, for 
the stone is paler in the cross direction of the eye streak 
as well as lighter simply from the reflections from the 
needles. The $100 a carat stones are indeed beautiful, 
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but they are few and far between. The largest known is 
probably not much over LO carats. Recently, the author 
saw a dark bronzy scapolite catseye which appears to 
have been dyed. Dyeing is easily spotted with the di- 
chroscope, for the color is the same in the two directions. 
No future for such can be anticipated, so probably the 
jeweler need not worry much about this form of 
deception. 

Little known as they are, the chatoyant stones that are 
symetimes seen in the different beryl varieties are prob- 
ably next in importance to the trade. Every now and 
then we will see a catseye-like streak of light in one of 
the big, poor quality Russian emerald cabochons. Usually 
it is little more than a play of light, a girasol; the writer 
has never seen a really fine emerald catseye. The inclu- 
sions that give a good eye do not seem to occur in suf- 
ficient abundance in the smaller Colombian emeralds. The 
Russian emeralds that show this seem to be the large, 
typically pale, stones, of baroque cabochon quality. 

The catseye effect in other varieties of the beryl family 
is better delineated, however. None are really commercial, 
for they are too little known and there is no regular 
supply, but all of the typical beryl colors will be found 
in catseyes, with the possible exception of a really pink 
morganite. 


AQUAMARINE CATSEYES 


Commonest are the aquamarine catseyes, which range 
from almost pure white to a medium blue. As with other 
catseyes, we look for an abundance of extremely fine 
needles to give the best effect. There are not many on the 
market, but this shortage may be due as much to a lack 
of demand as to limited supplies. Pale stones, without 
much charm, are much more frequently available than 
bright blue ones. Pale morganites (Brazilian) have been 
cut, but unless one knew that they had come from mor- 
ganite rough he might be more inclined to call them com- 
mon, white beryl catseyes and let it go at that. The best 
of the beryl catseyes are the golden beryls, which are 
richly colored yellow brown gems with a fine eye. The 
U. S. National Museum has recently acquired a fine cats- 
eye aquamarine and a 40 carat golden stone with a sharp 
eye. They resemble no other stone, but approach nearer 
to the chrysoberyl catseye than does any other of the rarer 
chatoyant gems. The retail price of the golden beryl cats- 
eyes would be about $30 a carat. On heating these stones, 
like most golden beryls, are transformed in aquamarine 
catseyes. 

A soft, and little used stone, apatite, has its catseye 
varieties. The best of these seem to come from Burma 
(also a source of fine, clear blue apatite) and they show a 
fairly good eye in a bluish-green stone. Apatite cateyes 
are much rare than clear apatite, they will only be seen 
occasionally and are obviously more of a collector’s item 
than a commercial stone, since only two are available on 
the New York market at the present time. 

Sillimanite, an aluminum silicate, has been found in 
Brazil in hard, gray-white fibrous-looking pebbles that cut 
to make a catseye. Si!limanite is usually fibrous, and most 
mineralogists know it in no other form. However, in the 
gem variety from Ceylon that gives it a place in the gem 
books, the crystals grow into single transparent aqua- 
marine-blue crystals. It is found as a waterworn crystal, 
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IN A STRIKINGLY MODERN 


Crafted with meticulous attention 


bracelet is the outstanding result 
of almost a half-century of 
manufacturing experience. 


On-the-spot “sizing” feature 
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UNUSUAL OPPORTUNITY 
FOR TOP NOTCH MAN 


Jewelry salesman to carry sideline of 
exceptionally fine quality 14K Gold and 
Platinum Die Struck Watch Bracelets. 


An excellent companion line for a man 
who is presently carrying a line of fine 
diamond merchandise. 


HIGH COMMISSION 


TERRITORIES OPEN: Atlantic coastal states, Texas and 
Oklahoma. 
Write, stating full particulars. 


L.S. DINHOFER & SON, INC. 
74 West 46th Street, New York 19, N. Y. 











JADE 
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JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 





Write for full particulars 


CHINESE JADE CORP. 
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the companion of tourmalines, sapphires and Zircons, 
Now, from Brazil, we get hard pebbles of the compact 
fibrous material that is more consistent with our concep. 
tion of sillimanite, but which actually, is very new to the 
gemstone market. A cut stone will be found in the collec. 
tion of The American Museum of Natural History. When 
any more will be offered we cannot say, but they would 
undoubtedly be available if there were a demand. What. 
ever demand there may be will be slight, for sillimanite 
catseyes have little to recommend them to anyone but a 
collector. 

The special appreciation of a collector would give him 
a particular interest in two other stones in the collection 
of The American Museum of Natural History. These are 
two catseye rose quartz gems, one a large cabochon and 
the other a sphere. The ball was deliberately cut to em. 
phasize the difference between the catseye in those two 
stones and the single ray of the side of a star which most 
people would assume they were seeing. These stones came 
from Brazil and have great clarity and considerable color. 
The eye effect is actually created by the exaggeration of 
the reflections of one of the rays from an ordinary star. 
When one examines the stones carefully it is easy to see 
the other intersecting rays, but their arms are so faint that 
the stone stands out as true catseye rose quartz. What 
events in the growth of the rose quartz crystal determined 
this emphasis of a single direction are unknown; but since 
such stones are so rare, the conditions must have been 
unusual. It is a pity that they are so rare, for chatoyant 
rose quartz makes an attractive stone. 

For the record, it might be well to add a few more 
stones which have been cut to create a catseye effect. 
Williamsite is a soft green serpentine, from Maryland, 
and some examples preserve a fibrous structure of some 
earlier mineral that can be used to create a catseye. 
Willemite, the zinc ore from Franklin, N. J., may show a 
reddish eye, from reddish needle-like inclusions. Rich 
blue topaz from Brazil has been found to show a poor eye 
on occasion, caused by a peculiar set of silky needles 
arranged in V’s and X’s in the stone. The tremolite 
varieties from St. Lawrence County, N. Y., and Ontario 
usually show chatoyancy, but it is seldom uniform enough 
to cut an attractive stone. 

A catseye effect can be created in a high cut, flash-fire 
opal. All of the fire appears to be concentrated in the 
center of such a stone, in a streak, so we gain very much 
the impression of opal catseye. Like the next, and last, 
sroup of catseye stones we shall discuss, it is an optical 
effect, rather than a true chatoyancy. 

This last type of chatoyancy is something that might be 
exploited by a clever lapidary, but it has nothing to do 
with the inclusions that have caused the catseyes we have 
been discussing up to now. This is an optically created 
catseye, which depends for its appearance on the property 
of dichroism. 

It is generally known to the trade that there are some 
stones which show pronounced two-color effects that de- 
pend upon crystal direction. In a minor way they deter- 
mine the position of the table on an emerald or a ruby. 
There is a slight difference in color in the different direc- 
tions of those stones, and the best color is seen on the 
face if the proper crystal directions are observed in the 
cutting. Other stones have this to a more pronounced 
degree, and one can hardly get a fine kunzite that has 
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not been cut in a way that places the best color in the 
depths of the stone. Improperly oriented tourmalines 
come out black. 

Two of the less well-known jewelry stones, and one that 
we may discuss soon in a longer article, depend for their 
interest on the strong two-color or three-color effect 
created by their different crystal directions. lolite | (or 
cordierite or water sapphire) is blue violet in one direc- 
tion and grayish in another. Andalusite is red-brown, 
yellowish green and greenish gray depending upon the 
direction in which it is viewed. As it is usually cut, the 
ends of the stone are red-brown and the sides of the 
stone are yellowish-green. This dichroism (pleochroism 
is a more accurate term, since there are three, not two, 
different directions and colors) has led some writers to 
compare it with alexandrite, but since there is no change 
in color under different light sources, that is inaccurate. 

In conclusion, two points in this pair of articles seem 


worth emphasizing. One, that additional interest in stones — 


can be created by selling, talking about, and showing 
some of the less well-known catseyes. Some are com- 
monly available, others are hard to find, and sell for 
enough to interest the jeweler. Demand would add to 
the supply, and bring new chatoyant varieties to the mar- 
ket. The other point is the one that has just been brought 
up; that we should not be limited in our thinking to the 
stereotyped stones, cut in the conventional fashion. There 
are many things still to be learned about gemstones, and 
the learning will add interest to our profession. 





A New Look 


(From page 98) 


shopping district. Before, his was the outermost store in 
the district—practically obscured by the concrete sup- 
ports of a railroad underpass. 

Another feature which has helped Montalbano is that 
he now has twice as much display area as he had pre- 
viously. His other store was too small for effective dis- 
play; and after 18 years in that location, he had run the 
gamut of improvements his cramped quarters would per- 
mit. But even if he had space for adequate display he 
could not have had the traffic in his previous location that 
he has in his new one. 

In his previous location, Montalbano’s gift items did 
not move too well. Today, he attributes a great part of 
his 25 per cent volume increase to stepped up sales of 
gift items such as costume jewelry, radios and small 
appliances. 

As for display area, he now has twice as much window 
and shelf space as he had before. In fact, the large plate 
glass show windows serve to present his entire sales room 
as a display—presenting a much more attractive appear- 
ance from the street than his previous store did. 

Although Montalbano concurs that adequate display is 
highly conducive to sales, he contends that even the most 
attractively displayed store may go unnoticed if its loca- 
tion is inconvenient. 

After 18 years in his previous location, he had made 
many friends who became regular customers. But even 
they complained at times about the inconvenience of visit- 
ing his store. It was fully half a block from the nearest 
bus stop, and at the top of a slight grade. Although the 
walk from the bus stop was not really long or difficult, it 
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Your country buys yearly 35,000,000 
dollars of diamonds from Antwerp. 
It is a fair bet the diamonds you plier here, you are in the know. 
handle loose or mounted are If not, contact me and save at 
amongst them. The point is: do least 20%, yes 20% through 
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Antwerp or through costly detours. monds direct from Antwerp will 
The answer to this question makes double your margin of profit. 
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With window space deliberately 
cut to only 30 per cent of its former 
area, and showing only about one- 
tenth as much merchandise, Studer 
Jewelry Co.’s store in Waco, Tex.. 
finds its percentage of sales which 
can be traced to the influence of win- 
dow display up anywhere from two 
to four times. 

F. E. Studer who, with his broth- 
ers C. E. and L. A. Studer, operates 
the 56-year-old store, admits that 
their windows would probably still 
be the large open type if it hadn't 
been for the shortage of merchandise 
during the war. At that time, it be- 
came difficult to keep the store’s two 
15-ft. long windows filled. So they 
had most of the huge glass area filled 
in with black architectural glass, 
leaving only eight small 3 ft. by 3 ft. 
display windows at eye level. 

Although the impossibility of prop- 
erly filling the pair of giant windows 
properly was the immediate motiva- 
tion for the alterations, there was in 
the background a certain amount of 
curiosity—Studer had had a long- 
standing belief that small displays, 
well separated, would usually get 
more attention than the perennial 
“mass display” so often seen. He 
also felt that the smaller windows 
would permit addition of more color, 
in such a way that each display would 
have the effect on the passerby of a 
picture in an art gallery. Such a 
window might, he thought, exert more 
attraction even on those passersby 
who were not shopping for jewelry. 

To heighten the picture effect, the 


‘Picture’ Windows Show Less but Sell More 





Studer's, in Waco, Tex., finds that its row of small eye-level "picture gallery" 
windows have more effect on sales than giant ‘mass displays” ever had. 


eye-level windows were framed inside 
the glass with limed, natural oak pic- 
ture frames. This was the only wood 
showing; superstructures behind the 
windows formed a “V” extending 
back at the center about three feet 
from the glass, and these were com- 
pletely covered with brilliantly col- 
ored draperies. 

With the window size and the back- 
ground angle both getting the win- 
dow center of interest right up close 
to the glass (and to the customer’s 
eyes), the effect is to magnify the in- 
terest value of any small item dis- 
played. From this point, the eye 
is led naturally back and up to the 
item displayed at the apex of the 
background triangle— usually a 
larger item. 

The small windows are easier to 
change and this is done at least once 
a week, usually oftener. Backgrounds 
themselves are changed oftener than 
is usual and in the eight years since 


the remodeling five complete changes 
in backdrop have been made. The 
cloth, cleaned and put away carefully, 
may be readily brought out and used 
again. 

“We believe we have made our 
window displays a far more impor- 
tant selling asset,” Studer says. He 
feels that the effect of windows on 
total sales is tremendous, and almost 
invariably much greater than the 
jeweler suspects until some drastic 
change in windows creates an effect 
on sales that brings the facts home 
to the jeweler in an obvious manner. 

Each of the Studer windows is de- 
voted to a department of the store: 
many show only six, eight or ten 
small items. A sterling hollowware 
window may show only one piece. or 
two or three. Typical windows show 
12 watches, or 12 engagement-wed- 
ding ring combinations. Fine leather, 
a Studer specialty, may be repre- 
sented by only four pieces. 





was just long and difficult enough to cause complaints by 


lady customers. 


Besides, there were scores of jewelry stores in more 
convenient locations, and Montalbano long suspected that 
even his best customers were visiting the other stores for 


‘little things.” 


His present location is only a few doors from a bus 
instead of “on the way 
home’’—as his previous store was. Now shoppers do not 
mind getting off the bus, going into Frank’s, and then 
walking a few blocks to town. Before, weary and on 
the way home with arms loaded with bundles, they did 
not relish the idea of getting off the bus for Frank’s— 
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stop, and “on the way to town, 


then taking another bus home. 


Frank’s Jewelry features nationally advertised mer- 
chandise, attractively displayed in all-glass wall and floor 


cases. 
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Assisted by his wife and son, Montalbano also offers 


watch repair and custom jewelry services to his customers. 


He has plenty of space for dealer-supplied floor dis- 
plays of small appliances which he did not have in his 
former store. There are about 1000 square feet of floor 


and working area now as compared with about 200 


previously. 


In this new location, Montalbano’s business is definitely 
on the upswing. He had probably reached his peak in his 
previous location. He now has a new peak to strive for 
and it appears that he is well on his way to better business 
than he ever enjoyed. 

A new look, twice as much display area, proximity to a 


bus stop and a centralized location in a major shopping 


district have already proven to be worth a 25 per cent 
gain within the first six months since Frank Montalbano 


moved his store “down the street.” 
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SINCE 1907... 


A half-century of skilled craftsmanship 
stands behind their @ eye-catching design 
@ superior materials @ lasting durability 

® prover sales-appeal. Send for catalog. 


d.by ARCH CROWN TAGS, INC. 277 Halsey St, Newark 2, 01 
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ANNOUNCING 


a merger of 


SYDNEY BERMAN & CO., INC. 
MERIT JEWELRY COMPANY 
CHESTERFIELD JEWELERS, INC. 


to operate at one address 
under the brand name of 


CHESTERFIELD 


JEWELERS, INC. 


33 WEST 46th ST. NEW YORK, N. Y. 


manufacturers of 
outstanding gold jewelry for ladies and men 
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1. Longines Diamond Coronation watches 
are 18K white gold with bezels paved 
with diamonds. Man's model, ultra-thin, 
with 44 diamonds will retail at $495; 
lady's watch with 34 diamonds, $395. 


2. United States Time Corp.'s newest 
Timex model, the "Ben Hogan," has the 
famed golfer's name on the dial. An ac- 
tive sportsman's watch with V-conic es- 
capement, Armalloy bearings. Retail $25. 


3. Self-winders for ladies that fit on 
a dime with room to spare, Eterna's new 
Eterna-Matics in yellow or white 14K 
gold have readable dials, wrist-hugging 
endpieces. Retail price $125 F. T. I. 


4. "Golden Penny" bracelet watch from 
1.D. Watch Case Co. has one of Jacoby- 
Bender's new “Golden Penny" expansion 
bracelets attached as one piece. Watch 
is rolled gold plate; stainless back. 





5. For sportswomen of all ages, Medana 
offers "Buccaroo,"’ with a round sports 
case, 7-jewel movement, chrome top and 


stainless back. With strap it retails 
for $10.95 plus the 10% federal tax. 












6. A new Benrus in the "Embraceable" 
series, the "Eve'' combines a watch and 
bracelet styled for classic simplicity in 
rolled gold plate. 


jewel 


Watch has a I7- 
Retails $49.50 F.T.I. 


movement. 
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2. Wittnauer's "Golden Minuet" styling 
was inspired by facets of a jewel. Soft 
springed for comfort, it has a tiny de- 
tachable safety chain. Available white 
or yellow 14K gold. Retail price $125. 


5. Universal Geneve 'Monodate" shown 
by Henri Stern Watch Agency tells date 
ata glance. It's thin; shock, dust, water 
resistant. Gold-filled at $95 F.T.I. or 
$150, F.T.1. with the case in 14K gold. 
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3. The Lady Elgin “Rochelle harmo- 
nizes modern and traditional elegance. 
The flexible end-pieces suggest antique 
jewelry. “Rochelle” available in white 
or yellow gold case at $125, F. T. I. 


6. This is a new version of original 
Schulz "Hunter" design, with the watch 
concealed under a fox head crystal cir- 
cled by 22 full cut diamonds set in 10% 
iridium platinum. Retails at $775. 





1. Kestenmade's "Woodland Prince’ 
band for men has links inlaid with tropi- 
cal hardwood in tan, black or dark 
brown. In 1/20 12K gold-filled, $12.75 
F.T.!. In Permaware-Stainless, $7.95. 








4. For the first time, Gruen introduces 
four calendar watches. All have !7-jewel 
movements, stainless or yellow gold- 
filled cases; all water and dust resistant 
and non-magnetic. $65 to $97.50, F.T.I. 


7. The "Hartman" is one of a group of 
new larger round Hamiltons. Markers 
18K gold on quadrant-design sterling 
dial. Advertised price $225 with I8K 
gold case; $175 with case in 14K gold. 
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1. Herschede Hall's new 8-day keywound pen- 
dulum mantel clock in natural blond avodire 
case. Quarter-hour chime $65; half-hour $45. 


2. Westclox introduces the "Sphinx," an 
electric alarm only 4!/2 in. high. Made 
in modern blond wood or mahogany 
finish. With plain dial, $7.95; luminous 
dial one dollar more. Prices are plus tax. 


3. Seth Thomas follows the home style 
trend with this provincial wall clock, 
"Prestige," in green, red or black Tole 
with gold leaves. Case diameter is 8 in. 
Electric $8.50; keywound 8-day $14.95. 


4. A Swiss 8-day, 7-jewel alarm clock 
for desk or boudoir from Semca's new 
group in decorator colors. Dial silver 
finished with gilt numerals. Single key. 
$28.50 plus tax; $29 West Coast. 


5. Haddon “La Moderne" pendulum 
clock is electric. The modern case is 
blond mahogany with gold-finished dial 
and panel, or grey wood with silver. 
Clock is 16 in. tall. Retail price is $16.95. 


6. The new Telechron "Butler" model 
electric kitchen clock is available with 
red, yellow or blue dial and a white 
case, or white dial and black case. Fair 
trade retail price $7.95. 


7. Pennwood Numechron Co.'s "Lyra" 
is model #962 in the company’s line 
of numeral clocks. The “Lyra” comes in 
medium brown, maroon or green. The 
list price on this model is $69.50. 
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2. “Melba” compartmented compact is 
new in the Volupte, Inc., line called 
Swinglock Sophisticates. Engine-turned, 
gold color, accented with a rhinestone 
bar. Retails for $25 plus the federal tax. 


5. Karlan & Bleicher says this man's 
diamond mounting has ". . . no porosity 
at all" because it's completely die struck 
and not cast. It's a new model in the 
firm's constantly growing findings line. 


7. From Norway, Per Killingmo brings 
the sterling silver bracelet with hand- 
applied enamel, $18. Rose pink enamel 
and gold plated earrings are $7; brooch 
is $5. All of the prices are Keystone. 
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3. Modern and colorful comparts come 
from Wadsworth in satin silver back- 
ground. New square model has colorful 
toadstool design, the other has a blue 
butterfly, engraved flowers. Retail $7.50. 















1. Apex "Quadra-Flex" indent watch- 
bands, now in stainless, retain 4-way 
stretch and advertised “Contour Fit.” 
ident or Identa $8.95, or $10.95 F.T.I. 
with a sterling plaque. Regular band 
$6.95. 





4. Paper-Mate pens now come in green, 
brown or black, with tops gold-color, 
black or lifetime chrome. A 70,000-word 
refill in black, blue, green or red ink 
retails at 49 cents. Pens are $1.69. 


6. 


6. Suggested for Father's Day: a bill 
clip from Charm Craft's line. Hand en- 
graved sterling silver with a rhodium 
finish and suggested to retail at $10. 
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GUSERAL OFFICES AND WORKS TAP MIO AS99446 WESETES 


ee The article on flatware was outstanding, 
complete and very factual. The only thing we - 
want to do now is to be sure the dealer reads 
it and heeds the warning that if he doesn't 


recognize the market somebody else will. ee : 
Thanks a lot for the swell job, and rest I have just finished reading your April issue, . 
assured I will be talking about it all over. Bm a oa — everything on sterling, plate, 
and stainless. . 


A. L. ZEITUNG 
Director Flatware Sales It is one of the most comprehensive jobs yet to 


be done on a business press. I think that you 
have reasserted your editorial leadership and 
have performed a real service for the industry. 


ay ee ae 





WILLIAM T. HURLEY, JR. 
Advertising Director 
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* Our most hearty congratulations on your 
article "The Stainless Flatware Market", which 
appeared in your April issue and which I have 
just this minute finished reading. 


pg Cee 


In this article you folks have faced the 
issue with a frankness and honesty that should 
certainly win the gratitude of your retail store 
readers. You should be proud to have done such 
a complete and detailed job on a subject that 
has been very definitely shunned by your com 
petitors, but which is of major interest to every 
high grade jeweler in this country today. 


ef I would appreciate it very much if you 
could send me 2 copies of the complete article 
covering sterling, silverplated flatware and 
stainless steel. 





Please send your invoice to Oneida, Ltd., 
HARRY HOLDING ’ 570 King Street West, Toronto 2B, Ontario. ® 


President 
J. S. BLISS 





































~ae GOMMUNITY. Linitep 
aviswon oO” ONEIDA Lrp. 
ON BIDA,. N.Y. 
... mm THE GORHAM COMPANY 
— AILVERAMITHR AND GOLDAMITH® F 
SAN FRANCISCO OFFICE 
457 Meese Sireet or i 
See Fremasee X ( ehfarme veoriperrs ¢ eEOES Islene E 
“eae 
ee I had a chance, on my way out here, to © F 
settle down and read the article in the April 
issue on plated flatware, sterling and stain- Your editorial department did @ very good 2 
less. It is a swell job and several of our job. The section on sterling flatware is 
salesmen out here have voluntarily commonted particularly well done. The only sugges- 
on it. They are even carrying it with them tion I have to make regarding the sterling 
and say it is an excellent piece of selling section is that I believe greater stress ; 
equipment. should be put on the silver club or install- : 
ment selling of sterling. The bridal market é 
So, from all of us, thank you for help- is greatly reduced, due to fewer marriages; 5 
ing us for putting such a grand story together. Re therefore, as we see it, the immediate é 
opportunity is the anniversary market, in - 
D. E. SANDERSON an endeavor to reach established families 
Vice President and who have never gotten around to buying & e 
Director of Sales sterling, as indicated by your statistics. * e 
B. M. GETMAN 
| 4 
| Al) erdere eubgert 1c ike approve! of the Home (ber 
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R Waicace & Sons Mro Co 


Waecc'®Oroeo COnMEecticy 








Your editorial feature covering the flatware 
market struck me as being exceedingly good. 


with stainless steel of the high grade 

variety being now used in the industry, I 

. was particularly interested in what 

Jewelers’ Circular might have to say about 

it. It is my opinion that you have been 

quite fair in sizing up the situation with 
respect to all three flatware lines, going 

: about as far as one could logically expect @@ 
you to on the subject of stainless. 


; D. W. LEACH 








- NEWBURYPORT lnstncneeers, SILVERSMITHS 





ay 


Very, very well done. Probably the most compre- 
hensive all-over resume of the flatware situation 
I have ever seen. Somebody deserves a great big 


hand. a@ 


JOHN S. O'CONNELL 
Vice President 
in Charge of Sales 
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ee I have read the article on flatware 
with interest, and believe it is a good con 
tribution to the industry. &s 








lfln of ONEIDA, N.Y. 
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Plated Flatware Market". 
} job, and we thank you. 


NPY ae ae 


for this service. % 











A Review of 
im 





ONEIDA COMMUNITY, Lintrep 
Division orp ONEIDA Ltp. 


Game 


te Fuge’ Onveemare 


I'm sure I don't have to go into any flowery 
language to tell you how much we appreciate 
the article in the April issue entitled "The 
It’s a darn swell 


One of our men has written us already saying 

that he has clipped the article out and used 
it to a great advantage in calling on stores. 
; Even though all of our men received a copy of 
the April issue, I would like to prevail upon 
you to get 50 reprints of the article to send 
out as a reminder to all of our agents, 
together with a letter. Would you kindly send 
these to my attention along with any charges 


R. W. LANDON 
Sales Manager 














J. B. STEVENS 
Sales Manager 
Promotion Division 
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Speaking for the entire Fraser staff, I would like 

to congratulate you on the excellent review of the 

flatware market in the April issue of your magazine 
We were all impressed by the scope and thoroughness 
of the material. 





It took courage to incorporate this latter material 
into the review. It is still strikingly new on 
many market levels and no one heretofore has given 
merchants the objective, factual and practical 

























































: ee. gate wb ob Oe information contained in your article. This in- 

E pevgills ie Rneriwca anew privig theo still being |: telligent contribution will enable your readers to 

So ne Bie lta a & *) Fgh plan profitable service for their customers. 

| i= os aay wp oomapererpaye la ATA 99 
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t ible leh " fas iin Aifkecsesst types af Sa les Manager 
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E The JEWELERS’ CIRCULAR-KEYSTONE ' ct - 2 D 

q 4 8 + i 

3. ¥ You'll find important use for JC-K’s “Review of the Flatware Market.” , 

; g & it’s a 16 page booklet. Copies are available at 25¢ each. , 

F The Jeweler s Circular-Keystone | 

f 100 East 42nd Street, New York 17, New York 

é Gentlemen: | 

4 Please send me copies of "A Review of the Flatware Market.” 

. Name 

Company ; 

Street j 

| . 

City Zone State ' 
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Full Color Ads Push | 
Carvel Hall Spring Sales 
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we —<@ Tell millions of readers 
Carvel Hall Cutlery is the 
perfect gift for eee 
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WEDDINGS 
ANNIVERSARIES 
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BIRTHDAYS 
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Eight Steak Knives 
in Aristocrat Case. “ee co he ee 
Classic silver overlaid handles. enon ye 
$43.00. Other Steak and Carv- | 


ing Sets as low as $8.50. 
Jewel-Box Chest. Ivory mela- 


Y " i i 1953 | 
mine handles. $19.95. ~~." } 
Knives available Ree ~~ «a e 

tie ‘ er. , ¥ 3 4 Bs. ‘ 
P * 
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Only Carvel Hall Cutlery offers you such sales 
compelling features as: strikingly provoking” 
Eight Fruit & Cheese FULL COLOR ADS, 2 world-famous PERSONALITY 
Anives in Aristocrat ENDORSEMENTS, smart GIFT PACKAGING, trend- 

Case. Vogue han- : ge 

dies. $20.00. Other setting DESIGNS and STYLING and lifetime 

sets from 4 to 8 SERVICE and QUALITY GUARANTEES. All you 

pieces, $10.95 to need do is display Carvel Hall Cutlery ... it 

$32.00. sells itself. To cash in on this fast-moving line, 
call your wholesaler now or write Cuas. D. 


BRIDDELL, INc., Crisfield, Maryland. 


&. "eg 
Re ae ac 
2 ee Shee 
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poe% te OF 
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Matching Carver, Slicer, Chef, 
Utility and Paring Knives in 











Carver, Slicer and Fork in 
Jewel-Box Chest. Vogue 
handles. $26.00. Other 
sets, 2 other handle styles 
Mf anailable, from $9.00 to 
Ze. cap = §=$134.50. 


FINE CUTLERY 
by Briddell 
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(PRIDE OF POSSESSION) 





Gives the Jeweler 








And Remember! 





[ NATIONAL CHINA, 


Hotel New Yorker 
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I GLASS AND POTTERY SHOW 


July 19 to 24 





The Inside Track 
in the race for 


CHINA, GLASS and FLATWARE SALES 


~ 


>. 


The satisfaction of her “P.O.P.” (pride of possession) is 
the main reason for the consumer’s purchase of quality 
china, glass and flatware. Because the jeweler’s entire stock 
symbolizes quality, his store, among all the retail establish- 
ments of the community, has an inside favored position in 
the race for the sale of fine china, glass and flatware. 








Don't Lose Your Favored Position 





USE IT! 





Provides an 


Why VY) {PRIDE OF POSSESSION}? 
e/ @ @ cag 





... in the Sale of Quality China, Glass and Flatware 


in tremendous upsurge of interest in 
home furnishing and decoration, plus maturing public 
sophistication in matters of home styling and fashion, 
place the jeweler in a preferred position when it comes to 
selling quality china, glass and flatware. 





People take pride in diamonds 
= bought from their jeweler. 








Gracious living plays right into the jeweler’s hands. 
“Table-Top Fashions,” on which the jeweler is, or should 
be, the locally respected authority, provide the setting for 
dining and entertaining which are the keynote ceremonies 
of today’s concept of “gracious living.” 

It isn’t just merchandise the public is buying, but deep 
satisfaction and pride—pride of possession—in things 
that are valued as much as symbols as they are for their 
utility. : 

The symbolism of possessions, and pride in possessions 
of beauty and taste, should be familiar ground to the 
jeweler because these ideas, plus the subtle social pressure 
that goes hand-in-hand with them, are the very reasons 
for the existence of his business. China, glass and silver 
are the fitting companions to jewelry, diamonds and fine 
personal accessories. One group for the home, the other 
for the person. 

Thus you can outline your initial advantage in this 
“oracious living” business. It is not, however, an advan- 


130 


tage that grants the jeweler any automatic monopoly. It’s 
rather an opportunity that calls for deft showmanship and 
careful staging, with salesmanship as intelligent as that 
required for diamonds. Actual techniques employed in 
day-to-day merchandising must be based on penetrating 
awareness of customer psychology. 

The retailer who does understand his customer’s psy- 
chology—the reason they buy top-quality china, glass and 
flatware, will intuitively do the right things at the right 
times more often than the one who just applies promo- 
ional “formulas” by rote. 

When we dig deep into the basic cravings which lead 
a customer to want to possess fine articles for the home, 
we find underneath the desire for possessions themselves, 
a more basic need to build up the individual’s own pride 
in himself. Ownership of the outward symbols of security 
and prestige is just the individual’s method of convincing 
himself of his own security and prestige. 

They are turning to houses themselves—home owner- 
ship is at an all-time high. 

So, just as the man of the cattle country, now fenced in 
and unhappily tilling sugar beets and cotton, may still 
spend more than he can afford on tooled leather saddle 
for a horse he seldom rides . . . we’ve started to develop 
an obsession for the type of furnishings for our homes 
that symbolize a vanished stability. security and perma- 


nence. 


See 





People take pride in fine jewelry 
= bought from their jeweler. 
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Any jeweler worthy of the title feels this in his bones. 
for it is the jeweler’s trade to minister to the pride of his 
customers whom he neither feeds nor clothes, but to 
whose deepest needs caters. 

The jeweler will be selected as the source of fine china 
and glass, as he has been selected as the purveyor of fine 
silver, because everything connected with the purchase of 
these things is important to those sensitive and socially- 
aware individuals, women. The things women buy for 
their homes are being bought as talismans of pride, as 
symbols of status. They are being bought to convince 
their own owners as much as they are being bought for 
show, and the buyer instinctively wants to surround the 
ceremony of purchase with as much additional prestige 
and pride as possible. She will sooner buy from a dealer 
in diamonds, gold and gems than from a dealer in yard- 
goods or cooking pots, because she wants to be the kind 
of person who buys from a store of prestige. 

It behooves the jeweler, therefore, to retain in the fore- 
front of his mind the fact that he is a symbol, and his 
store is a symbol, of pride of possession just as his mer- 
chandise. Most jewelers feel this deeply. Those who do 
not will do well at least to play it as a part, because their 
customers expect it, demand it, of a successful jeweler. 
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That is why people take pride in 
4. quality china, glass and flat- 
ware bought from their jeweler. 





People take pride in watches 
s bought from their jeweler. 











How You Can 


Arowe AP” 


In Your Community 


As explained in the preceding article, peo- 
ple know the jeweler as a merchant of beautiful and 
quality wares—he with his stock of precious stones, 
diamonds, gold and platinum. 

Quality china, glass and flatware are also part of the 
modern jewelry store and as such benefit from the public’s 
respect of the jeweler as a merchant of the well designed. 
quality items. 

Since pride of possession is the main reason for the 
purchase of fine tablewares, it is the jeweler’s task to 
develop this aspect of human nature within the consumers 
in his community. There are numerous ways in which to 
do this. If successful, he not only enlarges the market for 
quality tablewares, he channels the desire for such mer- 
chandise to his store. 

The most obvious method of arousing pride of posses- 
sion, and perhaps the most effective, is through lectures 
to women’s clubs, high school home-economics classes 
and to groups of brides-to-be. Such talks by jewelers are 
sought after—always warmly received by such groups. In 
his role as an educator, the jeweler establishes himself as 
one familiar with the finer things in life, as well as a man 
to whom people can turn with confidence for dependable 
advice. 

In these lectures, the jeweler can explain table setting 
etiquette, different arrangements for different occasions. 
etc. Lectures also offer him an opportunity to explain the 
wide differences in quality and style and variations in 
decorative effects. He can, for instance, explain the dif- 
ference between china and earthenware and at the same 
time cover their historical background and manufactur- 
ing processes. If a customer is to desire quality merchan- 
dise, she must understand the factors which combine to 
make up quality in china, glass and flatware. There are 
two articles in this series which will provide you with a 
wealth of material to transmit to your audiences whether 
they be inside or outside of your store. 
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TABLE SETTING CONTESTS 


The large as well as the small store is in a position to 
make use of the table setting contest as a_ large-scale 
promotional device. Women have always displayed an 
exceptional interest in such events. The various women’s 
organizations in a community are always anxious to com- 
pete in these contests because they can there demonstrate 
their familiarity with table etiquette, quality merchandise 
and their good taste in creating unusual decorations. 

The fact that the women are using the jeweler’s mer- 
chandise in these contests brings them in closer contact 
with quality tablewares, and if they do not own such 
merchandise, they certainly are inspired to. If the contest 
is conducted in the jewelry store, visitors and _partici- 
pants in the contest are in close contact with the jeweler’s 
merchandise. They become aware of the wide extent of 
patterns available and they are reminded of new fashions 
in patterns. 


NEWSPAPER ADVERTISING 


Intelligent newspaper advertising offers the jeweler 
another opportunity to arouse pride of possession. He can 
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People in all communities have demonstrated unusual interest in jewelers’ table setting contests. 


regularly feature different quality patterns in his stock 
and show coordinate settings. In doing so, he builds up 
his store as the local headquarters for quality china, glass 
and flatware made by manufacturers whose names have 
been household words for generations. 

Major points to be stressed in newspaper advertising 
are the factors which constitute quality and why quality 
merchandise is desirable. In doing so, the jeweler sells 
prestige, authority, knowledge of what to buy and how to 
use it. The jeweler, consequently, sells himself as a cul- 
tural counsellor. 


WINDOW DISPLAY 


An excellent method of complementing newspaper 
advertising is through window displays. It is important 
to do in windows what one is doing in paid advertising. 
Many jewelers regularly feature in their windows co- 
ordinated displays of china, crystal and flatware. They 
display different kinds of table settings for different occa- 
sions—formal, luncheon, teas, etc. 

After the potential customer has been stopped by your 
window display or newspaper ad and her interest has 
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caused her to enter the store, her eyes must be treated to 
an impressive display of tablewares. The china and glass 
department lends itself to attractive, outstanding display. 
Fixtures in this department should permit “open selling” 
so that the merchandise is completely exposed to cus- 
tomer traffic. Brand name china, for instance, should be 
properly identified. National advertising is today creating 
a market for quality brand name china. The customer is 
reassured, to a great extent, when she sees the pattern of 
her choice displayed in her jeweler’s store. 


SALES PRESENTATION 

If a jeweler is to be successful in creating and capital- 
izing upon pride of possession, his salespeople must be 
able to offer the merchandise convincingly. Knowledge of 
the background of manufacture and the history of design 
in quality tablewares is essential. Such information must 
be conveyed to the customer at the point of sale. Thus, 
the woman is reassured that her preference is in good 
taste. fashionable and that the product is basically a 
quality item. | 
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Pride of Possession 
































Raw materials are crushed to fine pow- 
der between huge revolving stones, mixed 
together with water into liquid ‘'slip."' 








Slip is used for casting or squeezed in 
clay press to plastic consistency capa- 
ble of being formed on potter's wheel. 











Illustrations courtesy 
Castleton China, Inc. 


134 








- Above: jiggerman at his work of shaping 


whirling clay with a jigger, outlining 
back of piece with a profile. At left: 
master moldmaker pours plaster to make 
molds for casting more intricate pieces. 


ee ae 


| # and your sales force can become work. 
a-day “experts” in tableware quality with the possession 
of a surprisingly small number of facts. Books are writtey 
about the subject, of course, going into infinite detail 
about methods of manufacture, differences in materials, 
degrees of heat in the kiln, and so on. But your customers 
are interested in only a few of those details. Basically, 
they want to know what makes this better than that—and 
therefore more costly. 

It is only natural that long-famous names and/or well. 
advertised names should be an extremely potent factor jp 
almost all sales of dinnerware and glassware. But both 
within and without the scope of those names, there are 
variations in type and quality which the competent sales. 
person should know. 

Let’s take dinnerware first. 

In the great majority of jewelry stores, only the top 
grades of dinnerware are sold and they fall into two 
categories—china and earthenware. Hold a plate up to 
the light, tap its edge with your fingernail. Is the light 
visible through the plate? Does it give a bell-like ting 
when it is tapped? If it does, it is china—translucent, 
fired so high that it is vitrified (or glass-like), and almost 
completely non-porous. Complete vitrification means that 
the body of the china and the glaze are so fused together 
that, like glass, it cannot absorb water through a break 
or a crack, 

If the ware shows none of these qualifications, it is 
earthenware—opaque, non-vitrified, and capable of ab- 
sorbing water when it is cracked. 

Within the category of china (or porcelain—the two 


(Please turn to page 152) 


Patterns are transferred to 
ware by transferers, girls 
whose skillful fingers must use 
all care in fitting decorations 
to various shapes and sizes. 


Girl removes baked ware from 
modern continuous kiln which 
has taken the place of the 
old "beehive" kiln in the ma- 
jority of potteries today. 
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Through this opening you see a 
fiery-red glow, so brilliant that 
it is momentarily blinding .. . 
2,000 pounds of glass in an im- 
mense incandescent pot of clay 
. . . 2,600 degrees of heat. 
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On the end of his blowpipe, the 
gatherer picks upasmallamount 
of this molten, viscous liquid. 





After pre-shaping the molten 
glass and allowing it to cool 
slightly, the gatherer then raises 
the blowpipe like a trumpet... 
a puff of breath forms the first 
bubble . . . and the pipe is 
passed to the blower. 


The blower lowers this bub- 
ble into a cork-lined mould. 
Gently forming and. blow- 
ing, he shapes a goblet bowl. 





Next step in this skilled teamwork 
is pressing the stem. The blown 
bowl is placed under the stem 
mould into which a bit of hot 
glass is dropped. Down comes the 
plunger and the stem is formed 
and pressed against the bowl. It 
looks like this. 
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No skill is greater than that of 
the foot caster. He clips off just 
the right amount of hot glass. 


¢ 


With dexterous twirling and 
with the aid of a wooden 
paddle, the caster turns and 
shapes to form the foot. 





PRESSED GLASS 


This story starts in the 
mould shop. Here, solid 
metal is hand sculptured 
and polished to conform 
to the pattern conceived 
by the artist-designer. 









Now the molten glass hangs 
pendulous over the mould. 
The presser must gauge and 
shear off just the right 
amount of glass. As he forces 
the plunger down, the liquid 
glass flows evenly over the 
contours inside the mould. 





When the plunger is removed and the mould 
opened, there, in glass, is the piece which 
the designer and mould maker had visualized 
and developed. The shape and design are 
easily recognized, but there are still many 
steps before the piece is ready for the tables 
of America. 









Designs are cut by an artisan holding the 
glass against revolving wheels of abrasive 
stone, whose edges vary according to the 
type of the pattern. 


ETCHING 


Skilled artists design 
and paint the pat- 
tern on a steel plate. 





The design is hand 
_ printed on specially 
prepared paper. 


Ze 





After the print is 
hand trimmed, it 
is rubbed down 
smoothly on the 
glass. 








After a chemical shower, the paper. 
is removed, leaving the waxy 
print, which carries the design. 
transferred to the glass. 





A final wax coating covers ail 
except the pattern itself. Next 
is the acid bath. The acid per- 
manently etches on the lovely 
design, but cannot penetrate the 
wax covering the rest of the glass. 


Illustrations courtesy 
Fostoria Glass (o. 
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a jeweler occupies a unique position in 
the pattern of our retail business. His customers come to 
him for specialized services. They expect him to be a 
capable, if not a certified, watchmaker and perhaps even 
a certified gemologist. By the same token, they take for 
granted, and rightly so, a special kind of service and 
knowledge of table top or eating tools. The large number 
of brides registered with jewelers attest to this. Flatware, 
dinnerware and glassware are bought at the jeweler’s 
even in cities where large and enterprising department 
stores are making a strong effort to capture this market. 

With this competition in mind, the jeweler and his 
sales staff should have some fundamental knowledge, not 
only of the history of these three very old crafts, but also 
of the design development of the present day product. It 








A wise conservative selection; rose pattern traditional 
dinnerware's simplicity is a good foil for ornate silver 
in Renaissance pattern. Stemware is classical mitre cut. 








Pride of Possession is| 


You need not be an antiquarian or a student of design 
to sell china, glass and silver—but it helps. The 
customer who chooses the jewelry store for her table 


top ware expects to find wise guidance, expert advice. 


by BELLE KOGAN 


is this ingredient of design which makes the stock so 
varied and interesting. 

Webster says, “Design is the arrangement of details 
which make up a work of art.” To the designer, design is 
not only the arrangement of details which have to do with 
art, but also with function. Therefore, design should com- 
bine agreeable proportions of art and function. 

Eating implements have a dual personality. They are 
our servants and our ambassadors. They evolved out 
of the dim recesses of history as some of the earliest tools 
fashioned by man. Since eating is one of the primary 
necessities of man, it was inevitable that the tools for 
this purpose should have been fashioned first for function 
and then, later, ornamented. 

Man is never satisfied with the elementary forms of 





Preference for modern silver needn't rule out choice of 
flowery traditional dinnerware. The stemware chosen is 
an informal low-stemmed pattern—good compromise 
here. 
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necessity. Some inner longing for beauty and adornment 
has to be filled by the creator when he produces wares 
for a market. 

There are three basic considerations which are inher- 
ent in all well designed objects: 

1. The visual quality of the form has to satisfy aes- 
thetic and psychological needs. 

2. The use of an object establishes its basic form. 

3. The material and technique employed he!p deter- 
| mine the form. 

No matter what materials are used, the knife, fork and 
: spoon, the plate and the glass reflect the aesthetic ideals 
of their time and place. These implements for eating 
have always been a symbol of elegance, refinement and 
achievement. 

We are concerned here with how to guide, advise and 
sell our customers the type of table top accessories that 
will best suit the state of their achievement and satisfy 
their emotional response to design. 

The first step is to forget what you persona'ly respond 
to and study your customer. Since people are not basi- 
cally logical, but psychological, don’t try to influence them 
with logic. Find out something about the consumer’s way 
of life. In a small town this is not too difficult; in larger 








| The modern glassware's simple line is at home with the 
colonial silver pattern. Classical fluted-rim  dinner- 
ware relieves the simplicity with its repetitive motif. 
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Built on Quality... 


in DESIGN 


cities, it may take a bit of subtle questioning. By knowing 
at what social level your customer lives, you will almost 
be able to determine what her standards will be and which 
set of Joneses she is striving to follow. 

Let us consider what you have to offer the customer 
who is establishing a new home, refurnishing or adding 
to an established one. Survey your stock of flatware and 
dinnerware. Think back to the vast variety from which 
you selected these items. Try to picture your “trade,” 
your customers, and the environment in which you oper- 
ate. With so many factors to consider, you may wonder 
how you manage to be right so many times. 

Many different styles of design comprise this wide as- 
sortment of merchandise which you offer for sale. By 
discovering how designers are influenced, you may be 
able to better help your customer choose the design most 
suited to her psychological and practical needs. 

To illustrate the changes and trends in the design of 
eating accessories, let us take one of this trio of table top 
appointments: flatware, and trace its historical develop- 
ment. Similar influences also affected the closely related 
industries of china and glass. 

The practice of providing a complete place setting for 


(Please turn to page 157) 











Casual dinnerware in rounded-square shape goes well in 

combination with medern footed glass, classical silver. 
. . ' A be 

Same glass, silver, could be used with “best'’ china. 
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YOu wit, “LOOK Better’ in YOUR LOCAL NEWSPAPER WITH 


Fostoria's exclusive Engraved Line! ad mat 


You want your newspaper ads to show 
your customers the fine quality of the 
merchandise you carry. Fostoria’s ex- 
clusive “engraved line’ ad mats do this, 
They are specially made to reproduce the 
brilliance of handblown crystal—even on 
the rougher kinds of paper that news. 
papers sometimes use. Write for the q 
mats you want—or contact your Fostoria : 
representative. These mats are a free 
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Frofit Rovally 
with oval Doulton 


ADVERTISED TO 36,788,381 READERS 


Make 1953 your crowning sales year with 
Royal Doulton. Cash in on our royal 
turn-out of 44 national ads in 10 major 
magazines. Watch for them. Stock up on 


the merchandise we're featuring. 





Make the most of the biggest advertising 


campaign in Doulton history. 


ADVERTISED IN: 

AMERICAN HOME + THE BRIDE’S MAGAZINE 
PARENTS’ MAGAZINE + HOLIDAY + HOUSE BEAUTIFUL 
HOUSE & GARDEN + LIVING FOR YOUNG HOMEMAKERS 

THE NEW YORKER -; SEVENTEEN ~- SUNSET MAGAZINE 


Fine English Royal Doulton is unduplicated 

for beauty and quality. Yet prices are well 
within your customers’ budgets. Royal Doulton 
dinnerware retails from $4.50 a place setting, 
bone china from $13.75, figurines from $6.50 
and character jugs for as little as $2.00. 


DOULTON AND COMPANY, INC. 
11 East 26th Street, New York 10, N. Y. 
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A HIGHLY developed, strongly personalized 
selling technique has built the bridal consultant service 
of C. D. Peacock, leading Chicago jewelers, to the point 
where it plays an important part in the wedding plans of 
thousands of prospective brides every year. 

Part of the success of the Peacock technique stems from 
the somewhat lavish, always gracious, and very experi- 
enced way in which these most important customer con- 
tacts are made and cultivated. But much of the credit 
must go to the firm’s emphasis on close coordination in 
the merchandising of china. glass and silver. With thi: 
spread in emphasis, the store's service to the prospective 
bride really creates the impression that it stands prepared 
to solve a sizable segment of her problems. The gracious, 
roomy area devoted to strong coordinated china. glass 
and silver display supports this impression and encour- 
ages the harassed young woman to relax, reassured that 
here she will be able to make her selection from ample 
variety, in an establishment whose very atmosphere seems 
to guarantee both “correctness” and quality. 

Wise awareness of the importance of proper “staging” 
governs Peacock’s location of its Bridal Bureau and the 
china, glass and silver displays. The office of the store's 
bridal consultant was moved. in the fall of 1951. from 
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Impressive office on the first floor adds prestige to the 
Bridal Bureau at Peacock's. Mrs. Zola Snell, the store's 
bridal director, has guided thousands of brides' choices 
of fine china, glass and silver. Second-floor china and 
glass department (right) uses carefully-planned table 
settings to create desire for complete CGS table service. 









by BEN KRUSE 


its second floor location to a prominent first floor spot 
adjoining the silver department. Centrally located nearby 
is a large showcase holding a coordinated china, glass 
and silver display. Smaller coordinated disp!ays on panels 
are at other strategic first floor positions. Information 
cards direct customers to the second floor china and 
glass departments, where amid uncluttered wall displays 
and comfortable couches, dramatic table settings are 
arranged. All merchandise in these settings, including the 
linens and other decorative accessories. is for sale at 
Peacock’s. 

The aim at Peacock’s is to start the customer thinking 
in terms of purchasing a!l three—china, glass and silver— 
at the same time in a single package. With almost every 
place setting, Peacock’s is careful to display a small card 
listing prices of the items shown. By grouping the items 
pricewise in this manner, and offering to let the customer 
pay over a period of time with a “CGS Account,” the 
store encourages thinking of all necessary tableware items 
as a unit. 

Peacock’s steadily growing Bridal Bureau has for five 
vears been under the direction of Mrs. Zola Sne'l. who is 
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n Example of Selling LOY 


Here’s how a retail jewelry firm with a fine name capitalizes on (PRIDE OF POSSESSION) 
































pride of possession which is inherent in the mind of every bride 


Coordinated china-glass-silver display on first floor is near the silver department and Bridal Bureau. 


responsible for supplying the personal touch which con- 
tributes so much to the program’s success. From the first 
invitation to the prospective bride to make use of Pea- 
cock’s registry service, right up until the time all wedding 
plans are complete, an attitude of friendliness and help- 
fulness is present. 

To establish the basic contact for the program, Mrs. 
Snell checks through wedding announcements in_ all 
Chicago papers and in a number of suburban weeklies. 
But the first direct mail contact is carefully delayed until 
about a week after a wedding announcement is first pub- 
lished. Peacock’s bridal director has found that with this 
timing the inevitable slew of advertising pieces and other 
solicitations are out of the way when the prospective bride 
receives her invitation to visit Peacock’s. 

First mailed to the bride-to-be is an invitation in per- 
sonal size stationery. It explains briefly the service offered 
to brides, and invites a visit to the store. This initial invi- 
tation is printed in a personalized script with an attractive 
violet-hued ink. 

Those who do not respond to this first invitation after 
a reasonable time get Peacock’s direct mail effort num- 





he . 3 , a4 "ae Mrs. Snell has coordinated china-glass-silver displays located in 
r two. This is a kit containing samples of invitations, every department of the store, thereby stressing the fact that a 
properly appointed table depends for effectiveness on all three. 


(Please turn to page 161) 
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Something very special is cooking... 
more than 220 courses ready for quick digestion 


by buyers and merchandise managers 

... the nation’s leading china, glass and 
pottery lines with all that’s new and 

interesting in the field. A complete buying 


program of national importance. 


BUY FOR 














AMERICAN DINNERWARE FAIR 
OCTOBER 11-17 
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we introduce six new patterns in the finest im- 
ported Bavarian china. The delicacy of design 
and fine workmanship are in the best tradition 
of quality which has been an Ebeling & Reuss 
standard since 1886. All these lively patterns 
are by Heinrich & Co., with the exception of 
Platinum Elegance which is by Carl Schumann. 


Exclusive placements are available for early 
Fall delivery and we invite your inspection of 
these patterns in our showrooms or when our 
salesmen are in your vicinity. 


With Justifiable Pride... 





Top—Left to Right: 

Platinum Wave — An intriguing wave motif in a rich 
Platinum Border —5 pe. place setting, 15.00 Retail. 
Golden Fern — Delicately hand-painted in Gold —5 pe. 
place setting, 18.50 Retail. 


Platinum Elegance—Scalloped Edge in Platinum—5 pe. 
place setting, 13.00 Retail. 


Bottom Row—Left to Right: 

Magnolia — Enchanting Magnolia Blossoms in natural 
color—5 pe. place setting, 10.00 Retail 

Golden Fantasy—Blossoms hand-painted in Gold—5 pe. 
place setting, 15.00 Retail. 

Golden Chestnut—Chestnuts hand-painted in Gold, and 
leaves in the various russets of Autumn—5 pe. place 
setting, 15.00 Retail. 


Send for complete price list. 


“FOR FINE DINNERWARE, IT’S EBELING & REUSS CO.” 


EBELING & REUSS COMPANY 


Established 1886 
MAIN OFFICE. 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 
225 Fifth Avenue 


CHICAGO 54 
1557 Merchandise Mart 


LOS ANGELES 14 
527 W. 7th Street 
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Holland Jewelry Co.'s "Exhibit of Things Beautiful’ drew attentive crowds. Event celebrated firm's 35th Anniversary. 


Exhibit of ‘Things Beautiful 


Quality table wares played a major part in this exhibit, planned 


to sell the Holland Jewelry Co. as a source of beautiful merchandise. 


Te growing sophistication of the American 
public is indeed a good omen for the jeweler. For this 
sophistication (with the word to be understood in its 
best sense) we must thank the “modern” school of design. 
Tremendous emphasis which has been given to “good” 
design, clean lines, form, etc., has had a healthy effect 
in that the whole idea of beauty in the objects that sur- 
round us has been stripped of false ideas of ostentation 
and “vulgar display.” 

The public, thus educated, is now freed for an un- 
selfconscious and deeply satisfying appreciation of beauty 
in the objects of everyday living. Part of this satisfac- 
tion is being supplied by the makers of our machines 
and appliances—our cars, radios and refrigerators—all 
of which are carefully designed for beauty as well as 
utility. But there remains a keen appetite for beauty not 
so closely linked with utility. Americans are now too 
sophisticated to want gilt and scrollwork on a refriger- 
ator; we rightly look to the more traditional arts and 
hand crafts for the satisfaction of our craving. The 
crowds which flock to the exhibitions of fine art are 
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eloquent signs of the true sophistication of public taste. 

An outstanding example of a jeweler’s response to this 
well-informed and cultivated taste for things of beauty 
was seen recently in San Angelo, Texas, where the Hol- 
land Jewelry Co.’s three-day “Exhibit of Things Beau- 
tiful” was an outstanding success in attracting general 
public attention and aitendance (see photos). The affair 
was promoted and staged much like an art exhibit or 
like one of the “good design” exhibits which have been 
so popular everywhere, to underscore the fact that a store 
like Holland’s is a veritable treasure house of the very 
things best suited to appease the hunger to possess objects 
of true beauty. 

For its “Exhibit of Things Beautiful,” Holland’s secured 
the use of a large modern one-story building known as 
the Goodwin Tavern. The building was temporarily un- 
tenanted, and offered advantages of ample unobstructed 
space, plenty of parking area, and a landmark location 
which most people knew by name. 

The building’s interior, under the direction of a well- 
known Dallas interior decorator who has specialized in 
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exhibition work, was transformed for the Holland exhi- 
bition with royal blue drapes and plenty of special light- 
ing fixtures. The guiding hand of the decorator, who 
supervised the location and arrangement of the many 
displays set up by Holland’s manufacturer-suppliers, re- 
tained the unity and fine-art-display character of the 
exhibition. 

The “Exhibit of Things Beautiful” celebrated the Hol- 
land store’s 65th anniversary (35 years under the Holland 
a fact which contributed to the strongly institu- 




































name) , 
tional character of the event. Impressive announcements 


| | in local newspapers heralded the anniversary exhibit, 
and the newspapers cooperated by grouping advance 
publicity on the “half a million dollars worth” of famous 
manufacturers’ distinctive creations to be shown, so that 
Holland’s announcements made up an impressive “sec- 
tion” in the paper. Engraved invitations sent out by the 








































































store listed the score of leading manufacturers of china, 
crystal, silver and watches who participated in the exhibit. 
The House of Holland’s “Exhibit of Things Beautiful” 
was held Feb. 26, 27 and 28, Thursday, Friday and 
Saturday, and was made an important week-end event by 
citizens of San Angelo and distance-spurning Texans from . 
. : : Mr. Holland's daughter, Mrs. Robert J. Tindall, mod- 
d wide who went out of their way to attend. : . 
far an y eled a $100,000 pearl dress at Holland Jewelry Co.'s 
“Exhibit of Things Beautiful." She can be seen in the 
background of the photo on the opposite page, sur- 
rounded by an admiring group of visitors to the exhibit. 
A e 0) e 
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Holland's regularly promotes its selection Holland's advertised its “Exhibit of Things 
of fine tablewares. This advertisement, used Beautiful" in  semi-institutional style. The 


shortly before the exhibit, points out that newspaper page grouped publicity stories on 
time-honored patterns blend beautifully in the exhibit and related subjects with the 
modern homes; express owner's personality. store's ad, adding to impact of announcement. 
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by W. B. STODDARD 


This bridal window by Donovan & Seamons', Los Angeles, featured silver boudoir 
toilet merchandise, all grouped attractively around a photograph of a bride. 


TABLEWARES 
For the June Bride 





eues in the spring, some jewelers start to 
strike the bridal note in their windows. Some of this 
“pre-season” display is extensive, but in many cases this 
early effort is confined to simple thematic displays built 
around a few items of silver. The all-out bridal displays 
including china and glass these jewelers save for a time 
closer to June. 

This preliminary quiet jingling of the wedding sales 
bells produced some tasteful window displays seen in 
cities along the Pacific Coast. 

Largest, and in some ways most distinctive of the 
windows photographed on a trip that covered California 
and Washington was a display of the Hall Jewelry Co., 
Pasadena. This firm has recently taken over the quality 
china stock of Chas. R. Service, Inc., and has housed 
it in a separate room connected to the main store through 
a large archway. The entire front of the new section is 
elass right down to the pavement and in the daytime cus- 


(Please turn to page 162) 











Hall Jewelry Co., Pasadena, created a wedding buffet display 
using a big life-size bridal figure in this all glass window. 





The bridal accent is provided here by a pair of doll brides, 
which are surrounded by sterling silver and crystal pieces. 


In Santa Ana, Euwarts divided emphasis between bridal dolls 
and a variety of sterling flatware and hollowware articles. 
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Here’s a quality line of beautifully designed 
glassware, bargain-priced for today’s big market of 
newly -marrieds and abeut - to- be-marrieds. Tall 
stemmed and graceful, Jenny and Glenmore patterns 
for people who prefer the more formal table. Low- 
stemmed Baguette and Neptune patterns for today’s 
casual, easy entertaining. 

Each of the four patterns are available in the 
following sizes: 10-oz. Pilsner, 14-0z. Footed Iced 
Beverage, 9-oz. Goblet, 6-0z. Sherbet, 5-0z. Wine, 
34%-oz. Cocktail, l-oz. Cordial. 

Nationally advertised 
These two eye-catching advertisements will reach 
more than 12 million readers this Spring. Let this 
advertising help you sell—give prominent display in 
your store and when folks ask for your help with 


LIBBEY GLAS 
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cift recommendations always suggest glassware— 
high-profit Libbey glassware. 


For complete details see your supplier or write 


Libbey Glass, Toledo 1, Ohio. 
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LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo |, Ohio 
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Theyre New... 





Fable-Lop Fashion 

































1. New line of dinnerware—French Pro- 
vincial, each piece vividly hand-painted 
with an authentic provincial scene sur- 
rounded with band of sunlight yellow; 4 
pce. starter set, $5 retail. California- 
made for Herman C. Kupper, Inc., N.Y.C. 


5. 'Rondo"—8-glass and decanter cordial 3 
set in Leerdam glass from Holland; retail 
$25 in smart new gift box which is also 
safe for shipping. Box is one of many in 
which different sets may be fitted. From 
A. J. Van Dugteren & Sons, Inc., of N.Y.C. 


2. Designed by Belle Kogan, these crys- 
tal glass accessories, with heavy teardrop 
bases, are made in Sweden; covered candy 
dish (6" dia.) retail $12.50; compote (6" 
dia.) $6; there is a catalogue available. 


From R. F. Brodegaard & Co., Inc., N. Y. 
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3. "Plantain" (a name incorrectly spelled 
in March JC-K ad.) pattern in china dinner 
ware from Heinrich & Co., shows fronds in 
muted green and red-brown with touches of 
coin gold; 5-pc. setting retails at about 


$9.75. From Geo. Borgfeldt Corp., N.Y.C. 


4. Delicately stylized pine boughs make up 
this new "Pine" decoration, hand-cut in 
gray finish on full stemware line, retailing 
at $2.25 each; also on 7" plates, retail 
$2.25 each; 8" plates, $2.50. From Fos- 
toria Glass Co., of Moundsville, W. Va. 


6. Richly decorated ceramic clocks are in 
pink, green, white or blue; from left to 
right: 6%" clock with cherub, $35 retail; 
91/4," clock with rose, $45; 73" clock with 
flowers, $32.50. Created by Heirlooms of 
Tomorrow, of Manhattan Beach, California. 
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,.» They'll Be Selling 


and Home Accessories 





|. "Carmel"—small cluster of gay-hued 
tulips with leaves of platinum, and fin- 
ished with platinum lines; it is done on 
the "Encanto" shape in Franciscan China, 
and 5-pc. setting is $18.75 retail. By 
Gladding, McBean & Co., of Los Angeles. 


4. New "Shelton" decoration of mitre-cut 
diamonds on Tiffin crystal glass stemware 
with square button in the stem; the line 
consists of goblets, wines, sherries, and 


sherbets, and retails for $27 a doz. By the 
United States Glass Co., of Tiffin, Ohio. 
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2. Taken from an I8th Century textile de- 
sign is this famous old “Rosebud Chintz" 
pattern in Spode dinnerware; it is printed 
in pink and handpainted underglaze in yel- 
low and green; done on "Charlotte" shape. 
From Copeland & Thompson, Inc., New York. 


5. New "Mary Stuart'' decoration on the 
coupe shape in Royal York china from 
Bavaria, has large pink rose in center and 
a leaf-and-bud border design done all in 
gold; 5-pc. place setting, $15.30 retail. 
From Midhurst Importing Corp., New York. 


3. Unusual decorative effects characterize 
this series of accessories fashioned in heavy 
crystal glass from Orrefors, in Sweden; 
1034" vase, $37.50 retail; 934" vase, $20; 
bowl, $10.75. Sold by Fisher, Bruce & Co., 
in the East; and by Axel Zacho, in West. 


6. "West Wind''—new cut stemware pattern 
of windblown leaves around the wide bowl 
of "Embassy" shape, made especially for 
this decoration; it may be retailed for $33 
a dozen; salad plates to match. From 


Duncan & Miller Glass Co., Washington, Pa. 
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by MADELINE LOVE 





NEW dinnerware line will be introduced to the 

market at the China and Glass Show in New York 
next month. Made in California especially for Herman 
C. Kupper, Inc., it is French Provincial in character, each 
piece handpainted with an authentic scene from the 
French provinces. They are done in bright colors and 
each piece carries a backstamp identifying the scene on 


that particular item. 
st *% 3 


a W. BERNTHAL, formerly of Atlas China 


Co., has been appointed exclusive Eastern represen- 


tative for the Crown Potteries. He is in association with 
the Lenart-Gladstone Co., at 225 Fifth Avenue, New York 


OHN F. McANDREW, who joined Castleton China 
Inc., in August, 1951, and has been manager of the 
New York offices since last November, has been appointed 
merchandising manager of the company. He will divide 
his time between New York and the factory’s main office 
in New Castle, Pa. 


Pe Gift Box Corp. of America, New York, has ap. 

pointed two new sales representatives. D. J. King, 
of King Sales Co., Dallas, will represent the firm ip 
Texas, Oklahoma and Louisiana; and Mrs. Jeanne M. 
Burk, of Coral Gables, Fla.. will be the Florida repre- 
sentative. 


CHARTER has been presented to a Philadelphia 
Chapter of the Gift and Decorative Accessories As. 
sociation of America. Benjamin Beitchman is president 
of the new chapter. 
% % tt 
HE United States Potters Association is planning to 
participate in two national shows in New York this 
year—the National China, Glass and Pottery Show at the 
Hotel New Yorker, July 19 to 24: and the National Home 
Furnishings Show at Grand Central Palace, September 
17 to 27. John T. Hall, Association president, says the 
group will play host to visiting buyers and trade editors 
in an American Dinnerware Fair headquarters to be 

















PAUL A. STRAUB & C@O., INC. 


19 East 26th Street (Near 5th Avenue) 


Ba varian 


OPEN STOCK 
DINNERWARE 


SJ be | 


Pattern No. 8045 


from 


LORENZ 
HUTSCHENREUTHER 


AVAILABLE IN 
OPEN STOCK AND 
94 AND 64 
PrEcCE SETS 
AND 
PLACE SETTINGS 


New York 10, N. Y. 
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You'll Sell More Lighters 


if you feature Zippo — like this: 


Show your customers why Zippo is the world’s most reliable lighter: 





























IT LIGHTS WITHOUT FAIL IT LIGHTS IN A BREEZE “IT LIGHTS FOR LIFE 
on the very first zip. Lights even in rain. or we repair it free’’ 
Why zip, zip, zip? Outdoor-indoor favorite. —maker’s guarantee. 


[Bor Offer your customers a choice, from these many handsome models: 
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ENGINE TURNED MODEL TOWN AND COUNTRY SPORTS SERIES LEATHER-CRAFTED SERIES BRUSH FINISH—PLAIN 











Smart, sophisticated quality Choice of six sports designs, Attractively decorated with Comes in handsome black or Plated in fine quality chro- 
chromium plate, enriched by beautifully inlaid in perma- designs featuring popular blue Morocco, tanor red rep- mium, buffed to a velvety, 
exquisite engine turning. nent ceramic colors. sports, engraved in color. tile or brown alligator. soft-toned brush finish. 
Retail Price... ......$5.75 Retail Price.........$8.50 Retail Price.........$4.75 Retail Price. ........$6.00 Retail Price.........$3.50 
he ligh 
the lighter 
1 that makes 
. 
friends 
Prices include Fed.Excise Tax.© Zippo Manufacturing Company, . 
Bradford, Pa. In Canada: Zippo Manufacturing Co. Canada, for life 
Ltd., Niagara Falls, Ont. Ptices slightly higher in Canada. 








Some ot “Brush Fnsh-Ploin’, Hos the atvrel gleam ond (CALM OLDE So] DET gt 7 The 
with looped hinge for attach- sparkle of chromium plating of 

ing chain or strap. the finest quality. ZIPPO FL IN TS A ND FL UID Hy 

Retail Price......... $4.00 Retail Price...... ... $4.75 
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established at the New Yorker for the July event. At the 
September Show, a working exhibit is to be sponsored 
jointly by the Association and by the National Brother- 
hood of Operating Potters. The Association is holding 
an American Dinnerware Fair October 11 to 17, as its 
culminating event of the year. 


% % 3$ 


DANIEL PRICE 





| IEL M. PRICE has been appointed sales represen- 
tative for the Duncan and Miller Glass Co., in the 
Chicago area, with offices and showroom at 1549 Mer- 
chandise Mart. Prior to joining Duncan and Miller, 
Mr. Price was on duty with the United States Navy. 


* * * 


gnaind pottery manufacturing and distribution organi- 
zation has been formed with the consolidation of 
the Royal Hickman Industries and Bernard Lipman, Inc.., 
to be known as the Hickman-Lipman Industries, with 
permanent showrooms in New York, Chicago, and Los 
Angeles. Royal Hickman, well-known ceramic designer 


and manufacturer, will head that end of the business jy, 
Los Angeles, while Mr. Lipman, who has his own dis. 
tributing organization in New York, will be in charge of 
all sales. Dinnerware, artware and lamps will be jp. 
cluded in the firm’s output. 
* % % 

ILLIAM L. HUGGINS III has been named distri, 

manager for Lenox, Inc., of Trenton, N. J., in the 
North Central area, with headquarters in Minneapolis, 
Edward D. Payne, Jr., continues as Midwest distribution 


manager, with headquarters in St. Louis. 
*% * % 


Ingredients and Craftsmanship 


(From page 134) 


terms are synonymous) there are different types and, 
of course, different qualities. All are difficult to produce 
and the higher the quality the greater the production 
problems. Every step of the manufacturing process, from 
the purification and mixture of the ingredients through 
the final firing, requires the most exquisite care and skill; 
and at each step, the ware may be irrevocably ruined. 
Human hands, not machinery, are responsible for the 
shaping and decorating, and when they falter, or when 
something goes wrong in one of the three separate firings, 
there is little that can be done to correct the error. 

This is, of course, one of the chief reasons for the rela- 
tively high cost of china. And the wide range of price 
of patterns in any one china line is due to the varying 
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* Authentic” 


Actual scenes from many French provinces, identified by backstamp on the various 


pieces, 
green borders and graceful gadroon edge. 
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Informal Dinnermane’ ROM “Crees 


x < nnarerecohnganeqnscetieanaenenn 


Cheerful a for 1 “table settings 
with all the flavor and charm of French | 
provincial living. } 
Handpainted : 
Fired fg permanence 
tie. "e~ Ovenproof: r 





Available in Open Stock. 
4-pc. Place Setting (10%4’ dinnerplate, 
b&b, tea cup & saucer): $5.00 





FRENCH SCENES 


in lovely blues, greens, pink and burgundy... framed by yellow and 


© aiillmeyihs) N.Y. Chi lass Show! 
ell Hotel New Yorker . 


Rooms 511 & 512 
July 19th - 24th 





HERMAN. C. KUPPER. INc. 39-41 W. 23rd St. New Yor 10/N. ¥ 
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amount of work required in the decoration and the costli- 
ness of such materials as gold or platinum. . 

Different countries use different processes in the making 
of the china, and even different factories evolve their own 
formulas in mixing the clays and minerals which make up 
the “body” of the ware. England is the only country 
which produces bone china dinnerware, and just as its 
name implies, it actually contains bone—oxbones burnt 
and then ground to a fine white powder. Ware from other 
countries, including our own, are roughly grouped as 
“felspathic” chinas, because of the high percentage of 
feldspar they contain. Our own country was late in enter- 
ing the fine china field, but it has developed fast. Until 
the mid 1930’s, there was only one really great brand of 
American china for the home; now there are seven or 
eight well-established brands and the leaders are making 
china which can hold its own with any made in the world. 

Earthenware is a term which covers a great deal of 
territory, from good to bad. And like the little girl, when 
it is good it is very, very good. England, for example, 
has for many years taken enormous pride in its “fine 
earthenware’ dinnerware and world-famous names are 
stamped on it, in several instances the same names which 
are also stamped on bone china. And we have been doing 
some interesting things with earthenware in this country, 
too, in recent years, greatly improving the body and the 
styling of even our cheaper grades. The influence of 
California potters has been powerful in both china and 
earthenware, contributing new ideas to both the make-up 
and design in both types of ware. 


EARTHENWARE FORMULAS VARY 


In earthenware, as in china, formulas differ widely 
from pottery to pottery, depending upon the quality or 
the type desired. There are different kinds of earthenware 
—stoneware and ironstone, for example—and they de- 
mand different ingredients, different firing temperatures. 
The same is true for the range of quality, some of the finer 
bodies being fired at such high temperatures that they 
approach vitrification. Sometimes these are called semi- 
porcelain, although they are actually earthenware— 
opaque, non-vitreous, and porous if cracked. 

Earthenware should not, however, be looked upon as 
a sort of second-rate china. It has beauty and desirability 
of its own, and because of the special qualifications of the 
body and the lower temperatures to which it is subjected, 
the range of decorations is much wider than in china. 
Softer effects may be obtained, underglaze decorations 
can be used, and colors applied which will not stand the 
extreme heat of the china kiln. 

Both china and earthenware are formed in much the 
same way. Various modifications of the potter’s wheel— 
some manipulated by hand, some by machinery—are used 
to make plates and other flat pieces. The process is called 
“jiggering” and it means that a flattened lump of clay is 
pressed down over a revolving mold, while a “profile” 
tool shapes the back of the plate. Cups and bowls are 
fashioned by a variation of this process called “jollying,” 
while the more intricate pieces are made by casting—pour- 
ing slip, or semi-liquid clay, into a mold. The molds for 
Jiggering or casting may contain an embossed design, 
or an embossment may be later added to the piece by 


hand. 


The ware is then given the first or “biscuit” firing. After 
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CANTERBURY 


Far the. 








Fine English 
dinnerware 
designed specifically 
for casual 
American living 


spt ORL SOREL IED be ay ps, 
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°  e Blue 
* decorations 
* on blue body 






. ° Green — 
, decorations 16-piece 
on blue body ‘ ' starter sets 
*  @ Undecorated | Saag ee CANTERBURY 
: — or TULIP $8.95 
J Undecorated $6.95 


TULIP 


*oeeeteeeeseeee (Retail prices) 


We believe that the solid-colored body of Blue Mist — 
in Booths Ribstone Shape—will establish a new 
trend. The ribbed surface decoration is confined 

to the rims of the plates and the outside perimeter 

of the serving pieces. Here are modern decorations — 
under the glaze—simple, informal—for daily use 


and a lifetime of service. 


Write today for illustrated Brochure #19 giving all 
details of styles, sizes and prices. MIDHURST IMPORTING 


CORPORATION, 129 Fifth Ave., New York 3, N. Y. 


Pooths 


fine English dinnerware 
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creates 5 

both 

profit | 
and 
prestige 


The name of WALES is 


recognized by your cus- 
tomers ... to them it 


for 
your 


means finer quality, high 
styling and greater value 
..-1O you, faster turnover 
and extra sales which 
means increased profits. 


store. 





44333 





LAS VEGAS -1722 
Removable 8-view pass case, 
zipper bill pocket, plus extra 
compartments, hand tooled 
with double hand lacing, 
Maple Cowhide. List $7.50 


Send today for a full col- 
or catalog of the WALES 
line . . . You'll be glad 
you did. 


Send for sample assort- 
ment today. 





1366- 


Removable 8-view picture holder, with gusset change 
pocket. Choice of Ked, Green or Navy. 
List $3.50 


fe 
WALES 


COLUMBIA WALESCRAFT. LTD. 
22 W. 32nvd STREET. N.Y. 1. N.Y. 
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this, china is covered with a heavy, glass-like liquid calleq 
“glaze” and fired again until body and glaze are fuseq 
together. It is then decorated by hand-painting, gilding, 
printing, decalcomania, and fired once more at a much 
lower heat. This is called overglaze decoration. 


Earthenware may be decorated either over or under the 
the glaze. A somewhat limited palette of colors may be 
used in underglaze decorating, because of the heat of the 
glost oven, but they are, naturally, more enduring thay 
overglaze patterns. The latter are more brilliant in tone. 
however, and if gold is used, it must be applied overglaze, 

The glaze, itself, may create the decorative effect for 
the ware, if it is tinted in various colors, Or, occasionally, 
color may be added to the clay mixture before it is formed 
to make ware with a “body color.” 

Almost all of the glassware to be found in the jewelry 
store is hand-made. This means that a craftsman has 
taken a blob of white-hot molten glass from the furnace, 
and, without daring to touch it with his hand, has fash. 
ioned it into an object of beauty. This sounds contra. 
dictory, but “hand-made” really refers to the higher 
qualities of glassware which have been wrought without 
the aid of machinery. There is machinery which auto- 
matically makes stemware and other forms of tableware, 
and does it increasingly well. But it is self-evident that it 
cannot give the finely-detailed care that is always apparent 
in hand-crafted ware. So we talk of hand-made glass. 


TWO TYPES OF GLASSWARE 


Like dinnerware, glassware is of two different types— 
lead glass and lime glass, and each has its own definite 
place in the scheme of things. Glass which contains a 
preponderance of lead is heavy, with a brilliant finish and 
a resonant ring, and is particularly adaptable for cut 
decorations. It is used for the fine, hand-blown glass 
which your customers want most for their tables. 

Glass dominated by lime is lighter, has less brilliance 
and resonance. But it is pliant and flexible in character 
and lends itself readily to the process of pressing. It can 
be blown, too, and is so used in very inexpensive lines 
today—and it is also the glass used in the costly and 
intricately-designed Venetian glass, in whose making 
ductility is a prime prerequisite. 

With the exception of this Venetian glass, lime glass is 
less expensive than lead. But there are, of course, various 
qualities of each, based on the formula of the “batch” of 
glass, the purity of its ingredients, and the care and 
artisanship with which it is made. As a rule, the flick of 
a fingernail against the rim of a goblet tells the quality 
story—if it “rings” it is glass with a high lead content. 
Sometimes, though, even a fine quality goblet will not 
“ring” because it is not held correctly. To get a clear tone. 
hold it up by the foot and tap the rim cleanly but gently. 


Clarity and brilliance signify quality, too, and so does 
freedom from flaws. And the conscientious manufacturer 
does his utmost to obtain all three in his glass. But just 
as no diamond is ever flawless, no hand-made article is 
ever completely free from defects. High-quality glass- 
ware goes through rigid inspection at the factory, but if 
pieces were discarded because they contained a tiny 
bubble or showed a shear mark, very little glass would 
ever get on the market. It all shows some faint sign that 
it has been made by human hands. 
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Hand-blown glass is made by the most ancient of 
methods—by blowing a bubble of molten glass at the end 
of a blow-pipe and then forming into shape with hand- 
tools or in a mold. Throughout this process, it must be 
kept at extremely high temperature, and handled with the 
utmost dexterity. Artistry of a high nature is required 
to make a goblet wholly by hand-tools, or “off-hand. 

In this country, only a very little stemware is made 
entirely by hands wielding paddles, shears, and such tools. 
Most of it, by far, is fashioned by lowering the bubble of 
molten glass into a mold, and shaping the piece by blow- 
ing through the pipe and by gentle manipulation. This 
forms the bowl of a goblet; the stem is usually made by 
pressing and the foot is added by a “caster” who turns 
and shapes it with the aid of a wooden paddle. 

The pressing of glass is an American invention, devised 
in the day of Sandwich glass in New England. The 
process starts with the hand-sculpturing of the artist's 
design in the inner surface of a metal mold. A worker 
holds a mass of molten glass over the mold, the presser 
shears off the exact amount needed for the piece to be 
made, and forces the plunger down. When the clock in 
his mind says “Now” he opens the mold and the piece of 
glass is there, ready for finishing touches, including fire 
polishing. It is the quality of the “batch,” itself, the 
craftsmanship of the presser, and the amount of after- 
work and polishing which the glass receives which makes 
the difference between good ware and indifferent ware. 
You can tell the difference by sight and by touch. 

Both blown and pressed glass pass through an annealing 
lehr after it has been fashioned, so that it may be grad- 
ually cooled and tempered. When it emerges, it may be 
finished ware or—as is usually the case with tab!leware— 
it may go to the decorating shop for cutting, etching, 
engraving, or touching with color or precious metals. 
Sometimes, of course, the color is in the glass, itself, or 
it may be sprayed on or applied with the brush. 


COLORLESS GLASS 


The word “crystal” is used commercially to mean color- 
less glass, although most people think of it in terms of the 
highest quality of lead glass. And a “rock crystal” cut- 
ting, to the trade and to many a consumer, means a fine 
cut pattern—although the term means something far dif- 
ferent to the jeweler. Actual rock crystal was one-upon-a- 
time carved into the form of goblets, and those in existence 
today are museum pieces. When you sell “rock crystal 
stemware’ today, you are simply selling cut stemware. 

Cost of stemware depends upon the quality of the batch, 
the purity of the ingredients, how meticulously they are 
mixed, the way it is fired (in clay pots or in metal tanks, 
with pot glass representing the higher quality), how much 
handwork is done and how well it is done. Within the 
lines of a single factory, the variation in prices are usually 
based on the handwork. although some manufacturers 
make stemware lines with different degrees of lead con- 
tent, which varies the price. 

Hand-cutting, done with abrasive wheels, is usually 
polished afterwards; sometimes it is left “‘as is,” and is 
called a “gray cutting.” Or the design may be combina- 
tion of both. Engravings are done on glass with small 
copper wheels, and it constitutes a really great art. It is 
only rarely done on stemware—usually on a_ costly 
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A new Vista Alegre pattern 
from Portugal 


Sales of Vista Alegre fine china dinner- 
ware have been so satisfactory that we 
are introducing ROWENA as our fourteenth 
open stock pattern. You can be sure that 
beautiful new ROWENA will be as successful 
as the first thirteen Vista Alegre designs. 
ROWENA’s graceful leaf and tendril motif 
is hand painted in forest green and coin 
gold on the Vista Alegre spiral shape. 
Coin gold edge line and half-mat coin 
gold handles give added distinction. 


Be sure to see ROWENA— with other 
new china and earthenware dinner- 
ware patterns—at our exhibit in the 
National China, Glass and Pottery 
Show in New York City, July 19-24. 


Exclusive U.S. Representative 


Fisher, Bruce & Co. 


One of America’s Largest Open Stock 





Dinnerware Houses 


221 Market Street, Philadelphia 6, Pa. 
1107 Broadway, New York 10, N.Y. 
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from SWEDEN 


PHI DIAL dy Brodegaard 


Designed by Belle Kogan 


. A handblown modern 
gn for living today. 





Nationally advertised KUNGSHOLM DRINKWARE has received immediate sales 
acceptance by retailers and consumers alike. In 6 styles: 

CORDIAL ICED TEA COCKTAIL 
HIGHBALL JUICE or WINE SHERBET or CHAMPAGNE 
of $15.00 per dozen retail. Complete details gladly sent. 

At the NEW YORK CHINA & GLASS SHOW 


Hotel New Yorker, Room 503, July 19th to 24th 


R. F BRODEGAARD «&« CO., INE. 
225 FIFTH.AVENUE NEW YORK: 10, N.Y. 


: 
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THE VW FINE ENGLISH 


DINNERWARE 


COPELAND 


2A) 
. ; SPODI 
Fine English Earthenware ees 
ENGLAND 





an) 
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; . SPOLE 
English Bone China COPELANcS CHima 


Lowestoft Stone China 





Made in England by W.T. COPELAND & SONS, LTD. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N.Y. 











Nationally Advertised FRANCONIA CHINA 


ANNOUNCING 8 NEW PATTERNS .... in our ex- 


tensive line. Prices range from $6.95 to $16.50 retail for 5-pc. 
Place Settings. Stock carried in New York. 


To be introduced at the N. Y. CHINA & GLASS SHOW, 
HOTEL NEW YORKER, Rooms 511 & 512, July 19th-24th 


Illustrated : 
“ELEGANCE’’—a new modern shape with finest gold trim. 
‘“‘“GRACIOUS’’—same pattern in finest Platinum. 


5-pe. Place Setting. 10°4” dinner plate, either pattern: $11.85 
(Slightly higher South & West) 


HERMAN C. KUPPER, inc. 


39-41 WEST 23rd ST. 
NEW YORK 10, N. Y. 














VINE LEAF 


Another distinctive pattern by *RoyAL VIENNA 
AUGARTEN. 

Delicate Vine leaves are hand-painted in a rich 
green on gold-edged, white translucent china. 
Vine leaf is available in complete open stock, 


dinner services and matching accessories. 
*T.M. Reg. 


During the China Show, be sure to visit our permanent 
showrooms and see the complete Vienna Augarten line. 


Shudeon Art Importing ce. .* 


225 Fifth Avenue New York 10, N. Y. 
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decorative piece of glass. Etchings are first done on a 
late and the pattern is carried on a waxy-inked 
o the surface of the glass; stripping away the 
aves the glass coated with wax excepting for the 
which is then etched into the glass in an acid 


steel p 
paper t 
paper le 
design, 
bath. 

Only the highlights of china and glass making have 
been given here, enough, perhaps, to help you to encour- 
age pride of possession in your customers. Every manu- 
facturer or importer of quality ware, however, has book- 
lets or even talking pictures which go into much greater 
detail, and they are available to the jewelry store. 





Quality of Design 


(From page 137) 


each guest is comparatively new, originating probably 
around the 19th century. Therefore, the design of flat- 
ware in any great quantity really started in the 18th cen- 
tury. Silverware made then was fashioned by hand, most 
of the pieces were plain, as the craftsmen undoubtedly 
sensed the intrinsic value of the metal itself. 


With the beginning of factory production, the plain 
surfaces disappeared in a gay, wild use of rosebuds and 
garlands. In the manufacture of most objects, the simpler 
the product, the easier it is to produce in volume, but the 
very nature of silver permitted the toolmaker to emulate 
the effect of hand chasing and carving. He let his fancy 
loose and turned out thousands of machine-made pieces 
that imitated hand-crafted flatware. 





Tables groaned under huge quantities of food and 
massive utensils. Not only were the pieces heavy, but the 
assortment was large; sometimes as many as 150 different 
types of pieces were owned by one family. Designers 
were influenced by architectural details, furniture decora- 
tions and every period was given an opportunity to apply 
ornamentation to silver handles and hollowware. There are 
patterns on the market today dating back to the Renais- 
sance, which may suitably be used in homes that are elab- 
orate and formal in their general decoration. 


The three French kings, Louis XIV, XV and XVI, 
greatly influenced the art of living as we know it today. 
Details of furniture and architecture of the 17th and 18th 
centuries in France were inspiration for designers who 
were making silverware. 


During the time of Queen Anne in England, excellent 
and comfortable furniture forms were produced. Silver- 
smiths adapted this feeling for simplicity in designs of 
quiet dignity, relieved by narrow graceful border treat- 
ments. 


After Queen Anne’s reign, designers turned to Chip- 
pendale and early Georgian design. During this period, 
electro-plating of silver was introduced. Previously, only 
the wealthy could afford silver. Silverplated ware began 
to be commonly used. Designers of that period have also 
affected present day creators, and new patterns still re- 
flect these old designs. 


Following the Chippendale and Georgian period, the 
Adams brothers became the strong design influence. In 
England, they were responsible for the classical style 
which grew from the ruins excavated at Pompeii. Their 
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You'll be wise to follow 
Santa’s advice...buy now for 
house, dolls, and guys at the 


5th western jewelry & silverware show 


(including china and glass) 


Do your Christmas and fall shopping early 
where you can see the mostest...firstest... 
and fastest...all under one roof. 

Your 130 days before Christmas 

will be brighter because you were here 


august 16-19 «1953 


sunday through wednesday 


los angeles 
BILTMORE HOTEL 





A Los Angeles Trade Fair Show... 
Sponsored by Los Angeles Chamber of Commerce 
and California Retail Jewelers’ Association 
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Stainless Steel Blades 





ili fone... 
Viinlviidge Chena 


350-380 SOUTH RAYMOND AVENUE 
PASADENA 1, CALIFORNIA 
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For New Goods or Repairs 


A. Bottle Opener (Ring Type) 8. Cap Lifter (Hook Type 
C. Knife Blade (Medium) D. Cheese Scoop 


Leading silversmiths and repair shops look to * Ee ~ tt 
Northampton for finely finished forged stain- at Choad 
less steel blades. Unequalled for quality, PYCOUN 
beauty and craftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. The smart, the adaptable fine dinner china pattern in eight sparkling 
Prices and illustrations gladly furnished. 


(colored shoulder, gold bands) 


shades. Dark teal green, light sage green, grey, blue, coral, yellow, pink, 


and sand. $15.50 a 5-pc. place setting. Write for your free folder. 


NORTHAMPTON CUTLERY COMPANY @ | 
NORTHAMPTON 2, MASS: @ _ ESTABLISHED 1671 || 

















Stamp NAMES 
or MONOGRAMS 


ON 

FOUNTAIN PENS 

LEATHER GOODS 
WRITING PAPERS 
GIFT ITEMS 


Make your own 
Price Cards 
Price Tags 





SPACE SAVING—5 PIECE PLACE SETTING EASEL 


The perfect means of creating the most effective displays of 
chinaware with the minimum use of valuable space. 
Designed Exc.usiveLy for plates of traditional shape. 
PATENTED and obtainable only through us. 

#$ 273—3%4" x 131%”. $19.20 doz. 

# 233—Not illustrated, same as #273, without loop. $14.40 doz. 
# 263—Not illustrated, for Court, square or conventional 


NOW YOU CAN RENT shapes. $25.80 doz. 


7 : : # 203—Not illustrated,same as + 263, without loop. $21.00 doz. 
the simple, easy-to-use Kingsley Machine Write for illustrated price list of StvcLe Tray EAsets and 


Write for full details. Five-Piece Place Setting Easels. | — 
Leading designers and manufacturers o} plastic display easels. 
a Y 
Kis SSO kef STAMPING MACHINE CO. Western Art Co. 
HOLLYWOOD 28, CALIFORNIA 1596 York Avenue Dept. 46 New York 28, N. Y. 
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architectural achievements gave rise to new patterns in 
silver, china and glass. Heppelwhite and Sheraton are of 
this period also, and probably no other group of archi- 
tects and cabinetmakers has so influenced the furniture 
and furnishings used-in American homes. 

Following this period in England, the Empire style of 
France arose as a result of ruins uncovered in Greece and 
Italy. The classic formality of both Directoire and Em- 
pire has provided many ideas for sophisticated decorators. 

Regency and Victorian offered a welter of jumbled 
patterns and bric-a-brac from which present day design- 
ers have tried to extract certain motifs and objects of 

reat charm. Perhaps the most attractive contribution 
of the Victorian age is to be found in decorative acces- 
sories, some of which have been effectively reproduced 
in china, glass or silver. 


EARLY AMERICAN INFLUENCES 


Early American and Federal American influences on 
silver design are very strong. Master craftsmen of this 
period, of whom the most famous is Paul Revere, pro- 
duced simple and beautiful designs in pewter and silver. 
Also highly prized is the early glassware of Steigel and 
Wistar. There has been wide acceptance of both the Colo- 
nial and the Federal style of the 19th century in present 
day design. Furniture and furnishings of these two 
periods were by far the most popular on the market until 
the last twenty vears. 

The dictionary defines “Modern” as pertaining to the 
present. Since tomorrow is invariably changing to be- 











come the present, it is not surprising that in the 25 years 
that the style known as Modern has existed in this coun- 
try, it has been marked by constant change. Predomi- 
nantly French and Scandinavian influences propelled our 
designers into a new concept of design. Because it is a 
living, evolving thing, the contemporary style has gone 
through various experimental stages. Its first forms were 
based on functional logic, a direct swing away from the 
sentimental, over-ornamentation and fussiness of the Vic- 
torian era just past. Design with such a purely intellec- 
tual appeal was meant for only the few. 


CHANGES IN LIVING CUSTOMS 


This strictly functional approach has changed. The 
designer of today seems to have found a formula that 
combines design integrity with a feeling of warmth and 
livability. The changes in living customs, in dining and 
entertaining have called for a studied plan of reducing 
the vast quantity of rarely used items to a few basic 
pieces that can be used for many purposes. Simplifica- 
tion, which characterizes our present period, has caused 
designers to give much thought and effort to this trend. 
Silver seems to have come last in this break with tradition. 
The china and glass industries boldly ventured into the 
changing market with new merchandise. 

This reference to Modern is not intended to imply that 
old or traditional designs are not good. Change is part of 
our living compulsions and each period in history pro- 
duces objects that reflect its own image. Good design of 
one period is good design in any period, though two 
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21 West 46th Street 








| Metals of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


||| W. solicit your Sweep ™ 


Filings —Scrap Gold and 


Platinum — Metals 


Your Ol Gold Shipments | 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 
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Special Alten lion 


New York 19, N. Y. 
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For faster turnover 
... at full profit 



















































Price-Mark every 
item with accurate, legible 


MONARCH Price-Marking 
SYSTEM 


Clearly legible price-marking saves time, helps sell more 
merchandise faster. This is true in stores of every size, with 
merchandise of every kind — especially where any quick 
self-service is used. 

Records are easily kept and there is no hard-to-mark 
merchandise when you use Monarch Price-Marking Machines 
and Supplies. 

Send the coupon for complete information about Monarch 
Price-Marking machines and systems; also free samples of 
their neat, accurate work. 


Monarch Junior Price-Marking Ma- 
chine. Hand-operated. (Also avail- 
able with motor drive.) Price-Marks 
60 sizes of 9 styles of neat, tamper- 
proof tickets, tags and labels for 
use on every kind of merchandise. 


$75* 
Price F.0.B. 
Factory 





Sturdy, compact, light enough to 
carry anywhere in the store, the 
Monarch Pathfinder price-marks 33 
sizes of 10 styles of tickets, tags and 
labels. Gives the most price-marking 
help at lowest equipment cost. 


woe? 


$45.00* Price F.0.B. Factory poet EOE ee 


*Prices quoted are for U. S., possessions and Mexico. 
State and City Tax when applicable, extra 
FILL OUT, CLIP AND MAIL TODAY 
3 
the MONARCH 








pmonach] Marking System Company 


216 South Torrence Street, Dayton 3, Chio 








Without obligation, tell me more about price-marking 
merchandise with the Monarch Price-Marking Machines. 








ADDRESS oer 
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STORE NAME — | 
| 

| POST OFFICE ZONE___STATE | 
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| periods may not necessarily mix well when placed to. 


gether. A Cellini bow] may look all out of place on a free 
form table in an all glass house. However, a Revere how] 
may be quite compatible. 

One of the attributes of fine contemporary design jg 
that it has a wide range of applicability. Its directnesg 
permits it to be used in harmony, or as a note of con. 
trast. Perhaps the simplicity of Modern frightens some 
people. The familiar rosebud, leaf or shell to recall what 
one used in childhood, is missing. Remember that sin. 
plicity in itself, to be well done, often requires a far 
greater degree of skill in achieving than an ornate object, 


GUIDE YOUR CUSTOMERS 


With this background of design influences in mind, the 
avenues by which you may guide and direct your cus. 
tomer’s choice, are endless. Wisely combined, modern 
flatware can be the perfect foil for fine, decorated china 
and beautifully cut glassware. On the same principle, 
heavy, ornate silver can provide a rich contrast for china 
of utmost simplicity and restraint and plain, low-footed 
elassware. The combinations are infinite. Look for good 
basic forms and interesting contrasts of color and texture. 

While the china and glassware industries have been 
ageressive in their design programs, upon careful study of 
the patterns and shapes available, you will find that the 
basic functional forms have changed very little. Because 
of small storage space and absence of servants, the Ameri- 
can housewife seeks compact sets of china and glass with 
smooth, simple stackable shapes. 

Color, too, is important as the background for dinner- 
ware patterns. The gleam and glitter of silver and glass. 
ware are like jewels on a smartly gowned woman. They 
provide a sparkling highlight and add zest to a tradition- 
ally pleasant custom. 

Our high economic standard has reduced the number 
of extremely wealthy patrons of your business, but it has 
added a vast market of consumers who are acquiring the 
taste, the money and the desire to own the best in design 
and quality. It is up to you to direct them in a wise and 
satisfactory choice. 

Talk design and designers to stimulate your customer's 
interest in the human being whose creative effort goes 
into the making of the objects she buys. Too many people 
take mass-produced design for granted to a point where 
it has become an anonymous product of a machine. 

Your customers are interested in the background of 
the rich, traditional objects you have to offer them. You 
can give these products a personal, living element by 
familiarizing yourself with the techniques and the crea- 
tors that make these fine designs possible. 


About the author: 


Belle Kogan is a well-known industrial designer who specializes 
in home furnishings and accessories. She has designed, over 4 
period of years, many lines in ceramics, glass, silver, plastics and 
wood. Miss Kogan has maintained her own studio for the last 
20 years, and is also co-owner of the Quaker Silver Company. 

A Fellow and an active member of the Industrial Designers 
Institute, Miss Kogan has been chairman of the New York Chapter. 
She has written many articles for magazines and newspapers, has 
appeared on radio and television programs, and on the lecture 
platform. 
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Modern Techniques plus Gracious Decor 





In Bockstruck’s New China-Glass Area p R () M OTE 
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This impressive china and glass department was created 
out of space formerly used for office and stockrooms at 
the back of the store of H. Bockstruck Jewelry Co., 
69 E. Sixth St., St. Paul, Minn. New office quarters for 
the business were found in an adjacent building. 

In spite of the quiet traditional charm of the room, 
which was opened up as a continuation of the main store, 
the fixturing and display techniques are right up to date. 
The Regency-style mahogany cases are equipped with 
adjustable glass shelves, becoming narrower toward the 
top. so that the recessed case lights illuminate every piece. 
Reserve stock drawers are below. China displayed on 
the lowest level is arranged in place settings with silver 
and glass. 

Furniture includes an extension dining table set for 
six, four chairs, and, along the back wall, a glass top 
display table case in which boudoir items in silver— 
brushes, combs, hand mirrors—are shown. 

Bockstruck’s china and glass department stocks a wide 
selection of open stock patterns by five top makers, and 
the selection is to be expanded by English bone china and 
products by leading English potteries. As can be seen in 
the corner cabinets, a wide selection of figurines is carried. 
Crystal is represented by the products of three top manu- 
facturers. 

Careful study of the photograph of Bockstruck’s china 
and glass area shows the importance of details in creat- 
ing the “stately home” atmosphere in this selling area. 
The choice of the full width carpeting, upholstered chairs, 
magnificent chandelier—even the ivy atop the corner 
shelving units —contribute much to securing this effect. 





Peacock’s Provides an Example 
(From page 141) 


announcements, personal stationery, etc., available at 
Peacock’s. These are contained in a jacket which is in 
itself a second invitation for the bride-to-be to visit the 
store and make use of its special services. 

The final direct mail effort, one which produces a sub- 
stantial response, is a personal letter to the bride-to-be. 
This is usually a short note, written by Mrs. Snell on her 
personal stationery, stating that she would like to meet 
the prospective bride and to be of service. Between 250 
and 300 of these personal notes are written every week. 
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Undersells them 
all — ladies 17- 
Jewel beauty, 
heavy 10K yel- 
low rolled-gold 
e plate case, J-B 
cord attachment 


AT A 


PROFIT 


Lisi) - 





WITH 


TOWNE 


WATCH 


LEADER 



























17-JEWEL 
SUPER - SPECIALS 


i $995 


SN our PRICE 


\ Men’‘s special, 

. precision 17-Jewel, 
heavy 10K rolled- 
gold plate case, 
padded leather 
strap — a profit- 


FULLY i 

) packed quality 
GUARANTEED & &\ Price-beater. 
10-DAY 
INSPECTION 


Presentation 
Boxes... 


75¢ each 


Order these te. 
terrific sellers \ 
today — beat the . 
price-cutting competi- 

tion with real promotional 
values that EARN PROFITS. 
There’s never been a buy like 
this. Order now. Also see our com- 
plete selection of high-styled, precision 
crafted Towne watches — ask for full 
descriptive catalog. Towne watches are 
sold through retail jewelers only. 






TOWNE WATCH CO. 























“a 
f TOWNE WATCH CO. - 
- 29 East Madison St., Chicago 2, Illinois 5 
- Ship Towne Men’s Specials - 
5 Ship Towne Ladies’ Special s 
5 Ship Presentation Boxes 3 
: [] Send complete catalog ~ 
3 a 
‘ Name a 
5 Address i 
- City State : 
& a 
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NEW Worchamdising, Marvel 


MOTION 


EYE APPEAL 
Jnerane 


Cale 











ROTATES BY 
Fingertip Control 














SERS 
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Counter 
models 
available 


CT 


“THE ANIMATED SHOWCASE” 


KEEPS MERCHANDISE CLEAN 
STOPS PILFERAGE 

SAVE 75% FLOOR SPACE 
CUSTOMER FINGERTIP CONTROL 
29 to 44 DISPLAY TRAYS 

CUTS CLERK TIME 

CUTS COSTS, INCREASES PROFIT 


Write NOW for FREE literature, 
Store plans, low prices. 


Berg comPANy 


Madison 4, Wisconsin 
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During her first visit to Peacock’s Bridal Bureau, every 
bride-to-be is given a copy of Peacock’s wedding plan. 
ning book. This is a handsomely laid out affair containing 
a wealth of valuable information, including step-by-step 
check lists for both bride and groom, a guest registry, 
and space for listing both shower and wedding gifts, 

For every young woman registering her gift preferences 
with Peacock’s bridal consultant, Mrs. Snell fills out a 
separate form on which all of the individual’s selections 
are listed. This, of course, is kept on file for the guidance 
of friends and relatives shopping for wedding presents, 
In addition to this master selection form kept in the 
Briday Bureau, smaller cards are filled out listing the pros- 
pective bride’s preferences in dinnerware, glassware and 
decorative accessories and also in silverware and hollow. 
ware. These smaller cards are kept on file in the indi- 
vidual departments at Peacock’s. 

These are the basic mechanics of Peacock’s bridal pro- 
gram. The “extras” are added through personal touches 
in Mrs. Snell’s handling of the program. Very often, her 
sympathetic, well-informed approach to a bride’s prob. 
lems plays an important part in the young woman’s wed- 
ding and home furnishing plans. It is typical, she reports, 
to find a young girl turning to her for counsel rather than 
getting it from her mother or other members of her 
family. This sometimes results from a situation where the 
girl insists on picking out china, sterling and glassware 
to suit her own tastes rather than “inheriting” her 
mother’s. 

Mrs. Snell handles such situations by developing an 
understanding of the girl’s taste and showing her items 
which fit in with it, letting her make up her own mind. 
This is usually a welcome relief for a girl who has been 
subjected to round after round of advice from various 
older female members of her family. In many cases, Mrs. 
Snell’s advice and help go a lot further than the mer- 
chandise stocked by Peacock’s, often extending to answers 
on questions regarding wardrobe, furniture and other 
items. Quite frequently, she is called on to help select 
the necessary gifts for a bride’s wedding attendants. 





For the June Bride 
(From page 146) 


tomers can look right into the store’s interior. At night, 
neutral-toned curtains are drawn across a few yards 
behind the glass to create the effect of a small room. 

In this glass-walled room, Hall’s created a wedding 
buffet display with a life-size figure of a bride at a table 
set with china, silver and crystal—and a towering wed- 
ding cake. A cabinet at one side held items in crystal: 
a ledge opposite held china and crystal art wares and 
white ribbon-tied gift boxes. 

In Long Beach, Boyson’s caught the photographer's 
eye with skillful use of graceful curves in both horizontal 
and vertical planes. The bridal accent was provided in 
this window by the pair of doll brides (blond and a 
brunette—one doll’s gown simple satin and the other a 
froth of magnificent lace ruffles). Between the dolls, an 
open wedding book with a setting of sterling on one page 
and the traditional “Something borrowed, something 
blue” lettered on the facing page. Crystal pieces, some 
silver encrusted, were shown and simple curved panels 
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of dark velvet held a number of teaspoons in various 
sterling patterns. | 

In Santa Ana, Euwarts divided the emphasis between 
\4-inch bridal dolls, a wedding couple and two brides- 
maids, and hollowware in the form of some magnifice 
travs. Smaller hollowware items were shown, and 14 
patterns of sterling flatware hung on a nicely made trans- 
parent plastic fixture. 

Silver boudoir toilet articles—picture frames, a mirror, 
a brush, etc., gave a sentimental personal touch to a small 
bridal theme grouping at Donovan & Seamans’, Los An- 
celes. On a mound of white satin in the center was a 
portrait-quality photograph of a bride admiring a chest 
of silver among her wedding gifts. Dove gray brocade 
curtains backed un the display; the picture frame was 
draped with lace and topped with a coronet of orange 
hlossoms. 

Silver was effectively displayed by Peter Michael, Seat- 
tle. Wash. A large framed card of old rose was lettered 
and had at the top a bar of the song “Every cloud must 
have a silver lining,” and continued “To line your cloud 
with silver see our wonderful collection of sterling and 
silver plate.” Other cards suggested “The bride can select 
her pattern. We will list her choice for the convenience 
of her friends when shower time rolls around,” and “April 
diamonds bring May showers—We have a complete selec- 
tion of shower gifts.” The window showed chests of 
sterling and plate flatware, and a wide selection of hol- 
lowware. 


EXAMPLE OF STERLING CRAFTSMANSHIP 


Weisfield & Goldberg, Tacoma, Wash., arranged a 
display with half of the floor covered with blue velvet 
and half with a damask cloth. Pink roses were used as 
decoratives. On the wall was a painting of the former 
Princess (now Queen) Elizabeth, with the card ‘“Sym- 
bolic of an era of gracious living—Princess Elizabeth. 
Its luxurious Victorian motif is the finest type of sterling 
craftsmanship.” On the table top were shown a 16- 
piece service for four; a 5-piece place setting; and a 3- 
piece carving set. Another card advised “Start with 
the basic 5-piece one place setting, then round out the 
set to the number desired, including serving pieces. The 
table was completely set with crystal and de luxe china, 
with a silver bowl of pink roses as a centerpiece. Many 
pieces of sterling hollowware were displayed on the sec- 
ond half of the window. 


Parmelee-Dohrmann, Long Beach, Calif., had a window 
with a big green card showing the grotesque figure of a 
bride, and the old verse, “Something old, something new: 
something borrowed, something blue; and Parmelee has 
a lucky sixpence for your shoe. We invite brides-to-be 
to come in and receive a free lucky sixpence of genuine 
English coin to wear in their shoe during the marriage 
ceremony. And, lucky brides, when you register your 
dinner ware, crystal and silver in our bride’s book you 
record for your friends and relatives the patterns of your 
choice. Save duplication; save time.” Three patterns of 
china were shown, and on little gold covered mounds, 
were six patterns of crystal. Suspended close to the 
glass were 12 patterns of silver flatware. On the floor 
in front were scattered a score of English sixpence. 
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TO BIGGER 
CAMERA KIT 
PROFITS 


STOCK THE PHO-TAK 


FOLDEX ‘6.3 KIT 


. the perfect answer to cus- 
tomer requests for a “better” 
camera kit. This precision-engi- 
neered folding camera kit is a 
natural “step-up” to America’s 


fastest selling camera 
. the PHO-TAK 
og ts 
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FOLDEX ‘‘6.3” KIT 


VE ela 595 


PHO-TAK’S NEWEST REFLEX I 


Fine European design and features. Complete 
kit priced to sell .. . 

Garting Sterted 
is 


photegrerh? 


Pan ne 


LEX I KIT 


Call Your Jobber TODAY 


OR WRITE DIRECT: 
(ph@)tak) PHO-TAK CORPORATION 


17 N. LOOMIS ST., CHICAGO 7, ILL. 









GOOD NEWS 


from 


BOWMAN TECHNICAL SCHOOL! 


The long waiting-list to enter B.T.S. is now 
past; and you can set any date you wish, to 
begin your course. 

A very fine new book of facts about B.T.S. 
and its work: Your Future and Our School, 
tells how you can benefit supremely by a 
B.T.S. course, and will be mailed you, free: 
write for it. 

B.T.S. graduates easily pass any State Board 
examinations, or the Certified Master Watch- 
maker tests of H.I. of A. 


Highest authorities say B.T.S. is the best 
school. Courses approved for Korean P.L. 550 
and P.L, 894 veterans. 


Write for free book! Your Future and Our 
School— 
to BOWMAN TECHNICAL SCHOOL 
Bowman Building, 
Lancaster, Pa. 






“ec Charles Ezra Bowman, 
Registrar 


John J. Bowman, 
Director 

















SALESMEN | 
WANTED 


A national organization has an ex- 
cellent opportunity for three ex- 
perienced salesmen having a solid 
following among jewelers with 


sales volume over $25,000. 


Drawing account against commis- 
sions for the right men accustomed 
to good incomes. 


Each territory now has active ae: 
eounts which will produce com- 
missions immediately. 


State territory covered, references. 
Replies in confidence. 


Box P., 2016," care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 




















Everybody Wants A » 
TREASURE DOME 


Sensational demand. Makes old watches 
modern, useful timepieces ... glorifies 


medals. Nationally advertised. Market test- 


ed, sales proven, presold. 80% of customers 








have heirloom watches. Gain goodwill, 
repair jobs with Treasure Domes. Proud 


possession, perfect gift. DuPont Lucite 





Dome. Ebony, mahogany, blonde wood 





bases. Impulse item. Display with watch; 
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RETAILS FOR $3.95 
% doz. $14.22; 1 doz. up $24.00 pr CAROL BEATTY CO, Dept. J3-J 


see them sell. 


























doz. Shipped prepaid if check with 7410 S . 

ant , 
order. No C. O. D. (6 doz. shipped L A : . mpegs 
open account to D&B rated stores.) os Boees . anere 











JEWELERS PRICE TIC 
#950 COMPLETE WITH CONTAINER $125° 


ACTUA, WITH EACH SET YOU GET: 


e 1092 INDIVIDUAL TICKETS 

e 150 PLASTIC EASELS 

e 100 TABS 

e ROLL OF SPECIAL ADHESIVE 
e ORDER YOUR CHOICE 








- SIZE A—lIvory with Black Figures 
; every B—Black with Silver Figures 
ee ey C—Half Black & Half Ivory 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


mS Franklin (lib. GOURP. “xs 





REFINING 
PRECIOUS METAL 
WASTES 


GOLD-SILVER-PLATINUM 
By C. M. Hoke 








A Valuable Handbook 
for the Jeweler 


$ §°° 


Postpaid 


Remittance with Order 
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1954 PROVIDENCE SHOWINGS PLANNED. The New England Manufacturing Jewelers' & Silver- 
smiths' Assn. plans to conduct showings for wholesalers in May and November, in 
Providence, next year. Exhibitors' privileges will be offered to both members 
and non-members who are bona-fide manufacturers. 

The Manufacturing Jewelers Sales Assn., Inc., has also announced plans for a 
similar show, at the same time and the same hotel as the NEMJ&SA. 


PRESIDENT ASKS DELAY IN EXCISE REDUCTION. A "sounder system" of excise taxes is 
necessary, President Eisenhower said in his radio address to the nation, and he 
promised to make specific recommendations on this to Congress next January. In 
the meantime, the President stated, excise taxes scheduled for expiration next 
April 1 should not be allowed to expire. 

The House Ways and Means Committee, which will begin hearings June 16, will 
probably not get around to the subject of excise taxes for several months there- 
after, as the subject is No. 40 on the agenda. The Retail Jewelers Tax Com-— 
mittee, which will present the industry's case for excise tax relief at the 
hearings, will make use of the delay to strengthen its case -—-— economists have 
been retained to prepare supporting statistical data. 


CHINA, GLASS AND POTTERY SHOW. The National China, Glass and Pottery Show will be 
held at the Hotel New Yorker, July 19 to 24. The show is offered as an oppor- 
tunity to prepare for fall selling, and jewelers attending are also invited to 
visit the permanent New York showrooms of manufacturers and importers. 


TRADE WARNED ON UNSOLICITED WATCH MATERIAL SHIPMENTS. Unsolicited shipments of 
watch repair materials reported by retailers in various parts of the country 
brought a warning from Paul Tschudin, Director, Swiss Watch Repair Parts In- 
formation Bureau. Mr. Tschudin says materials being offered by similarly—named 
mail order firms are not the same genuine Swiss parts sold through jobbers 
participating in the Swiss watch repair parts program. 


CJA OFFICERS RE-ELECTED. At the Chicago Jewelry Assn.'s annual meeting last month 
the group re-elected as president Charles D. Ellbogen, of Stein & Ellbogen. 
James H. Swartchild, of Swartchild & Co., was re-elected vice-president and 
Alvin Lauschke, of Handy & Harman, Inc., was re-elected treasurer. 


BELMAN JOINS BRUNER-RITTER. E. M. Belman has joined Bruner-Ritter, watchband manu- 
facturers, ina sales capacity. Mr. Belman, who recently disposed of an in- 
terest in his retail store, has been active in association work for many years. 


QUARTERLY EXCISE TAX PAYMENTS. Starting July 1, retailers will be required to pay 
excise tax collections on a quarterly basis instead of the previous monthly 
schedule. New set-up applies to manufacturers too. A month's grace is allowed; 
quarterly sum payable Sept. 30 is due by Oct. SO. 


NEW HAVEN CLOCK AND WATCH ELECTS ZIFF PRESIDENT. The appointment of Seymour J. Ziff 
as president of the New Haven Clock and Watch Co. was announced by Dr. Max A. 
Geller, chairman, who was president before Mr. Ziff's appointment. 


PLATINUM DE-CONTROLLED. Jewelry industry persuasion made the National Production 
Authority take another look at the platinum supply, whereupon it reversed its 
earlier stand and lifted inventory and other controls relating to platinum. 
Defense orders, however, still get preference over unrated orders. 
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lt Can Hold 
You UP! 








Your repair department can do either . . . make money for 
you or lose money. If you think your repair department 
could do more for your business, write us. We can show you 
how thousands of jewelers all over the country have im- 
proved their repair operation. How they have one product 
that gives them 500% to 1000°% markup. And how their 
repair departments help make money in other departments 
by building store traffic and good will. Details free and 
without obligation. Write ... today. 


C. & E. MARSHALL CO. 


Dept. J6, Box 7737, Chicago 80, Ill. 
Branches and Distributors in Principal Cities Throughout the USA 
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Terminate Sales Abuses | NEMJ&SA Establishes Separate Division 
To Handle Two-a-Year Jewelry Showings 


Military Exchanges Told 


Military exchanges, facing congressional 
‘re because of retailing abuses, are being 
ordered to enforce new and rigid policing 
of their sales policies. 

Strict instructions, outlining conditions 
under which retail sales may be made, are 
being issued all exchange managers and 
sales personnel by the Department of De- 
‘ense. The instructions in effect order the 
exchanges to cease promptly all sales made 
in violation of the Armed Services Exchange 
Regulations. 

Issuance of the new orders by Army, 
Navy, and Air Force exchange officials in 
Washington is a direct result of investi- 
cations conducted by the American Retail 
Federation into abuses of the retail sales 
facilities operated for the benefit of military 
personnel. The ARF findings were sum- 
marized in a report made to the Armed Ser- 
vices Committee of the House of Repre- 
sentatives in late March. 

Armed Services Committee members, 
following a study of the retailing report, 
called top-level exchange officials to the 
Capitol to explain their reported actions. 

Exchange officials were told bluntly by 
the committee members to “rid the exchange 
system of its excesses.” Committee mem- 
bers told the exchange officials they real- 
ized that “chiseling” would “always be a 
problem,” but they made it clear that they 
wanted all sales abuses terminated. 

Committee members declared bluntly 
that the exchanges must tighten up their 
policing of all retail sales. They empha- 
sized the immediate need for clamping 
down on sales to unauthorized persons, and 
on sales to buyers who purchase for the 
account or use of other persons. 





Directors of the New England Man- 
ufacturing Jewelers’ and _~ Silversmiths 
Association, Providence, voted May 14th 
to establish a Manufacturing Jewelers 
Showing Division of the Association for 
the purpose of conducting jewelry show- 
ings each May and November for the 
wholesale jewelers. 

The announcement came in the final 
days of the Jewelry Buyers’ Weeks held 
at the Providence Sheraton-Biltmore Hotel, 
in which the association was a co-sponsor 


with the Manufacturing Jewelers Sales 
Association, Inc. 
Providence will continue to be the 


locale of the semi-annual showings. The 
association’s move assures spring and fall 
showings on a permanent basis. An ex- 
ecutive committee to conduct the affairs 
of the new division was soon to be formed. 
It already has been decided to conduct 
showings next November and in May, 
1954. 

The new division will be composed of 
bona fide manufacturers and company 


sponsored representatives who desire to 
participate and who sell through the 
wholesaler. 


This program, the association announced, 
was initiated as the answer to the prob- 
lems experienced in the Jewelry Buyers’ 
Weeks held from May 3 to 17. 

“The New England Manufacturing Jew- 
elers’ and Silversmiths’ Association, which 
played a major role in the success of that 
showing, is convinced,” it reports, “that 
it is only by a coordinated industry pro- 
gram with wide participation by the sev- 
eral segments of the industry that the 
jewelry showing can perform its primary 





Proposed Bill Would Allow 
Duty-Free Mail Order 
Shipments Up to $3.00 


Legislation designed to simplify customs 
procedure has been introduced in the U. S. 
House of Representatives by Representa- 
tive Thomas A. Jenkins (Ohio Republican) 
and is now being studied by the House 
Ways and Means Committee. The bill 
(H. R. 5106) is similar to one which 
cleared the House last year, but which 
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failed of enactment in the Senate. 

The proposed legislation contains one 
clause that would be detrimental to the 
jewelry industry if enacted into law. This 
is a proposal that would raise the present 
limit on duty-free mail shipments from one 
dollar to three dollars. 

The bill defeated last year contained a 
similar proposal that would have raised the 
limit to ten dollars. Many industries pre- 


sented arguments at that time objecting 
to any raise from the one dollar level. 
The Jewelers Vigilance Committee sug- 
cests that all manufacturers, wholesalers 
and 


retailers whose business would be 








function—that of offering the jewelry 
wholesaler a wide display of lines at an 
early date under businesslike auspices.” 

The association is offering exhibitors’ 
privileges to both members and non-mem- 
bers who are bona fide manufacturers. 
lt also is sending an invitation to co- 
operate to other interested organizations 
in the industry. 

The division will, the association be- 
lieves, provide the media by which the 
jewelry showing idea will be coordinated 
with its many other trade activities in 
the interest of the manufacturers of jew- 
elry and allied products represented by 
the association. 

Historically the representative of the 
manufacturers of the low and medium- 
priced jewelry industry, the association 
added jewelry showing activities to its 
long role of industry activities early this 
year when it became a co-sponsor of the 
May showing. 

Other sales promotion activities of the 
association include sponsorship of a Buyers’ 
Service, sponsorship of Fashion Clinics, 
publication of a Buyers’ Guide, and active 
participation in the Jewelry Industry 
Council. 

In commemoration of its 50th anniver- 
sary it initiated earlier this year a 
“Treasure Chest” of the products of its 
members. This chest of jewelry and allied 
products is being widely displayed 
throughout the country this year. 

A call for united action by all man- 
ufacturers of jewelry and allied products 
who distribute through the wholesaler in 
the activities of the new division accom- 
panied the announcement of its formation. 











affected and who oppose such an increase 
in the value of duty-free mail shipments, 
immediately communicate with their Con- 
gressmen and Senators. Besides emphasiz- 
ing the specific problems which might 
affect different types of business, it could 
be pointed out generally that if the level 
is raised beyond one dollar, a new loss of 
revenue might well ensue, for besides the 
loss of duties there would be a loss of 
excise taxes where applicable, as well as 
loss of business to American importers, 
manufacturers and merchants which would 
result in potential lessening of their income 
taxes. 
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Over 800 Wholesalers Inspect and Buy 


Fall Lines at Providence Jewelry Showing 


Providence was the rendezvous for more 
than 800 wholesalers May 3 to 17 during 
the biggest Jewelry Buyers Week ever con- 
ducted anywhere for the wholesaler. 

Wholesalers, many of whom came to look 
because it seemed the proper thing to do, 
stopped to buy. They found the lines at- 
tractive, well-planned to meet fashion 
trends, ingenious and of fine quality. 

Manufacturers—and there were more than 
290 exhibiting—found that their emphasis 
on design and workmanship was a factor 
that transformed a cursory interest into 
bona fide orders. 

Out of the showing should come a good 
fall season for the manufacturer resulting 
from earlier-than-usual showing of their 
products to the wholesaler. 

In addition many wholesalers who had 
never before stocked jewelry items from 
Providence and the Attleboros were added 
to the manufacturers’ list of customers. 

Better delivery of merchandise is assured. 
Manufacturers have learned early in the 
season the numbers in their lines that have 
proved attractive to the wholesaler and will 
undoubtedly have an appeal to the retailer 
and ultimate customer. They are planning 
production runs in anticipation of re-orders 
and will be able to give improved shipment 
service. 

The showing was conducted jointly by the 
New England Manufacturing Jewelers & 
Silversmiths Association and the Manu- 
facturing Jewelers Sales Association, Inc. 
It occupied 150 rooms on four floors of the 
Sheraton-Biltmore Hotel. 

Exhibitors reported that “long list” buy- 
ing took place. Manufacturers who sold only 
token orders in past years told of writing 
pages of orders for many of their customers. 

Most of the buying was for sample cases, 
but there were evidences of some stocking 
on the part of the wholesaler. 

While low and medium priced lines pre- 





dominated and were given the bulk of the 
attention in the opening days of the show, 
the gold filled houses came in for a good 
share of the business written. 

A predominant feature was the bright- 
ness of the lines. Naturally, the manutac- 
turers with the best lines wrote the most 
business, but as the show progressed re- 


ports of improved business was quite 
general. 


Many of the large houses concentrated 
on their established customers and did not 
add many new outlets. This was beneficial 
to the smaller plants because they were able 
to take on new customers and in a large 
number of cases had merchandise that was 
appealing. 





BE SURE TO READ... 


. . . Our report on new products 
that were exhibited at Whole- 
sale Jewelers Market Week 
which are shown and described 
in this issue on pages 71 to 79. 
For information on _ fashion 
trends in the fall jewelry shown 
at the event, read the analyti- 
cal review by Winifred Parker, 
JC-K Fashion Consultant, that 
appears there too. 











Visitors were from 40 states, the District 
of Columbia, several points in Canada, 
Cuba, Hawaii, British Columbia, Brazil and 
Australia. 

It is apparent that two important lessons 
were learned as a result of the event: (1) 
that Providence is a “must” on the whole- 
saler’s buying trips, and (2) that the manu- 
facturer can assure himself volume busi- 
ness by paying particular attention to de- 
sign and quality merchandise. 


| 





Diamond Peacock Banquet 
Draws Capacity Turnout 


Approximately 750 members and guests 
attended the eighth annual dinner-dance 
of the Diamond Peacock Club at the Hotel 
Somerset, Boston, on Saturday, April 25, 
with each lady guest proudly wearing home 
a beautiful sports-model Benrus wrist watch 
as a souvenir of the gala occasion. 

A fine dinner followed the cocktail hour, 
and honored guests at the head table in- 
cluded: Emil Fachon, president of the New 
England Manufacturing Jewelers & Silver- 
smiths’ Association, Inc., and Mrs. Fachon; 
Albert S. Munnis, president of the Boston 
Jewelers Club, and Mrs. Munnis; Henry 
Nolin, president of the Maine Retail Jew- 
elers Association, and Mrs. Nolin; David 
C. Percival. Jr., president of the Diamond 
Peacock Club, and Mrs. Mary Anderson; 
Walter A. Sawyer, president of the New 
Hampshire Retail Jewelers Association, and 
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Mrs. Sawyer; William H. Shreve, president 
of the Massachusetts & Rhode Island Re- 
tail Jewelers Association, and _ vice-presi- 
dent, ANRJA, and Mrs. Shreve; and Regi- 
nald J. White, president of the Providence 
Jewelers Club, and Mrs. White. 





As a souvenir of the occasion, ladies attend- 

ing the annual banquet of the Diamond 

Peacock Club were presented with this at- 
tractive "Sport Queen" Benrus watch. 

















Elected 
President of 
John Oster 

Mfg. Co. 


JOHN OSTER, Jp 





The election of John Oster, Jr., as presi. 
dent of the John Oster Manulacturing (Co, 
Racine, Wis., was announced recently, He 
succeeds his father, John Oster, Sr., who 
was elected chairman of the board, 

The change in top management positions 
was made at the recent annual meeting of 
the company’s board of directors. 

Robert Oster has been named executive 
vice president and treasurer, and Gilbert 
I. Brach has been elected secretary, 

The company is a leading manufacturer 
of electric housewares, small motors, and 
barber and beauty shop supplies. 
Magicians’ Feats Highlight 
Meeting of Golden Circle 

A delicious dinner and sparkling enter. 
tainment program highlighted the May 
18th meeting of the Golden Circle Sales 
and Executive Club which was held at the 
Hotel Delmonico, New York. Approxi- 
mately 35 members attended. 

Arthur J. Tuveri (THE JEWELERs’ Cir 
CULAR-KEYSTONE), chairman of the Enter. 
tainment Committee, introduced the Magi- 
nis, a husband and wife duet, who mysti- 
fied members with their amazing feats of 
magic. They were especially adept in 
making watches appear and disappear in 
a most amazing manner. 

“Georgie” Kramer, chairman of _ the 
Banquet and Dance Committee, advised 
members to secure tickets for the organi- 
zation’s annual dinner-dance quickly as 
only a limited number can be sold in 
order to prevent overcrowding of | the 
banquet hall. The affair will be held the 
evening of June 19 at the Sky Garden of 
the Hotel St. Moritz, New York. 





Feature Ring Co. Producing 
New Movie and TV Films 

Henry Peterson, president of the Feature 
Ring Co., is currently on the West Coast 
supervising the production of a new series 
of Feature Lock television commercials and 
moving picture trailers. He stated that the 
favorable response to the firm’s current 
film series and the demand for additional 
commercials resulted in this trip to the 
film studios. 

All commercials are being prepared £ 
that there will be ample time allotted for 
dealer identification and direct selling me* 
sage. The films will highlight the advan- 
tages of the patented interlocking feature 
and will dramatize Feature Lock diamond 
rings not only for the marriage market, 
but also as ideal gifts for birthdays, annr 
versaries and other occasions. 
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Article on Watches 
Appearing in ‘True’ 

One of the most comprehensive articles 
on watches yet to be written for consumer 
readership is currently appearing in the 
June issue of True Magazine. 

The feature, titled “The Wonderful Time 
Machine,” is illustrated by 28 color photos 
of outstanding modern-day and antique 
timepieces. In addition, a black-and-white 
illustration reproducing the “exploded 
view of a quality Swiss jeweled-lever watch” 
gives the reader a graphic diagram of the 
many parts that make up the movement in 
a fine timepiece. 

The article itself deals with the history 
of watchmaking and provides the public 
with sensible advice on the purchase and 
care of a quality watch. It was written by 
Henry LaCossitt, widely known magazine 
writer and editor. 





Elected to New Posts at Ronson 


The board of directors of Ronson Art 
Metal Works, Inc., at a recent meeting, 
elected Alexander H. Aronson, president 
of the company, as chairman of the board. 
Louis V. Aronson II, vice president, has 
been elected president of Ronson. 





ALEXANDER H. LOUIS V. 
ARONSON ARONSON II 

Named Board Elected 
Chairman President 


New directors elected at the annual 
meeting are Donald R. Morse, Arsene C. 
Bekaert, Eugene H. Kummel, Jerome J. 
Blumberg and Philip H. Marfuggi. 





Puerto Rican Jewelry Workers 
Get New Minimum Wage Scales 


New minimum wage scales, ranging from 
3 to 10 cents per hour, have been ordered 
into effect by the U. S. Department of Labor 
for four groups of button, buckle and jew- 
elry workers in Puerto Rico, effective as of 
June 8. 

Under the order, the wage floor for the 
rosary and native jewelry was increased 
from 30 to 33 cents; button and buckle 
(other than pearl, leather or fabric) and 
bead, from 40 to 48 cents. New minimum 
for precious jewelry was set at 55 cents 
while the floor for metal expansion watch- 
bands was set at 60 cents. 

These were the minimums recommended 
by a special industry advisory committee. 
Another committee began work in May to 
establish new minimum wage levels for cos- 
tume jewelry workers. 
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Prize-Winning Watch Designs 
Chosen in Paris Competition 
The winning watches of the Grand Prix 


St. Eloi, an annual contest open to artists 
of all nationalities, were chosen in Paris 
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Chosen as third prize winner in the Grand 
Prix St. Eloi was this magnificent gold watch 
whose face is circled by sixteen diamonds 
on a glittering bracelet of 84 diamonds. 


t 


on April 29 by a jury of distinguished art 
critics and jewelry experts. Leading French 
watchmakers were present, as well as the 
expert gold and jewel craftsmen who exe- 
cuted the outstanding designs. 





The Grand Prix St. Eloi was awarded to 
M. Gautier, the designer of the wrist watch 
“Antares,” which was fashioned of heavy, 
woven gold bands and accented by 31 dia- 
monds. The first prize in the St. Eloi con- 
test was given to M. Millecamps, the 22- 
year-old creator of the watch “Altair,” a 
round setting of small gold circles on a 
bracelet of green suede. 

Cash awards were presented to the prize- 
winning craftsmen at a gala reception at 
the historic Foundation Salomon de Roths- 
child. The 12 competing watches were mod- 
eled to a select invitation audience. 


Platinum Controls Ended 


The National Production Authority has 
acceded to a strong presentation by the 
jewelry industry and lifted controls relating 
to platinum by revoking M-54 as of May l. 
This action removed restrictions as to the 
transfer and use of platinum, new or old, 
for jewelry manufacturers. Defense orders 
are, of course, exempted from this revoca- 
tion and must be given preference over un- 
rated orders. 

A review of the supply and demand sit- 
uation in late April, NPA said, indicates 
sufficient balance that controls could be re- 
voked without threat to defense and atomic 
energy needs. 











CROTON WATCH CO. OBSERVES 75TH ANNIVERSARY 


Seventy-five years of service to the jew- 
elry retailer are currently being observed 
by the Croton Watch Co., one of the na- 
tion’s oldest watch houses, with offices and 
factory in New York. 

The firm was founded in 1878 by the late 
Jacob Horowitz in small quarters at 417 
Grand St., New York. It then employed 
only a mere handful of employees. Today 
the company occupies an entire floor in the 
building at 404 Fourth Ave. and currently 
has more than 60 persons in its employ. 

The business has been owned and oper- 
ated by members of the same family since 
its inception. William C. Horowitz, son of 
the founder, is now president of the firm. 
Other key personnel are: Harold I. Horton, 
vice president and treasurer; Sidney E. 
Asherman, sales manager, Sidni Zimmer- 
man, advertising director, and Oscar Ber- 
lan, secretary. 

Included among the extensive watch line 
carried by Croton are regular, water resist- 





HAROLD |. OSCAR 
HORTON BERLAN 
V. P. and Secretary 
Treasurer 








ant and automatic men and women’s 
watches, as well as chronographs and tim- 
ers. 





THE LATE JACOB WILLIAM-C. 
HOROWITZ HOROWITZ 
Company Founder President 


In addition to its trade paper schedule, 
the company’s advertisements also appear 
regularly in Life, The Saturday Evening 
Post, Look, The New Yorker, and the New 
York Times Magazine Section. 





SIDNEY E. SIDNI 
ASHERMAN ZIMMERMAN 
Sales Mgr. Advertising Mgr. 
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New York State RJA Adopts Resolution: 


Asking House Unit for Tax Hearing 


Members of the New York State Retail 
Jewelers Association, at their annual con- 
vention in Utica on May 3 to 5, adopted 
a resolution asking for a Congressional 
hearing on the possibility of removing or 
reducing the 20 per cent excise tax on 
jewelry. 

The resolution, one of several adopted 
at the closing session of the meeting in 
the Hotel Utica, directed the association 
secretary to send a letter to Daniel Reed, 
chairman of the House Ways and Means 
Committee. The letter was to point out 
that the association felt it discriminatory 
for the House Committee to allot time for 
a hearing on the excise tax on theater 
admissions without granting jewelers equal 
time to be heard. 





chose as her topic “More Diamonds to 
Your Customers.” She illustrated her talk 
with replicas of world famous stones. 

J. Francis Thibault of Utica was elected 
president of the association, succeeding 
Mr. Gerber. Malcolm Campbell of Canan- 
daigua was elected secretary and Boyd 
Evans of New York was reelected treasurer. 

Twenty-two vice presidents from various 
districts of the state were elected instead 
of the 12 who formerly served. Under the 
new organizational setup provided for in 
changed by-laws, these vice presidents will 
meet at the ANRJA convention in New 
York next August and there elect six of 
their members as a governing board. 

The vice presidents chosen are: Clarence 
Engelbert, Rome; A. H. Winston, Herki- 





One of the highlights of the New York State RJA convention was a trip through the Oneida 

Ltd. factories. Jewelers and their wives, shown in the photo above, were guests of Oneida 

Ltd. for luncheon on May 5 and afterwards toured the silverware plants where Community, 
Heirloom Sterling and 188! (R) Rogers (R) silverplate are made. 


Other resolutions adopted included sev- 
eral more on legislative matters and resolu- 
tions of thanks to the City of Utica and 
the Chamber of Commerce for hospitality 
shown the delegates during the three-day 
convention. Harry R. Gerber of White 
Plains, president of the association. pre- 
sided at convention sessions. 

Registrations began Sunday afternoon, 
May 3, and were followed by a_ buffet 
dinner and entertainment. There was an 
executive committee meeting Sunday after- 
noon. 

The Monday program opened with a 
breakfast at which Mayor Boyd E. Golder 
welcomed the approximately 300 delegates. 
Following a business session Monday morn- 
ing, delegates were guests of the West End 
Brewing Company at luncheon. There was 
no Monday afternoon session, with the 
annual banquet in the hotel ballroom held 
Monday evening. 

Reports of officers, election of new off- 
cers and a forum discussion occupied the 
Tuesday morning session, followed by a 
luncheon at Oneida Ltd. in nearby Sherrill. 


One of the principal speakers at the 
convention was Gladys Babson Hannaford, 
well-known authority on diamonds, who 
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mer; Robert E. Johnson, Salamanca; Harry 
Gamler, Buffalo: H. M. Ingraham, Batavia: 
William R. Grady, Penn Yan; A. S. Butler, 
Elmira; E. D. Whitehouse, Norwich; 
Thomas Murfitt, Syracuse; J. Y. Thomson 
Alexandria Bay, and Henry Pedroai. 

Also, John J. Naughter, Albany; J. Bar- 
inger, Gloversville; John 1. Smith, Delhi; 
Sam E. Scudder, Kingston; Thomas Kava- 
naugh, Jr., Newburgh; M. Wilson, Scars- 
dale; Sam Jacobson, Sam Sterner and 
Harry Brown, all of New York; E. Werner 
Gross, Long Island City, and Ben Spivak, 
Nassau. 


S. L. Solomon & Son Observe 
Thirtieth Year in Business 


A capacity crowd attended a dual cele- 
bration held May 13 by Saul L. Solomon 
& Son, wholesale jewelry and material dis- 
tributors of Lancaster, Pa., in their newly 
renovated and enlarged offices 146 North 
Prince St. The festivities marked the formal 
opening of the newly redecorated quarters 
and the firm’s 30th year in business. 

The firm was founded in 1923 by Saul L. 
Solomon who, prior to that time, operated 
a jewelry firm with his brother, Stanley, 
at 21-23 Maiden Lane, New York. 














N. Y. and N. J. Credit Jeweler; 
Hold Banquet at Waldorf 


The Associated Credit Jewelers of Ney 
York and New Jersey, Inc., held their 19th 
annual dinner-dance at the Starlight Roof 
ot the Waldorf-Astoria Hotel. on Sunday 
evening, May 10. 

M. S. Abelson, of Abelson’s Ine.. who 
was chairman of the dinner-dance com. 
mittee, received well deserved recognition 
for the smoothness of the affair. 

There were 49 door prizes which were 
distributed by drawing, and each lady fe. 
ceived a Waterman Pen. Each table had g 
Swank tie-slide and cuff link set which the 
men at each table drew for. 

Although no speeches were made and 
Jay C. Lighterman, the president, turned 
the evening over to sociability, the program 
carried the president’s message on the pur. 
pose of the organization. 

This group of jewelers was organized 
nineteen years ago for the purpose of pro- 
tecting the members during a legislative 
crisis and has maintained its alertness in 
such matters affecting New York area jew. 
elers ever since. Its leaders have been prob- 
ably the best informed in the country on 
such matters throughout the years. 

The head table was occupied by: Mr. & 
Mrs. Jay C. Lighterman. Mr. & Mrs. H. M. 
Abelson, Mr. & Mrs. Sidney Singer, Mr. 
Sam Jacobson, Miss Lillian Harris, Mr. & 
Mrs. M. S. Abelson, Mr. Alvin R. Baer, 
Mr. & Mrs. Simon Sunshine and Mr. & Mrs. 
Wm. Wagner. 


Mfg. Jirs. Sales Association 
Names Bulkley Exec. Secretary 


John A. Cerrito, president of the Manv- 
facturing Jewelers Sales Association, Inc., 
announced recently the appointment of 
Charles C. Bulkley as executive secretary. 
Mr. Bulkley will maintain offices at the 


Sheraton-Biltmore Hotel in Providence, 
R. J. 
CHARLES C. 
BULKLEY 





A native of Ithaca, N. Y., Mr. Bulkley 
was formerly associated with Textron, Inc. 
in Providence. Prior to entering military 
service in 1941, he was employed by Cohn 
Hall Marx and Dun and Bradstreet, Inc., 
in New York City. 

The Manufacturing Jewelers Sales Asso- 
ciation, Inc., composed of Providence and 
Attleboro manufacturers and sales repre- 
sentatives, initiated and conducted the first 
Jewelry Market Week in November, 1952. 
The primary purpose of the organization 
is to promote on a permanent basis semi- 
annual jewelry shows. 
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Massachusetts-Rhode Island RJA 
Holds One-Day Confab in Boston 


Nearly 500 members and guests at- 
tended the 38th annual convention of the 
Massachusetts & Rhode Island Retail 
Jewelers Association at the Parker House, 
Boston, on April 8. Several high-grade en- 
tertainment acts followed the dinner, and 
the drawing of prizes brought not only 
an Admiral television set to Elliott Eng- 
strom (Mahar & Engstrom Co.), but a 
fine Hamilton wrist watch, as well. 

Business sessions had preceded the an- 
nual banquet, and C. Edward Cotter, re- 
tiring president, was presented with a 
wall clock suitably engraved. The presen- 
tation was made by past president Harold 
Partridge. 

Election of officers resulted as follows: 
President, William Shreve, of Shreve, 
Crump & Low Co.; first Vice-President, 
James R. Kay; second Vice-President, 
Darwin Neumeister; Secretary, Russell I. 
Ferguson; Treasurer, Frederic W. Bird; 
Directors, for three years: Sidney Cook, 
Robert Franks, and John Greco; Direc- 
tors for two years: John T. Berry, Quintin 
McCaffrey, and William G. Thurber; Di- 
rectors for one year: Ellsworth W. Read, 
David A. Robertson, and Clarence B. Lund. 


Travis Named President 
Of Handy & Harman 


Judson C. Travis was elected president 
of Handy & Harman, refiners and _ fabri- 
cators of precious metals and their alloys, 
at the organization meeting of the newly- 
elected board of directors held April 23 
in New York. 

He took over his new duties as chief 
executive officer on May 1 after 35 years 
of service with the company. During the 
past year he served as vice president and 
general manager, and prior to that he 
had been executive vice president since 


1950. 


JUDSON C. 
TRAVIS 





Mr. Travis succeeds G. H. Niemeyer, 
who had been president for the past 15 
years and who had asked to be retired 
rom the presidency this year. Active in 
the company affairs for 53 years, Mr. 
Niemeyer will continue as a member of 
the board of directors, chairman of the 
executive committee, and president of 
Handy & Harman of Canada, Ltd., a 
wholly-owned subsidiary. Mr. Niemeyer 
stated that he also intends to continue his 
activity in jewelry trade associations. 

All other officers of the company were 
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JIC PUBLICITY FOCUSES 


One of the main activities carried on by 
the Jewelry Industry Council on behalf of 
the jeweler is the creation of nationwide 
publicity on the many different types of 
products sold in a jewelry store. 

The Council’s publicity program is an 
important and constant function. Its pur- 
pose is to make the public more conscious 
of jewelry store merchandise and to create 
a greater desire for jewelers’ products. 





Typical of the publicity released by the 
JIC for Mother's Day is this photo which 
reflects the newest trends in jewelry design. 
Shown here are matching bracelets, pin 
and earrings in a delicate flower pattern, 
all by Trifari. The flower motif is echoed 
in the smart 14-karat gold Omega watch, 
with endpieces in a fleur-de-lis design. 





ATTENTION ON JEWELER 





Appropriate jewelry for the bride and 
groom were featured in this publicity photo- 
graph released recently by the Council. 
The girl's Artcarved wedding and engage- 
ment rings are in yellow gold with their 
lace-like beauty heightened by a gleaming 
diamond solitaire. The gentlemen wears an 
Artcarved wedding ring, too, with three 
small diamonds set across the top, plus a 
black-dialed Hamilton watch. 


The photographs shown here are repre- 
sentative of the publicity which the Council 
distributed recently to newspapers through- 
out the country. They represent just a small 
part of the Council’s publicity activities 
and the varied promotional services that 
will be made available to retail jewelers 
during 1953. 











re-elected: C. W. Handy, chairman of the 
board; H. W. Boynton, vice president and 
treasurer; J. W. Colgan, vice president in 
charge of sales; F. C. Jones, vice presi- 
dent in charge of production and research. 
These officers, with the addition of J. C. 
Travis, G. H. Niemeyer, R. H. Leach, H. E. 
Radix and T. H. Gallagher, constitute the 
board af directors. R. G. Jones was re- 
elected secretary and controller and F. H. 
Wemple assistant secretary. 


McCurley Succeeds Stuhr 
As Head of Oklahoma RJA 


A total of 625 members and their guests 
attended the annual convention of the 
Oklahoma Retail Jewelers Association on 
April 12 and 13. The two-day event, held 
at the Biltmore Hotel in Oklahoma City, 
also attracted 61 manufacturers and dis- 
tributors who exhibited jewelry merchan- 
dise on three floors of the hotel. 

Robert J. McCurley, of Norman, was 
elected president of the association. He 
succeeds H. C. Stuhr of Oklahoma City. 
Other new officers are: Hugo Kofmehl, 
Duncan, secretary-treasurer; and five new 
vice presidents: Rene Pallissard, Perry; 
Jon Gard, Fairview; John Q. Reinhardt, 
Okmulgee; Jack Miller, Muskogee, and 
Odie Ditmore, Anadarko. 

Principal speaker at the convention was 
Floyd A. Denman, of Stuttgart, Ark., who 
is vice president, Southwestern Region, 
of the American National Retail Jewelers 











Association. Also on the speaker’s platform 
was Stewart Harral, director of public re- 
lations studies and Professor of Journalism 
at the University of Oklahoma. 


Sellers and Wetzel Head 
Kansas Jewelers’ Groups 


W. E. Sellers of Emporia was elected 
president of the Kansas Retail Jewelers 
Association at the annual] convention of 
that organization held March 28 to 30 at 
the Lassen Hotel in Wichita. He succeeds 
Heim W. Resnick of Wichita. 

Gene Wetzel of Wichita was elected 
president of the Kansas State Horological 
Association which met in conjunction with 
the jewelers’ group. 

Raymond C. Hermest of Scott City was 
named vice president of the watchmakers’ 
group and R. M. Kirkland of Plainville 
was elected secretary-treasurer. 

Association officials stated that more 
than 1000 jewelers and watchmakers at- 
tended the three-day event. This registra- 
tion figure exceeds that of any previous 
convention of the two organizations. 

Roy While of Chicago, representing 
Henry Paulson & Co., and Stetson M. 
Risdon of the Waltham Watch Co., Wal- 
tham, Mass., addressed the watchmakers’ 
group on Sunday morning, March 29. 

Other speakers included I. W. Anderson, 
Jewelers Mutual Insurance Co., and Jean- 
Louis Borel, president of the Ernest Borel 
Watch Factory, Neuchatel, Switzerland. 
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Wisconsin's RJA'S 47th Convention 


Termed ‘Most Productive’ Ever 


The 47th annual convention of the Wis- 
consin Retail Jewelers Association, held 
May 3 to 5 at the Northland Hotel in 
Green Bay, was termed the most inspiring 
and productive meet since the organization 
was formed. Over 300 members attended. 

Officials named for the coming year are: 
Harmon McCarthy, Neenah, president; 
Harry T. Blum, Madison, vice-president; 
Ben Heald, Milwaukee, secretary; and 
Orville Oestreich, Horicon, treasurer. The 
slate of directors chosen, are as follows: 
Mel Anshus, Mondovi; Clyde Cauwen- 
bergh, Green Bay; “Chet” Hubbard, 
Kenosha; M. Hupka, Appleton; E. Wald- 
hier, Beaver Dam; A. C. Hentschel and 
L. Steller, both of Milwaukee. The asso- 
ciation also elected to meet in Milwaukee 
for its next convention. 

By far the most important feature of the 
entire convention, according to combined 
opinion, was the forming of an organization 
by the salesmen representing both manu- 
facturer and wholesaler, to further the 
interests of the profession. Named The 
Badger Boosters, the newly formed organ- 
ization is expected to bring about better 
relations within the industry; to wor to- 
gether endeavoring to help increase mem- 
bership in the Wisconsin Retail Jewelers’ 
Association; to co-operate with the asso- 
ciation on convention matters and other 
details as well. 

To guide the new group on its way for 
the coming year, the following officials 
were elected: “Bob” Hindin, Henry Klaas 
Co., Milwaukee, president; “Bill’? Beduze, 
Stein & Ellbogen Co., Chicago, treasurer; 
Ote Bente, Elgin National Watch Co., Mil- 
waukee, vice president; and John Pelner, 
Ed. Cain Co., Chicago, secretary. 

Secretary Ben Heald, in his annual report 
to the membership, said, “There is no easy 
solution to the retail jewelers’ problems. 
However, we are eliminating some of these 
sharp practices as rapidly as possible. Take 
for example, these ‘Values up to $100, for 
$18.75.’ We are shopping these birds, and 
one by one they are falling by the wayside. 








The catalog business evil, we are having 
some difficulty with, but hope to make some 
headway soon. Also, on these house-to- 
house fast pitch artists—which is taking 
business away from you—we’re eliminating 
slowly but surely. 

“In order to carry on this impressive 
campaign,” Heald continued, “either we 
will be forced to double our membership, 
or the dues! Some of you members don’t 
seem to realize that individually, it would 
be impossible to attempt to handle all these 
details as the association has been doing. 
I feel that some serious thought should be 
given this matter, and that some action be 
taken on the subject.” 





Named as officers of the newly-formed 

Badger Boosters were, left to right: ‘Bill’ 

Beduze, treasurer; "Bob" Hindin, president; 

Ote Bente, vice president, and John Pelner, 
secretary. 


Maurice Adelsheim, Jr., regional vice 
president of ANRJA, taking for his theme 
“Is the Retail Jewelry Business Profit- 
able?” explained the activities of the na- 
tional organization and emphasized the fact 
that the most important problem being 
attacked at the moment was the jewelry 
excise tax. 

Among other speakers who addressed con- 
vention sessions were: Thomas Sprick- 
man, who explained Wisconsin’s “Know 
Your Jeweler Campaign;” Victor V. Rus- 
sell, sales representative for Ronson Art 
Metal Works, who chose as his topic “Sell- 





bs Bags sae 


Members of the Wisconsin RJA, at their recent annual convention, elected the officers 


and directors shown here to serve for the ensuing year. Seated, left to right, are: Harmon 
McCarthy, president; Harry T. Blum, vice president; Ben Heald, secretary, and Orville 
Oestreich, treasurer. Chosen as directors were, standing left to right: M. Hupka, "Chet" 
Hubbard, E. Waldhier, A. C. Hentschel, Leroy Steller, Mel Anshus, and Clyde Cauwenbergh. 
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ing Your Share,” and Leo M. Lynch, Wal. 
tham Watch Co., who discussed “Controlled 
Production.” 

Buffet luncheon and entertainment was 
provided by the Milwaukee Wholesale Jey. 
elers Association. In addition, a breakfast 
was served, courtesy of the H. P. Johnson 
Co., the Sunbeam Corporation and Edm, 
M. Wals & Sons, Inc. The convention was 
climaxed with a banquet at which a number 
of attractive gifts were awarded as atten. 
dance prizes including a television set, 


Warn Trade on Unsolicited 
Watch Material Shipments 


Retailers in various parts of the United 
States have notified the Swiss Watch Re. 
pair Parts Information Bureau, a division 
of The Watchmakers of Switzerland 
Information Center, Inc., New York, that 
they have been receiving unsolicited ship. 
ments of watch repair materials. The Bur. 
eau has issued a warning to jewelers and 
watchmakers that similarly-named organi. 
zations promoting mail offers of repair 
material are in no way connected with it. 

“We are anxious to inform our thov- 
sands of friends that these mail order firms 
using similar names have no connection 
whatsoever with the Swiss Watch Repair 
Parts Information Bureau,” Paul Tschudin, 
Director, said. “The materials being offered 
by these mail order firms are not the fae. 
tory tested genuine Swiss watch repair 
parts sold through established jobbers 
participating in the Swiss watch repair 
parts program.” 


Amended Nickel Order Adds 
New Items to Prohibited List 


Approximately 40 groups of items have 
been added to the government’s list of pro- 
ducts in which the use of nickel-bearing 
stainless steel is prohibited. Among the new 
prohibited items are hollowware, knives, 
cosmetic equipment and watchbands. The 
order became effectve May 1. 

However, acceding to strong recommen: 
dations by industry, the original order was 
changed with respect to watchbands so as 
to permit the use of nickel bearing stain- 
less for the “interskeleton of expansion 
watchbands.” Another change relaxed the 
proposed order so nickel-bearing stainless 
could still be used for pen parts which 
must necessarily come into contact with ink. 
In the same order change, pens were added 
to the list of items for which high nickel 
alloy (22 per cent or more nickel) is ban- 
ned. 

Nickel-bearing stainless, high nickel alloy, 
and nickel silver can still go into springs 
if high heat or corrosion resistance is Te 
quired for the proper working of the spring 
involved. 

Meanwhile, the continued tight supply of 
nickel was bringing increasing hardships 
to the electroplating industry. Reports were 
going into Washington to the effect that 4 
number of plants were threatened by shut: 
downs, despite some additional quantities 
of nickel being made available. 
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California RJA Convenes In San Francisco; 


Well-Balanced Program Highlights Confab 


Retail jewelers from all parts of the 
state gathered at the Palace Hotel in San 
Francisco on April 19 to 21 for the 20th 
annual convention of the California Retail 
Jewelers Association. Those three days 
were packed with an exceptionally well 
prepared program planned by Isadore 
Meyer of Vallejo and John B. Machada 
of Los Banos, co-chairmen of the conven- 
tion committee. They, together with Frank 
E. Robinson, executive secretary of the 
California RJA, did a fine job in “putting 
the show on the road.” 


RICHARD T. 
LIDDICOAT, JR. 


Participates 
in Diamond 
Panel 
Discussion 





Association president Harold C. Barnard 
of Eureka, in opening the Sunday session, 
presented Martha Percilla, who declared 
that the most important key to selling 
anything to the public is a knowledge of 
change and what the change is doing to 
the thinking of the public. As Fashion 
Director of the Jewelry Industry Council, 
Miss Percilla pointed out that an idea 
which had sales appeal last year may be 
the deadest idea in the world this year 
because of the pace of change in our lives 
today. She declared that the public has 
been educated to seek change and news 
in the products they buy and that is why 
there must be a fashion angle to every 
business. 

California leads the country in cooperat- 
ing with the “Know Your Jeweler” cam- 
paigns reported Robert H. Russell, field 
merchandising coordinator for the Watch- 
makers of Switzerland. Tribute was paid 
by Mr. Russell to the Jewelry Industry 
Council for their considerable assistance 
in presenting the story of these promotions 
to the trade, as well as to the press of 
the country. 

A diamond panel discussion was held at 
the Sunday afternoon session and was 
moderated by Alfred L. Woodill, executive 
director of the American Gem Society. 
One of the participants at the discussion 
was Richard T. Liddicoat, director of the 
Gemological Institute of America, who 
declared that it is necessary for a success- 
ful salesman to know his diamonds from 
every angle. “In no instance,” he stated, 
have I met a good salesman who could 
not intelligently answer any question asked. 
A well sold diamond will make sales of 
other merchandise in a store as a satisfied 
customer has been established.” 
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Basic principles in closing a sale were 
outlined by Harry Robinson as: 1. A well 
balanced stock in keeping with the store’s 
capitalization. 2. Display pads must be 
clean and the stock bright. 3. A system 
whereby one may put his hand on any 
stock in the store. 4. Be proud of your 
merchandise and handle it with care. 
>. Bring out the value of the diamond by 
the way in which it is handled. 6. It is 
most important that the association with 
the customer is a pleasant and _ satistac- 
tory one. 

An analysis on how the public spends 
its money was made by Bob Bradt, Pacific 
Coast Manager, Bureau of Advertising, 
American Newspaper Publishers Associa- 
tion. He cited statistics that showed how 
jewelers in this country took nine-tenths 
of the retail dollar in 1939 and the exact 
same proportion in 1952—even though re- 
tail sales were millions of dollars more 
last year. 

An interesting and informative address 
on “How to Display Diamonds” was de- 
livered by Morton Pelzner of Morton 
Pelzner Displays, San Francisco. In his 
talk, Mr. Pelzner told those in attendance 
that their window displays are a form 
of advertising. 

“Newspaper, radio, television, billboards, 
direct mail—all these methods of telling 
your story are remote ... that is, they 
reach the prospect away from your store,” 
he stated. “But your windows are imme- 
diate: they reach the man and woman 
going past your store. They repeat—with 
a new and heavier impact—the message 
of your advertising to those drawn to your 
store by the advertising. They should reach 
out and draw in to your store both those 
who come deliberately and those who are 
simply passing by.” 





One of the principal speakers at the recent 
convention of the California RJA was 
Martha Percilla, fashion director of the 
Jewelry Industry Council, who is shown here 
with Harold C. Barnard (left), who was 
re-elected president of the association, and 
Isadore Meyer, who was again named 
second vice president. 


Mr. Pelzner described in detail common 
faults found in many jewelers’ window 
displays and outlined a series of effective 
display techniques. 

Representatives of leading watch manu- 








facturers participated in a panel discussion 
on Monday afternoon at which Durward 
Howes III, immediate past president of 
the California RJA, served as moderator. 

In discussing how to counteract the 
$18.88 watch sales by drug and other 
stores, one jeweler took a replica of a 
drug store ad and window and duplicated 
it in his store, but he also showed a good 
selection of standard brand watches. As 
a result he sold 278 standard brand 
watches at regular prices against 13 of 
the $18.88 watches. 

All present officers of the California 
RJA were re-elected for another term. 
They are: President, Harold C. Barnard, 
Eureka; First Vice President, Martin R. 
Thomas, Los Angeles; Second Vice Presi- 
dent, Isadore Meyer, Vallejo, and Secre- 
tary-Treasurer, Claude W. Kelly, Arcata. 


DURWARD 
HOWES Ill 


Serves as 
Moderator 
at Watch 
Panel 
Discussion 





Frank Robinson, executive secretary of 
the association, whose headquarters are 
in San Francisco, was given credit by the 
entire organization for his splendid efforts 
in working out the details of the conven- 
tion and in getting out the organization’s 
year book. 


—__—__——_ 


B. C. Clark Formally Opens 
New Oklahoma City Store 


The cutting of a gold ribbon on March 2 
marked the formal opening of B. C. Clark’s 
new jewelry store at 113 N. Harvey St., 
Oklahoma City, Okla. 

The store is in a new three-story build- 
ing and has completely new fixtures valued 
at $30,000, according to B. C. Clark, Sr., 
president of the firm, who is the oldest 
jeweler in Oklahoma from the standpoint 
of service. It was 60 years ago that he 
opened his first store in Purcell, Okla. 

On hand at the opening ceremonies was 
Lazare Kaplan, New York diamond cutter, 
who several years ago gained world-wide 
recognition by cleaving the 726-carat 
Jonker diamond. 

Highlight of the opening ceremonies was 
the three-day showing of a cultured pearl 
gown valued at $100,000 and loaned for the 
occasion by the Imperial Pearl Syndicate. 

Other formal opening features included 
an exhibit of Lenox china and glass, a 
special showing of expensive jewelry pieces 
and world-famous watches, and a display 
featuring some colored and large uncut 
diamonds. 

A valuable gift was presented to every- 
one who visited the store on opening day 
and 25 lucky visitors each received a dia- 
mond worth $80. 
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Tri-State Jewelers Attend 39th Convention; 


Groll Succeeds Wright as Association Head 


The beautiful Shoreham Hotel in Wash- 
ington, D. C., was the site of the 39th 
annual convention of the Maryland- 
Delaware-District of Columbia Jewelers’ 
Association. Held on May 3 and 4, the 
attendance was exceptionally heavy. A 
well planned entertainment program was 
provided for the members, and the wives 
were treated to a visit to the White House 
where they were personally greeted by 
Mrs. Eisenhower. 

The convention 


commenced Sunday 





afternoon with a lively reception and 
smorgasbord. In the evening, there was 
a cocktail party, which was followed by 
a dinner and entertainment in the hotel’s 
Blue Room. 

At the Monday morning business session, 
William Wright, president, made the open- 
ing address. He introduced the first guest 
speaker, Horace B. McCoy, Director, Office 
of Industry & Commerce, Department of 
Commerce, who spoke on “Government 
Interest in Distribution.” Mr. McCoy was 
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There is no question about quality if 
it’s HAYWARD because — you'll not 
find finer Gold Filled and Sterling 
jewelry anywhere. 


¢ The engraving is exact, detailed and 
clean. 


¢ The engine turning is unmatched 
the country over. 


e And the finish is gleaming, brilliant 
and handsomely polished. 




















followed by William Cheyney, EXECUtiye 
vice president, National Foundation for 
Consumer Credit, whose subject was “Con. 
sumer Credit.” 

The afternoon business meeting was 
opened by Henry Dorff, director of adves. 
tising, Gruen Watch Co., who covered the 
subject of “Retail Advertising.” The next 
speaker was Roland Jones, president 
American Retail Foundation, who spoke 
on “Retailing from the National Viey 
Point.” Mr. Jones pointed out the oTeat 
need for close cooperation between jj 
segments of American retailing. The elim. 
nation of the excise tax, he stated, can be 
brought about only through the concerted 
efforts of all branches of American ye. 
tailing. 


HARRY GROLL 


New President 
of Tri-State 
RJA 





The concluding speaker on the afternoon 
business meeting was Oscar Kind, Jr., vice 
president, Middle Atlantic Region, Amer. 
ican National Retail Jewelers Association, 
who spoke on “Your National Association.” 

Winding up the business session were 
the reports of the different committees. 
Harry Groll, Wilmington, Del., was elected 
president of the assocation, succeeding 
William Wright. Other newly elected 
officers were: David E. Lakein, first vice 
president, Frank Geraci, second vice presi- 
dent, Carl A. Doubet, Jr., secretary, and 
Benjamin Blanken, treasurer. Wilmington, 
Delaware, was selected as the site of next 
years convention. 


Newbauer Named President 
Of Reactivated Miami RJA 


The Greater Miami Retail Jewelers As- 
sociation, which has been inactive since 
1951, was reactivated a few months ago by 
a group of jewelers in that area. A new 
charter was drawn up and approximately 
52 members immediately joined the reacti- 
vated organization. 

Named as president of the group at 4 
recent meeting was Julian Newbauer (Kirk 
Jewelers, Inc.). Other officers elected were: 
Carrol Seghers (Carrol’s Jewelers) and Ed- 
ward S. Rubin (Original Rubin’s), vice 
presidents; Wilbur Loewenberg (Loew's 
Jewelers), secretary, and Irving Getzug 
(Mayor’s Jewelers), treasurer. 

Elected to the board of directors were: 
Fred Slater (Slater Jewelry Co.), chair- 
man: Herman Rubin  (Maynard-Page, 
Inc.) ; Kenneth Paul (Greenleaf & Crosby 
Co.); Hugh Garner (Hugh L. Garner Jew 
elry); Aaron Aronoff (Royal Jewelers) ; 
Jos. Bernstein (Rogers Credit Jewelers) ; 
C. L. Potter (C. L. Potter Jewelry), and 
Gordon Smith (Little River Jewelry Co.)- 
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Plans Are Underway For 
‘53 Ring Sales Program 


The year-round ring sales program or- 
ganized by manufacturers of stone, emblem, 
signet and initial rings and by stone 
dealers. under the auspices of the Jewelry 
Industry Council in 1952, will be con- 
tinued throughout 1953. 

Successful results obtained from _ the 
program in its first year of its operation 
definitely this .decision in the 
opinion of the Committee in 
charge of the work. 

The members of that Committee, of 
which Leonard Shiman, Shiman Mfg. Co., 
Newark. N. J.. is chairman, are: 

For Ring Manufacturers: Julian Baden, 
Baden & Foss. New York, N. Y.; Mel 
Benstock. Benstock Ring Co., Buffalo, 
N. Y.: Frank Budlong, Budlong, Docherty 
& Armstrong. Providence, R. I.; Stanley 
Church. Church & Co.. Newark, N. J.; Leo 
Davidson. Davidson & Sons Jewelry Co., 
Inc.. New York, N. Y.; Maurice H. Fried, 
Star Ring Mfg. Co., Buffalo, N. Y.; Irwin 
Goodman. I. B. Goodman, Cincinnati, O.; 
Fred K. Hahn. Helm & Hahn, Pittsburgh, 
Pa.: Walter Karlan. Karlan & Bieicher, 
Inc. New York. N. Y.; E. B. Kartzmer, 
Stern & Stern. New York, N. Y.: Theodore 
F. Schraft. Wefferling, Berry & Co., Inc., 
Newark. N. J.: and Fred White, J. J. 
White Mfg. Co.. Providence, R. I. 

For Colored Stone Dealers: Robert L. 


Dreher. Dreher Bros. & Wider, New York, 
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size rings to fit 
your customers 


NEW 
RING 


SIZER 


ALLOWS SMALL |§ 
INVENTORY <i! 








@Expanding mandrel 
accepts rings from 
sizes 1 to 15. 


@ Upright mandrel en- 
ables easier sizing | 
of rings. c 


@No scratching 
No marring. 





sizing holes permits 
the greatest range of 
reductions, 


9950 


Time Payments 


SEND FOR LITERATURE 


NEW HERMES 
PRODUCTS CORPORATION 


13-19 University Place, N. Y. 3,N. Y. 





N. Y.; James A. Drilling, James A. Drill- 
ing Co., Inc., New York, N. Y.; Andrew 
B. Heinzmann, H. R. Benedict & Sons, Inc., 
New York, N. Y.; George Heller, Heller- 
Hope Co., New York, N. Y.; S. La Salle, 
Wm. V. Schmidt Co., New York, N. Y.: 
Edward Lembeck, Lembeck & Bros., New 
York, N. Y.; and Anthony Mastaloni, 
Anthony Mastaloni & Co., New York, N. Y. 

The backbone of the 1953 Year Round 
Program, as was true in 1952, will be a 
16-page booklet called “Romance of Rings 
and Birthstones” with authentic reproduc- 
tions in four colors of actual birthstones, 
created for distribution to the public 
through retail jewelers under their store 
imprint. 












Hall Company Salesman Wins 
Prize Puppy in Gemex Contest 
Charles Floyd of La Jolla, Calif., was 


recently awarded a prize Welsh terrier 
puppy from the famous Sherman Billingsley 
pedigree farm. Mr. Billingsley of Stork 
Club fame sent the valuable dog to Mr. 
Floyd in recognition of his outstanding 
sales record with the Hall Co., wholesale 
jewelers of Los Angeles. 

Mr. Floyd, in competition with hundreds 
of salesmen all over the country, won one 
of the prize puppies as a result of a con- 
test sponsored by the Gemex Co., which 
also sponsors the famous Sherman Bill- 
ingsley Stork Club television program. 
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BUSINESS SERVICE AWARDS 
with the New Hermes 





TRACER GUIDED 


Emmy 


Taeace 





SO EASY ANYONE 
CAN OPERATE IT. 


@ Are you getting your share of the 
“incentive” and “‘service’’ award 
business in your community? 


@ Engrave awards for factories, schools, 
etc. with the Engravograph. 


. @ Special master templates with company 


Sen 
Shenae 


or organizational insignia available. 


Send for Catalog GM 


GET A NEW HERMES AND 


PAY OUT OF PROFITS 


New Hermes Engraving Machine Corp. 
13-19 University Place New York 3, N.Y. 


World’s Largest Manufacturers of Portable Engraving Machines 











More Than 160 Firms Reserve Exhibit Space 
At NJA‘s Jewelry Fair and Convention 


The Convention Committee of the Na- 
tional Jewelers Association released a list 
recently containing the names of 164 ex- 
hibitors who have already been assigned 
space for the 1953 National Jewelry Fair 
and Convention of that organization. The 
four-day event will be held July 26 to 30 
at the Conrad Hilton in Chicago. 

The list released by the Committee in- 
cludes all firms holding space as of the 
last week of April, 1953. With the Fair 
still two months away from the opening 
date, the Committee anticipates that over 





228 firms will be included in the total 
number of firms exhibiting by show time. 
It was stated that the number of firms 
announced at the present time represents 
a definite increase over the number signed 
up at the same date in 1952. 

The Convention Committee, responsible 
for the planning of the ’53 Fair and Con- 
vention, consists of the following jewelers: 
Clarence Olsen (Olsen & Ebann Jewelry 
Co.), Chicago, chairman; Irving N. Chay- 
ken (Armstrong’s), Hammond, Ind., vice 
chairman: A. E. Newmark (Newmark’s), 
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OSTBY & BARTON INITIALS ARE NOW BEING MANUFACTURED BY 


The finest Initials made — that’s what the wholesalers have told 
us about O & B initials. Now, Clark & Coombs, through the 
purchase of all the O & B dies and tools, is carrying on the ex- 
cellence of quality and workmanship which has been a byword 


in the trade for nearly 75 years 
— to wholesalers, retailers and 
manufacturers. Initials are 
available in three sizes — com- 
plete from A to Z. Old English 
style, in either 10K Solid Gold 
or Gold Plate. 


Retailers Ask your wholesaler 
for these famous O & B initials. 


Manufacturers Write to us 
direct for full information. 
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CLARK AND + 
COOMBS CO. § 


SINCE 1862 
MANUFACTURERS 
OF STERLING AND 
. GOLD FILLED RINGS 






162 CLIFFORD ST. 
PROVIDENCE, R. I. 
¥. 3. A. 











Chicago; Wm. Wagner (NJA secretary) 
New York; Fred B. Dreifus (Dreify, 
Jewelry Co.), Memphis, Tenn.; Weniied 
Kernis (Norman Jewelers, Inc.) , Chicago: 
H. A. Goldberg (Cooper’s, Inc.), Ports 
mouth, Va., and Irving J. Wolfgang (Cole 
& Erwin, Inc.), Detroit, Mich., NJA preg. 
dent and ex-officio member of the Con. 
mittee. 

The Committee announced that the Ex. 
hibition Hall, containing 144 booths, has 
been sold out. A brisk demand for spac. 
in the Exhibition Hall Annex is reported 
with well over half of the space there 
already reserved. 

The Grand Ballroom is expected to }- 
filled to capacity by show time, with firm; 
featuring fall and Christmas items for gpp. 
cial promotions. Costume jewelry, appli. 
ance, leather goods and giftware firms also 
occupy a substantial section of the Grand 
Ballroom. 

The advance registration program in. 
augurated several years ago by the NJA 
headquarters in New York is well under 
way for 1953. For free registration badge, 
retailers are invited to write the National 
Jewelers Association, 545 Fifth Ave., New 
York 17, N. Y. A badge admits retailers 
to all exhibit areas and convention bugi- 
ness meetings, and is good for the entire 
Fair period. 

For display space and information, man- 
ufacturers, importers and wholesalers are 
requested to contact the National Jewelry 
Fair office, 812 Olive St., St. Louis 1, Mo. 

The following list of firms includes all 
exhibitors assigned space up to and in 
cluding April 24: 


Accro Watch Co., Inc........New York, N. Y. 
William Adams, Inc.......... New York, N. Y. 
Louis Aisenstein & Brothers, Inc., 

New York, N. Y. 


The Allan Co..... irc os aan ah ein ee Chicago, Il. 
Altheimer & Baer, Inc............ Chicago, IIl. 
American Plastic Co........... Hammond, Ind. 
American Safety Razor Corp...Brooklyn, N. Y. 
oe ae Ge Ge Gc co ccccescecs Providence, R. I. 
Baldwin-Miller Co....... ...-Indianapolis, Ind. 
Bardach Brothers........... Indianapolis, Ind. 
Bis. We BN Gi, TGie cs ccccecss Chicago, Ill. 
Bell Lamp Manufacturing Corp....Chicago, Ill. 
Ph Tin ptredctaeadece en annad Chicago, II. 
Benrus Watch Co.........-0- New York, N. Y. 
Berman Watch Co., Inc....... New York, N. Y. 
Bieler-Levine Co.......c...ccceees Chicago, Ill. 
Roy M. Bloom, Inc........... New York, N. Y. 
Brown & Gravenson, Inc.....New York, N. Y. 
Bruner-Ritter, Inc........... New York, N. Y. 
Buffalo Jewelry Case Co......... Buffalo, N. Y. 
Bulova Watch Co............ New York, N. Y. 
Caplen Jewelry Display......... Buffalo, N. Y. 
China Overseas Corp......... New York, N. Y. 
A. Cohen & Sons Corp........ New York, N. Y. 


Columbia Diamond Rings, 

Long Island City, N. Y. 
Columbia Walescraft Ltd.....New York, N. Y. 
Cory Corp....... SEyerrrre Te Tee Chicago, IIl. 
Cramer-Tobias-Meyer, Inc....New York, N. Y. 
Cranley Silver Mfg. Co..Rockville Centre, N. Y. 
Crosley Div. Aveo Mfg. Co....Cincinnati, Ohio 


Croton Watch Co........... New York, N. Y. 
Cuckoo Clock Mfg. Co., Inc...New York, N. Y. 
ee errr New York, N. Y. 


Davidson & Sons Jlry Co., Inc., 
New York, N. Y. 


SE Se Peres New York, N. Y. 
Dennison Mfg. Co......... Framingham, Mass. 
ee EE aaa Chicago, II. 
ee Chicago, III. 
S. Dresner & Son, Inc............ Chicago, Ill. 
i tenes ewene ae River Grove, IIl 
Ekco Products Co........cccccccces Chicago, III. 
Elgin National Watch Co....... ...-Elgin, Il 
Fairbanks Ward Industries, Inc....Chicago, IIl. 
Fantasy of Jewels........... New York, Y. 
i is Es ccawes New York, N. Y. 
Feature Ring Co., Inc........ New York, N. Y. 
ee Oe Gh, NR. . cock ccscecs Providence, R. I. 
Fiddelman & Son, Inc....... .New York, N. Y. 
Firman Leather Goods Corp..New York, N. Y. 
Wiemett Gat Ris ccccccccccsccs New York, N. Y. 
Edwin Freed, Inc............ New York, N. Y. 
= yf 7 Se Chicago, IIl. 
Marvin J. Freedman............ Buffalo, N. Y. 
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Pceeeeonneeees Indianapolis, Ind. 
Goodman watch ke cxseeset Cincinnati, Ohio 
Hamilton Watch Co........-++. Lancaster, Pa. 
Harman Watch Co.......-+-- New York, N. Y. 
Helbros Watch Co., Inc....... New York, N. Y. 
L. Heller & Son,  cecasoee New York, N. Y. 
Sam Herscovitz Co., Inc........+-- Chicago, Ill. 
A. Hirsch Co....+-eeee eee reecees Chicago, Ill. 
Howard Ring Co0..+-.-++++--+++0 Chicago, Ill. 
Illinois Watch Case Co......-.-+++.. Elgin, Ill. 
Imperial Pear! Syndicate.......... Chicago, Ill. 
The E. Ingraham Pin scceteseas Bristol, Conn. 
International Silver Ces. ccccccs Meriden, Conn. 


Jackson Vitrified China Co... .New York, N. Y. 


Kreisler Mfg. Corp., 
— North Bergen, N. J. 


Jewelers’ Circular-Keystone..New York, N. Y. 


ck nen eee ceeds en Chicago, Ill. 
ee &  SPrerrry Los Angeles, Calif. 
L. & M. Kahn Co..........-. New York, N. Y 
Karpeles Rosary Co. Ltd.....Providence, R. I. 
Frank M. Katz, Inc.......... New York, N. Y. 
Keystone Silver Corp......... New York, N. Y. 


‘ngsley Stamping Machine Co., 
ew Hollywood, Calif. 


William Korn & Co...........+. Buffalo, N. Y. 
Kramer Jewelry Co........... New York, N. Y. 
Walter Lampl, Inc........... New York, N. Y. 
Max Landau & Co., Inc....... New York, N. Y. 
Lehman Bros. Silverware Corp., 

New York, N. Y. 
Lieber & Lerner......+....+-. New York, N. Y. 
Life Magazine...........+... New York, N. Y. 
Harold Lifton Co., Inc........New York, N. Y. 
Linde Air Products Co....... New York, N. Y. 
L. M. D. Jewelry Mfg. Corp..New York, N. Y. 
Lohengrin Rings, Inc......... New York, N. Y. 
Longines-Wittnauer Watch Co., Inc., 

New York, N. Y. 
Lovebright Diamond Co......New York, N. Y. 
Luckoff & Wayburn, Inc........ Detroit, Mich. 
L. Luria & Son, Inc......... New York, N. Y. 
Manhattan Novelty Corp...... New York, N. Y. 
Manheimer Watch Co............. Chicago, III. 
PE gc ki ngeseseeees Attleboro, Mass. 
The Marhill Co., Inc......... New York, N. Y. 
The Mautner Co., Inc........ New York, N. Y. 
Tie Moser Co., EMGscccccccccccces Joplin, Mo. 
Mele Mfg. Co., Inc............ New York, N. Y. 
Metro Jewelry Service........ New York, N. Y. 


Minnesota Mining & Mfg. Co...St. Paul, Minn. 
Monarch Watch Co., Inc......New York, N. Y. 


Motorola, Inc. ....... ptekébnnekad Chicago, Ill. 
> SR re ee Meriden, Conn. 
National Potteries............. Cleveland, Ohio 


New Hermes Engraving Machine Corp., 
New York, N. Y 


The O’Learys, Inc....... bs dwenead Chicago, Il. 
Ollendorff Watch Co., Inc.....New York, N. Y. 
Oneida, Ltd..... bUdeteneenes end Oneida, N. Y. 
EE OE Os a ca acgceentiewd Chicago, II. 
Paramount Wedding Ring Co.....Chicago, IIl. 
Parker-Allen Industries........... Chicago, II. 
The Parker Pen Co..... awaenes Janesville, Wis. 
Paro Industries...... cerebenee New York, N. Y. 
Henry Paulson & Co.............. Chicago, II]. 
Pennino Brothers, Inc........ New York, N. Y. 
Pereline Mfg. Co., Inc........ New York, N. Y. 
Plainville Stock Co........... Plainville, Mass. 
K. Polishook & Son Corp.....New York, N. Y. 
Dh Mie DE Abi eecoeeseeesecees Buffalo, N. Y. 
Remington Rand, Inc......... New York, N. Y. 


(Dealer Sales Div.) 
Remington Rand, Inc........Bridgeport, Conn. 
(Electric Shaver Div.) 


Renoir of California........ Hollywood, Calif. 
Richie Premium Corp......... New York, N. Y. 
Robbin Products...........Los Angeles, Calif. 
J. W. Robbins Co...... mei eed New York, N. Y. 


Ronson Art Metal Works, Inc...Newark, N. J. 





Named 
Sales Mgr. 
of Wallace 

Brothers 


JOHN KOERBEL 


Announcement of the appointment of 
John Koerbel as sales manager of Wallace 
Brothers, stainless steel division of R. 
Wallace & Sons Mfg. Co., was made re- 
cently by Charles Baumle, manager. 

A long-time sales representative for 
Wallace Brothers in the New York City 
area, Mr. Koerbel has been with the divi- 
sion for 41 years. 
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David Sarkin, Inc............ New York, N. Y. Wakmann Watch Co......... New York, N. Y. 


Savoy Watch Co., Inc......... New York, N. Y. Waltham Watch Co........... Waltham, Mass. 
Ee ae West Los Angeles, Calif. Warner Jewelry Case Co., Inc....Buffalo, N. Y. 
Bob Scheffres Co., Inc.......... ...Chicago, Ill. Watchmakers of Switzerland. .New York, N. Y. 
Schick, Inc..... miéectinabeane Stamford, Conn. Westclox (Division of General 

Adolf Schwarcz & Son, Inc...New York, N. Y. Time Corporation) ...........<. LaSalle, Il. 
W. F. Sebel & Co.......... Los Angeles, Calif. Wiesemn Hart, Ime......ccocces Cincinnati, Ohio 
OE err Terr rT eT New York, N. Y. Joseph Wiesner, Inc.......... New York, N. Y. 
Semca Clock Co...........0. New York, N. Y. Winton Watch Co............ New York, N. Y. 
Semca Watch Co............. New York, N. Y. Ws nen nneseenenenens Chicago, Ill. 
Seth Thomas Clocks........ Thomaston, Conn. J. R. Wood & Sons, Inc...... New York, N. Y. 


W. A. Sheaffer Pen Co.....Fort Madison, Iowa 
Shiman Brothers & Co., Inc..New York, 








it ba ag .* Serer New York, - Y. 

ewewenees Ge, Biss ccccccceses Boston, Mass. 

Skalet Mfg. Co.........++++: New York, N. Y. | Strand Opens Lake Worth Store 

Se Es Ts BBs + kc ccesccacs Chicago, III. 

Sonora Radio & Television Corp...Chicago, III. H. R. Strand, who for a number of years 

Spartan Radio-Television... Jackson, Mieb- | conducted the Wood and Strand jewelry 

Louis “~_-* errr rr rt vee 7 by firm in Northampton, Mass., has sold the 

Stntdicate Diamonds, inc... New Yoo, N.Y. | business to Walter Johnston, who also con- 

United China & Glass Co.....New Orleans, La. ducts a jewelry store at Winsted, Conn. 

Van Schyndle, Inc. ...........«. ..-Chicago, Ill. ae : 

. YY ey New York, N. Y. Mr. Strand now operates a business 1n 

Vacheron & Constantin—Le Coultre one Lake Worth, Fla., selling modern and an- 
I, nn ctcecneenes New York, N. Y. ; , ] 

The Waddell Co., Inc.......... Greenfield, Ohio tique jewelry. 




















Ship your 
It co 


lo Goldsmith 


Every shipment of old gold, filled or plated scrap you send to’ 
us is carefully checked and valued by specialists. It is then 


placed in our vaults for safe keeping and... 
OUR CHECK WILL SATISFY YOU 


or your lot will be returned to you promptly upon your re- 
quest. When you ship by mail or express to Goldsmith it is 
like doing business over the counter. 


Include your trade-in movements and obsolete 
watches. They often bring substantial returns. 





GOLDSMITH 


SMELTING @ REIN 


WABASH AV 4 CHI 


~ 
~/ 


‘ 
’ TURA 





New York Office: 74 West 46th Street, New York 














Secretary of Commerce Slated to Address 


Opening Session of ANRJA Convention 


The American National Retail Jewelers 
Association announced recently virtual 
completion of the program for its 48th an- 
nual convention and trade show, to be held 
at the Waldorf-Astoria, New York, August 
9-13 inclusive. 

Among the outstanding speakers 
will address convention sessions is the Hon- 
orable Sinclair Weeks, Secretary of Com- 
merce. who will speak on Monday evening, 
August 10. on “The Business Outlook.” 
Secretary Weeks will bring to the conven- 
tion his broad experience of many years 


who 











in the jewelry field, most recently as chair- 
man of the board, Reed & Barton Corp., 
manufacturing silversmiths of Taunton, 
Mass. 

In addition to Sinclair Weeks, the fol- 
lowing outstanding speakers will address 
convention sessions on subjects of timely 
interest and importance to retail jewelers: 

Monday, August 10. Panel discussion on 
“How to Sell Jewelry.” Speakers: Mrs. 
Gladys Babson Hannaford (N. W. Ayer & 
Son, Inc.), New York; Paul W. Monohon 
(B. A. Ballou & Co., Inc.), Providence, 




















BE-BOP 


Sold through wholesalers only 


DEXTER MFG. CO. E 


100 STEWART STREET 
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These charm bracelets have 
“kid appeal” and are sure 
Sellers. All individually 
carded. Attractive sales 
compelling counter displays 
supplied. 


SCHOOL-DAYS 


The House of Charme 


PROVIDENCE, R. I. 











| WR. i.; H. B. King, Jr. (H. O. Hurlburt % 


Co.), Philadelphia, Pa., and Maurice Adel. 
sheim, Jr. (S. Jacobs Co.), Minneapolis, 
Minn., vice president of ANRJA. 

Tuesday, August 11. Address “Fair Trade 
Today” by Maurice Mermey, director, By. 
reau of Education on Fair Trade, New York: 
Address “Jewelry Sales by Armed Forces 
Exchanges” by Arthur R. Kirby (Saunders 
& Son), Alexandria, Va., chairman of the 
ANRJA subcommittee on Armed Forces 
Exchanges; Address “What We Are Doing 
About the Excise Tax” (invitation out. 
standing). 

Wednesday, August 12. Panel discussion 
on “Unethical Merchandising Practices.” 
Speakers: Oscar Kind, Jr. (S. Kind & Sons), 
Philadelphia, vice president of ANRJA: 
John S. O’Connell (Towle Manufacturing 
Co.), Newburyport, Mass.; and Harold Al- 
berts (I. Alberts’ Sons, Inc.), Boston, Mass, 


HON. SINCLAIR 
WEEKS 


Secretary 
of Commerce 





Thursday, August 13. Reports of Com- 
mittees: Secretary-Treasurer, Resolutions, 
Credentials, Nominations, election and in- 
stallation of officers and other association 
business. 

Thursday evening. Reception, 
banquet, entertainment and dancing. 

Chas. M. Isaac, executive vice president 
of ANRJA, announced that additional space 
has been provided by the Convention Com- 
mittee in order to meet the demand of new 
exhibitors. He stated that the total number 
of exhibitors and participators greatly ex- 
ceeds those of the 1952 trade show. 


annual 


Huge Uncut Ruby Shown 
At Glendale Gem Festival 


One of the most extraordinary rubies in 
the world, a huge uncut gen weighing 
1151 carats, was the feature attraction at the 
Gem Festival held by the Glendale Lapi- 
dary & Gem Society on May 16 and 17 at 
the Glendale Civic Auditorium, Glendale, 
Calif. 

The huge, deep crimson ruby was pur- 
chased in London recently by Harry Kazan- 
jian of Los Angeles, long-time dealer with 
his brother, James Kazanjian, in precious 
stones. He purchased the stone during 4 
40,000 mile around-the-world search for 
precious stones. 

This was the sixth annual exhibition spon- 
sored by the Glendale Lapidary & Gem 
an organization of hobbyists and 
collectors of semi-precious stones. Last 
year’s two-day exhibit attracted nearly 
10,000 persons who viewed the Lincoln 
Sapphire, the head of Abraham Lincoln 
carved from gemstone, which is also owned 
by Kazanjian Brothers. 
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Toledo Jewelers Association 
Commended by Local BBB 


Members of the Toledo Jewelers Asso- 
ciation were commended recently by the 
Better Business Bureau of that city for their 
high standards of business conduct. 

According to The Report, a publication 
circulated by the Toledo BBB, the jewelers’ 
group formulated a cooperative program 
of business rules over three years ago to 
remedy unfair competitive practices in ad- 
yertising. The publication pointed out that 
this program of self regulation has brought 
about many improvements. Its major ac- 
complishments include the abolishment of 
comparative prices on diamonds and 
watches. Likewise, credit checks, give-a- 
ways. two for one and free offers have been 
prohibited. 


=z iv 
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Edward J. Neumann, immediate past presi- 
dent of the Toledo Jewelers Association, 
turns over gavel of office to Edgar Levitt, 
who was named president of the group at 
a meeting held early in March. Looking on 
are William Osterman (second from right), 
secretary, and Louis Basch, treasurer. Ab- 
sent when this photo was taken was Carlton 
Broer, new vice president. 


Said the Toledo BBB of the jewelers’ 
program: “The participationg jewelers, 
comprising nearly 100 per cent of the jew- 
elers in this city, are proud of this im- 
provement, and seem to be determined to 
protect their gains. They have learned that 
their efforts have been repaid with greater 
public confidence. . . .” 


—7 


Dates of L.A. Gift Show 
Changed by Sponsoring Group 


Announcement was recently made _ by 
Los Angeles Trade Fair, Inc., a division 
of the Los Angeles Chamber of Commerce, 
of new summer dates for the 37th Cali- 
fornia Gift Show. The new dates, July 
26-30, cut one day from the previously 
scheduled time, a change made necessary 
by the fact that this summer the San 
Francisco gift show will open on Sunday 
following the Los Angeles show. 

More than 100 of the Los Angeles exhibi- 
tors faced the problem of showing in Los 
Angeles on Friday and setting up in San 
Francisco on Saturday, a transportation im- 
possibility. The new plan, to close the Los 
Angeles show on Thursday afternoon, will 
make the 400-odd-mile transfer possible. 
The show management emphasized that this 
expedient is adopted for this show only. 

A record attendance is anticipated at 
this market, which will feature more than 
2000 leading prestige lines. More than 400 
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exhibitors will display at the Merchandise 
Mart Building, Brack Shops, Biltmore and 
Alexandria Hotels, and individual show- 
rooms. 

Show committee chairman is J. A. Car- 
rington, manager of the California office of 
the Cavendish Trading Corp. 


Swiss Watchmakers to Support 
Watch Parade, Inspection Time 


The Watchmakers of Switzerland have 
announced that their 1953 promotional 
campaign will include support of Watch 
Inspection Time, September 10 to 19, and 
the Watch Fashion Parade, October 29 
to November 7. 
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Retail Jewelers Form Group 
To Enforce Fair Trade Laws 


In order to enforce fair trade through 
existing state laws, a group of jewelers 
banded together recently and formed the 
Retail Jewelers Trade Council, Inc. 

Chosen as president of the new organiza- 
tion was Harry Gerber (Bramley & Co., 
Inc.), White Plains, N. Y. Sam M. Jacob- 
son (F. Alpers, Inc.), Bronx, N. Y., was 
named treasurer, and E. M. Belman, of 
New York City, was elected secretary. 

Jewelry wholesalers and distributors who 
wish to participate in the group’s efforts 
to enforce fair trade will be admitted to 
the association as associate members. 


————EE a — 
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we are currently 


Keturning 30% 
as Dividends! 






























Insure in the “Jewelers’ Own Com- 
pany” and enjoy a 30% saving on 
fire, jewelers block, business inter- 
ruption, and extended coverage 
insurance. 


How is such a saving possible? .. . 
Because we insure only Jewelers, 
Watchmakers, Engravers, Optome- 
trists and those in allied lines (manu- 
facturers, wholesalers, etc.). Losses 
with this select group are lower. 
The savings are returned to policy- 
owners as dividends. 


May we send you a booklet describing 
the insurance we offer? No obliga- 
tion, of course. No salesman will call. 


All policies are Non-Assessable. 





Jewelers Mutual 
‘ INSURANCE COMPANY 


frre : 
BY BBB AR | JEWELERS INSURANCE BUILDING 


aie rah | NEENAH, WISCONSIN 








Gain Strength in Congress 


President Eisenhower’s firm stand against 
federal tax reduction until the budget is 
balanced is winning new converts among 
both Republican and Democratic members 
of Congress. 
As a result, there is at present only a dim 
prospect that retailing will have any part 
of its tax burden eased this year. 

Endorsement of the White House fiscal 
position by Senator Harry F. Byrd (Vir- 





Mr. Byrd’s views carry a good deal of 
weight among members of both political 
parties. 

Chairman Daniel A. Reed (New York 
Republican) of the tax-writing House Ways 
and Means Committee, sticks to his belief 
that the time is already ripe for tax cuts. 

Normally, the views of the chairman of 
this powerful committee would prevail in 
the House. But Mr. Reed has been over- 
ruled—to his astonishment and indignation 
—and control of tax legislation has been 
transferred unofficially to the House lead- 


ginia Democrat) is helping a number of ership. 


on-the-fence congressmen to make up their 





Future of the controversial excess-prof- 








BIGGER and BETTER THIS YEAR! 


Pittsburgh 
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Jewelry 
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ATTENTION 

» MANUFACTURERS 
° WHOLESALERS 

© DISTRIBUTORS 


Your Opportunity to Meet Jewelry Store 
Buyers RIGHT on Their Own Doorstep 


Again in 1953, all manufactur- 
ers, wholesalers, jobbers and 
distributors are invited to ex- 
hibit at one of the greatest 
regional jewelry markets in 
Only a few exhibit 
spaces remain, so register yours 
NOW, and exhibit to the heavi- 
est concentration of retailing 
in the country. 


America. 


The Second Annual Pittsburgh 
Jewelry Fair, Aug. 30 to Sept. 
2, at the William Penn Hotel, 
Pittsburgh, is certain to be even 
greater this year. Several thou- 
sand jewelry people will regis- 
ter from Western Pennsylvania, 
Eastern Ohio, West Virginia, 
Maryland and New York. 


Phone, Write or Wire for further details to: 
HERMAN HOLLANDER, Executive Secretary 


Retail Jewelers Association of Western Penna. 


Plaza Building, Pittsburgh 19, Pa. 

















minds about the touchy tax-reduction ques- | 


Quickie Tax Cut Opponents | tio». 





its tax is shaping up as test issue jn the 
Congress. If tne Eisenhower Administra. 
tion is successtul in convincing Congresg 
that this tax should be continued beyond 
its scheduled expiration date of June 39 
then the prospects for scheduled reductions 
in income and excise taxes become remote. 

There is an even chance, however, that 
the currently bleak outlook for tax reduction 
may brighten considerably next month, The 
reason: Congress has not yet really got. 
ten its teeth into the all-important problem 
of budget-cutting. 

Federal Budget Director Joseph M. Dodge 
is finding this task much more difficult than 
he anticipated. And he is running jpto 
deeply-rooted obstacles in cutting govern. 
ment payrolls. 

Scheduled expiration of the excess prof. 
its tax is by no means a “sure thing” 
particularly if the White House sends a 
strongly-worded message to the Capitol ask. 
ing for a limited extension. A compromise 
extension of this unpopular tax, possibly 
for six months, still is a factor to be reck. 
oned with. Despite near-unanimous agree. 
ment in Washington that it’s a bad tax, 
Mr. Dodge dislikes even more the pros 
pect of losing the $2 billion in revenue that 
it yields each year. 

But if the Senate follows the House ex. 
ample in starting to trim about $8,500, 
000,000 from fiscal 1954 expenditures, as 
President Eisenhower has urged, business 
and industry will face vastly improved 
prospects that the excess profits tax will be 
allowed to expire on June 30. 


Bagge Heads New Organization 
Formed by Traveling Salesmen 


The Golden Nuggets, an organization 
composed of traveling sales representatives 
servicing the jewelry trade, was formed in 
San Francisco during the recent conven- 
tion of the California Retail Jewelers 
Association. 








Named as officers of the newly-formed 
Golden Nuggets, an organization of travel- 
ing jewelry salesmen, were, left to right: 
Hans Bagge, E. L. Endman, A. A. (Gus) 
Colvin, and Richard Abrahams. 


Members of the new organization elected 
Hans Bagge (Martin L. Ehrmann Co.) as 
president; A. A. (Gus) Colvin (Hamilton 
Watch Co.), first vice president; E. L 
Endman (Pacific Jewelers Supply Co.), 
second vice president, and Richard Abra- 
hams (Max Abrahams, Inc.), secretary: 
treasurer. 

Named as trustees were Ralph Gomez 
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(Gomez Mfg. Co.); A. A. (Gus) Colvin; 
Frank Enos (J. R. Wood & Sons, Inc.) ; 
Hans Bagge; Dick Abrahams; Jesse Linzer 
(Van Craeynest & Linzer, Inc.), and Jack 
Hogan (E. W. Reynolds Co.). | 

The new group will work with the Cali- 
fornia RJA in all ways possible, especially 
in securing new members and during that 
organization’s annual conventions. All 
traveling salesmen joining the group before 
July 1 will be considered as charter mem- 
bers. Those interested in joining should 
contact the secretary-treasurer, Richard 
Abrahams, at 657 Mission St., San Fran- 
cisco, Calif. 





Stowell Team is Top Scorer 
In Boston Bowling League 


Sixty-seven hard-rolling members attended 
tne 30th annual banquet of the Boston 
Jewelers Bowling League at the Hotel 
Brunswick on Saturday, April 25. One of 
the largest and finest collection of gifts 
was distributed to the prize-winning teams 
and individuals. 

Top-scoring team was that of A. Stowell 
& Co., which won 81 games, lost 27, and 
had a total pinfall of 39,291. Second was the 
Mahar & Engstrom team, which won 74, 
lost 34, and had a total pinfall of 38,966; 
Third was the team of Smith-Patterson Co., 
which won 67, lost 41, and had a total pin- 
fall of 38,297. 





Members of the A. Stowell & Co. team 

display trophies presented to them as the 

top scorers in the Boston Jewelers Bowling 

League. Seated are Marty Walsh (left) 

and John Black. Standing, left to right, 

are: Edward Durning, Paul Hannigan and 
Pat Marino. 


Earl Savoy, of the Shreve, Crump & Low 
Co. team was honored and presented a spe- 
cial trophy for having rolled—back in 1941 
—the highest three-string total in the his- 
tory of the League, a total of 404, nearly 
a world’s record. 

New officers elected for next season were: 
Robert Parker, D. C. Percival & Co., presi- 
dent; Fred Bertram, Carl O. Swanson Co., 
Arlington, vice-president: Frank Horton, 
Smith-Patterson Co.. secretary; Earl Savoy, 
Shreve, Crump & Low Co., treasurer; and 
Harry Sederquest, D. C. Percival & Co., 


official scorer. 





Busch's Open Beaumont Store 


Busch Credit Jewelers, a new jewelry 
store in Beaumont, Texas, was formally 
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opened to the public on Friday, April 3. 
Located at 563 Pearl St. and completely 
air conditioned, the new store is the 23rd 
in the Busch chain. It is managed by 


John Williamson, who was formerly manager | 


of Busch Credit Jewelers in Mobile, Ala. 





Uncas Mfg. Co. Issues First 
Edition of New House Organ 

A house organ, designed to cover all 
shop, administrative and personnel activi- 
ties, is being published by Uncas Mfg. Co. 
of Providence, R. I., with the first edition 
making its appearance in mid-April. 

Taking the form of a miniature news- 
paper, it is planned, prepared and edited 
by a staff chosen from the personnel in 
various departments of the company. 

A preliminary survey showed that among 


| 
| 
| 
| 
| 
| 
| 


the 600 or more employees in the plant 
are several who are talented cartoonists 
and skilled photographers. Some have had 
experience on the editorial staffs of shop 
and schoo] publications. 

Circulation will be among shop, em- 
ployees, employers and contacts in the 
jewelry industry all over the world with 
whom Uncas does business. 





Famous Gem Collections 
To be Shown in Long Beach 
Some of the most famous gem collec- 
tions in the nation will be on display at 
the first annual gem show to be held 
under the sponsorship of the Lapidary 
Association in Long Beach Municipal 
Auditorium on August 14-16. Mrs. Jessie 
Hardman is show chairman. 
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LATEST PROMOTIONS 


A WORD TO THE WISE JEWELER IS SUFFICIENT 


Rings enlarged fo show detail 


J,CT. BRIDAL SETS FROM $38.50 TO $4750 
4 CT. BRIDAL SETS FROM $66.50 TO $9750 
Other ICT. SETS FROM $155.50 TO $175.00 








NEW YORK 17, NEW YORK 


sTYUn 


and Hitting = * 


MAT AVAILABLE 
*¥ Size 2cols.x 6” 


LIEBER & LERVER 


KNOWN FOR OUTSTANDING DIAMOND RING 


PROMOTIONS 
305 EAST 47th STREET * 





MUrray Hill 8-2750 * 
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Be sure of having jewelry boxes 
when you need them, by placing 
your order NOW. Get your choice 


of color and design . . . full range 
of sizes and styles . . . And make 
sure you have the boxes you WANT, 
before the rush starts! 


With a long reputation for value and 
quality, PICTORIAL offers you 
America’s most complete line of 
jewelry boxes, including cotton 
filled, satin lined, setup and _ fold- 
ing boxes, metal cases, wrapping 
paper, label and seals. Supplied 
from stock or designed and im- 
printed on special order. Order 
everything you need direct from 
manufacturer at lowest cost, with 
delivery guaranteed. 


WRITE for illustrated CATALOG 


with paper samples, prices and details 
of our entire line. 


BUY FROM ONE SOURCE 
SAVE TRANSPORTATION COSTS 


PICTORIAL PAPER 
PACKAGE CORP. 


232 So. Lake Street, Aurora, Illinois 
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Jacob H. Schaeffer Feted 
At Annual UJA Dinner 


More than 250 members of the jewelry 
industry gathered at the Essex House in 
New York on the evening of May 7 for 
the annual dinner of the United Jewish 
Appeal of Greater New York. They paid 
tribute to the evening’s guest of honor, 
Jacob H. Schaeffer (Shiman Bros. & Co., 
Inc.), and made known their support of 
the international rescue and relief organi- 
zation to the tune of an unprecedented 
$600,000. 


JACOB H. 
SCHAEFFER 


Honored by 
Industry 
Leaders at 
UJA Dinner 





According to dinner chairman, Harry D. 
Henshel (Bulova Watch Co.), the gen- 
erous response demonstrated “our indus- 
trys readiness and willingness to stand 
by to save lives, to aid refugees and to 
help the greatest number of the oppressed 
and homeless to reach the same haven of 
Israel.” 

Guest speaker at the affair was Adam 
Clayton Powell, Jr.,. member of Congress 
and leading figure in the struggle for civil 
rights. Rep. Powell, who has traveled ex- 
tensively in Israel, termed the infant state 





of Israel “the last outpost of democracy 
in the Near East” and stressed the im. 
portance of aid to that republic as “num. 
ber one on our foreign assistance agenda” 

A scroll of honor was presented to My 
Schaeffer by Sidney Davidson, chairman 
of the jewelry manufacturers’ division jp 
the UJA drive. In accepting the scro}j 
Mr. Schaeffer said that the dinner “js only 
the beginning; there is still much work 
to be done—in canvassing prospects and 
in bringing in cash, not promises, worthy 
as these might be.” In this latter regard 
Mr. Schaeffer said that the world-wide 
crisis has increased the day-by-day com. 
mitments of UJA to a point where outlay 
was in close race with contributions, _ 

In addition to Mr. Schaeffer, this year’s 
UJA drive was headed by a group of four 
other chairmen: They are: Albert Book. 
binder (Benrus Watch Co.) ; Max Elkon; 
Simon C. Gershey (Bulova Watch Co,), 
and Samson Hittner of the same firm. 
Honorary co-chairmen’ include: Arde 
Bulova, Charles Gutwirth, David Kay and 
Benjamin Lazrus. 


Princely Opens Paris Office 
The Princely Jewelry Co. of New York 


announced recently the opening of a new 
Paris office at 20 Rue de la Paix. According 
to Joseph Miles of Princely, the new branch 
was opened to further the close association 
of Princely Jewelry in New York and top 
Parisian designers and couturiers. He re- 
cently returned to this country from Paris 
where he attended the formal opening of 
the new office. 

Princely is currently showing their new 
line of Parisian originals at their newly 
redecorated New York showrooms, 28 West 
27th St. 


a $I 





NIEMEYER PRESENTS MURAL TO NEW HOSPITAL 





Miss Mabel Davies, superintendent of Beekman-Downtown Hospital since 1925, is the central 
inspirational figure of a mural which was presented to the institution's new building by SG. 
H. Niemeyer (Handy & Harman, Inc.), a director of the hospital and chairman of the 


building committee. The mural was unveiled by Mr. Niemeyer at impressive ceremonies he 


April 21, in the presence of the directors, officers and staff of the hospital and 200 guests. 
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q Carl Rosenberger, retired president of 
Coro, Inc., served as associate chairman 
for the 54th anniversary dinner of the Na- 
tional Jewish Hospital at Denver which was 
held May 20 at the Waldorf-Astoria. A 
training center for tuberculosis control spe- 
cialists from all parts of the world, the Na- 
tional Jewish Hospital has treated more 
than 50,000 patients from 6000 of the na- 
tion’s communities since its founding in 
1899. 

q General offices of Max Koenig & Sons, 
diamond cutters and importers formerly 
located at 576 Fifth Ave., were moved re- 
cently to the firm’s diamond cutting plant 
at 130 West 46th St., New York. The new 
location will permit a closer cooperation 
between their selling and manufacturing 
staffs, thus enabling the firm to better 
serve their wholesale trade. 

q¢ Max Tonkin, a past president of the Yon- 
kers Retail Jewelers Association, was wel- 
comed home by approximately 40 jewelers 
and their guests at a dinner held on the 





\ NEWYORK 


evening of April 16 at the 44 Club in Yon- 
kers. Mr. Tonkin returned recently after 
undergoing a series of operations at the 
Faulkner Hospital in Boston. He was away 
about ten weeks. The dinner was sponsored 
by the Jewelers’ Association, which pre- 
sented Mr. Tonkin with a gold buckle and 
cuff link set. 

q M. Beizer, manufacturer of platinum 
and gold jewelry at 56 West 45th St., New 
York, announced recently that the firm 
name has been changed to M. Beizer & Co. 
He also announced that Jack Baumohl and 
Maurice Damast joined the firm on April 
Z, 

q Albert Lubin and Jack Sigman of the 
Diamond Dealers Club spoke at ceremonies 
on April 23 when that organization pre- 
sented an ambulance to Israel through the 
American Red Mogen Dovid for Israel.. 
The ceremonies were held in front of the 
Club, 36 West 47th St., New York, and were 
highlighted by a talk by Rep. Emanuel 
Celler, chairman of the board of ARMD. 





—_——— 


Morton Re-elected President 
Of Berkshire County Guild 


The Berkshire County Watchmakers and 
Jewelers Guild, meeting on April 21 in 
Adams, Mass., enjoyed a showing of the 
three-part film, “Right on Time.” Produced 
by Smith’s English Clocks, Ltd., the film 
shows in detail the manufacturing proc- 
esses used by the company. 

At an election held during the meeting, 
present officers were re-elected for another 
year. They are: President, Chester Mor- 
ton, Pittsfield; Vice President, Roy B. 
Peebles, North Adams, and _ Secretary- 
Treasurer, Orrin E. Booth, Adams. 

Named to the executive committee were 
Lorenzo Charland, Pittsfield; William 
Dennett, Williamstown; Clarence Walker. 
North Adams, and Josef Piekos, Cheshire. 


Allied Silversmiths Elect 


The Allied Silversmiths Association, 
Inc., met recently and elected the follow- 
ing officers for the ensuing year: President, 
Edwin Wagner (J. Wagner & Son, Inc.) ; 
Vice President, Carl K. Klein (Hunt Silver 
Co., Inc.); Secretary, Pincus Weinstein 
(Prill Silver Co., Inc.) ; Treasurer, Adolph 
Levenson (Hasselbring Mfrs., Inc.), and 
General Counsel, Nathan & Nathan. 








Two Gold Jewelry Mfrs. 
Merge With Chesterfield Jirs. 


Sydney Berman & Co., Inc., and Merit 
Jewelry Co., manufacturers of gold jewelry 
for ladies and men, have merged with 
Chesterfield Jewelers, Inc. Announcement 
of the merger was made recently by Sydney 
Berman, president of the new company 
which will operate under the brand name 
of Chesterfield Jewelers. Inc. 
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Resources of all three firms have been 
combined in the new company which will 
continue, on a much larger scale, to spe- 
cialize in the manufacture of gold jewelry. 

Offices of the new firm are at 33 West 
46 St.. New York. 





N. Y. Costume Jewelry Group 
Instalis Friedman as President 


Murray Friedman, new president of the 
Costume Jewelry Manufacturers Associa- 
tion of New York, was installed by the 
group on May 7 preceding the opening of 
the organization’s first market for whole- 
salers on May 10 at the Hotel Martinique, 


MURRAY 
FRIEDMAN 


President of 
Hallmark 
Creations 





New York. Mr. Friedman is president of 
Hallmark Creations, one of the more than 
50 members of the association which ex- 
hibited at the first market held in New 
York. 

Other officers include: Leo Bernstein 
(New England Plastics Co.), vice presi- 
dent; Arthur Pepper (Mode Art Jewelry 
Co.), financial secretary, and Robert Cole- 
man (Active Novelty Co.), recording 
secretary. 





CULTURED 


PEARLS 


NECKLACES and EARRINGS 
at attractive prices 


2 z 
JACK J. FELSENFELD, Inc. 


9 Maiden Lane, New York 38, N. Y. 
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Opals 


MANNING OPAL CORPORATION 


151 West 46th Street, New York 36 
Phone: Plaza 7-4725 

















“ORIENTA” ; 
CULTURED PEARLS 
of QUALITY 
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ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 














Drilling Eacrusting 


GOTHAM LAPIDARY Inc. 
Importers of Synthetic & Semi-Precious Stones 
We are fully equipped and qualified for spe- 
cial order and repair work on the premises, 
in an efficient, fast and inexpensive way. 
2 West 47th St., New York 36, N.Y., Ju. 2-4773 


Setting Engraving 














Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMONDs—AIll Sizes and Qualities 


JOSEPH BLANK 


COrtlasdt 7-3562 
87 Nassau St. New Yerk 38, N. Y. 











183 








THE BEST— 


Available with 
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43.00 
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Jobbing Envelopes 
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SOUDER’S 


BOOKKEEPING SYSTEMS FOR THE JEWELER 


883 BROADWAY 
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| Pittsburgh News | 


q A study of Wilkinsburg, Pa., made by 
the Bureau of Business Research, Pennsy]l- 
vania State College, shows the Pennsylvania 
Turnpike and the Penn-Lincoln Parkway 
have relieved Wilkinsburg of traffic con- 
gestion, boosted property values and made 
Wilkinsburg’s nine jewelry stores more ac- 
cessible for residents of nearby communi- 
ties. Wholesale, retail and service trade 
totalled $40,000,000 in 1948. 

q Kenyon Bros., jewelers at 746 Penn Ave., 
Wilkinsburg, Pa., will award a free watch 
to some lucky 1953 graduate of Penn High 
School. Senior class participants simply 
submit a written statement of 25 words or 
less on why they would like a watch from 
Kenyon Bros. Judges are appointed to 
examine entries and the entrant submitting 
the one judged best in their opinion re- 
ceives the free watch. 

q Wilkens Jewelers, in connection with the 
opening of McKeesport’s (Pa.) newest 
store at 418 Fifth Ave., issued a 16-page 
roto half-sheet section in the Pittsburgh 
Press. 

q Edward A. Wolf of B. Harton Jewelers, 
534 Chartiers Ave., McKee’s Rocks, Pa., 
is a vice chairman in the commercial divi- 
sion of a drive of the Ohio Valley Hospital 
to raise a minimum of $450,000 for a new 
nurses’ home and residence for the hospital. 


q Archie Joseph, partner in Louis Reifer 























# 1162/8 HECO genuine Black 
Forest cuckoo clock (8 day). 
Size 18” x 12”. Beautiful, deep 
hand carving, 3 bird and 7 leaf 
design, Synchronized movement 
with automatic strike correction. 
Keystone 845. 


Same style in a 1 day clock; 
Keystone $39. 


Full and half hour cuckoo 
clocks in smaller sizes from 
$12.50 Keystone up. 


400 day clocks from $30 Key- 


stone up. 


ASK FOR NEW CATALOG 
AND LATEST PRICE LIST 


Sole U.S.A. Agents for all 
Junghans Products 


Visit our Showrooms 


HENRY COEHLER CO., INC. 


101 FIFTH AVENUE 
NEW YORK 3, N. Y. 


1524 MERCHANDISE MART 
CHICAGO, ILL. 




















& Co., 810 Penn Ave., says one reason it’s 
difficult to get salespeople to travel is their 
home ties. A good road man today gener. 
ally is single, he says, has become s09 in- 
terested in his work that he will remain 
on the road for five years until he doesn’t 
wish to lose all his experience and contacts 
by switching jobs. 

q Joseph L. Freedman, president of the 
Mt. Lebanon Board of Trade, has asked 
business men on Washington Road to jp. 
struct salesmen calling on them to park 
outside of the business district so the 
parking space may be used by customers, 
Jewelers on Washington Road include 
A & K Watch Repair Shop, and John J, 
Bruno Co., 673 Washington Road. 


q John C. Grau, jeweler at 1734 E. Carson 
St., has returned from a plane trip to 
Florida where he spent his vacation. 


q Arnold Green of the Green Jewelry Co., 
6233 Hiland Ave., finds that even though 
almost every person has a watch, when 
watches are promoted properly they still 
can be sold to persons who either want an 
extra watch or one that is differently styled 
or has new improvements. 

q Bernard Labuskes, Labuskes Credit 
Jewelers, 7527 Washington Ave., has taken 
a strong interest in young people’s work, 
especially scouting. Through sports and 
school work, says Labuskes, one gets to 
know many boys who later become good 
customers. 

4 Shoal P. Berer, Berer Jewelers, Verona, 
Pa., reports a prospective groom came into 
a friend’s jewelry store and asked the price 
of an engagement ring. When told the price 
of one diamond was $100, he whistled, and 
pointed to another diamond. “That one, 
sir,’ said the jeweler gently, “is two 
whistles!” 

q Nicholas Buntich, watchmaker in the 
Dollar Savings Bank Building, credits his 
success in business to stocking complete 
and varied lines of merchandise and doing 
a little mail order advertising. 





Named Asst. 
General Sales 
Mor. of 
Toastmaster 


JOHN H. HOLM 





The appointment of John H. Holm as 
assistant to the general sales manager of 
the Toastmaster Products Division, Me- 
Graw Electric Co., was announced recently 
by W. E. O’Brien, general sales manager. 

Mr. Holm will administer the company’s 
new fair trade program announced earlier 
this year to both wholesalers and retailers 
of electrical housewares throughout the 
country. 

Before joining Toastmaster, Mr. Holm 
was engaged in the practice of law with 
a law firm in Madison, Wis. 
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Obituaries 
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Edwin C. Brunst, 62, credit manager 
for the Gruen Watch Co. for the last 
30 years, died April 22 at his home in 
Cincinnati, after an illness of several 
months. He was widely known in the 
jewelry industry and among credit spe- 
cialists threughout the country. He was 


EDWIN C. 
BRUNST 





a former vice president of the Cincinnati 
Association of Credit Men, and at the 
time of his death, was serving on its 
advisory board. His memberships in- 
cluded the Masons and Kenwood Country 
Club. Survivors are his widow, a_ son, 
sister and five grandchildren. 

Walter Flora, Sr., 67, founder and 
co-owner of Walter Flora & Sons Jewelers, 
Decatur, Ill., died April 13 at his home 
in Orlando, Fla. About a year ago, Mr. 
Flora and his wife, Rosamond, had moved 
to Orlande where they opened a gift 
shop, leaving the management of the 
Decatur store to their two sons, Walter 
Jr. and William. In addition to his 
widow and two sons, he is survived by 
his father, two daughters, a brother and 
three sisters. 

Myer Lieber, partner in the firm of 
Lieber & Lerner, 305 East 47th St., New 
York, passed away recently. 

George J. McLaughlin of Oak Park, 
Ill, diamond buyer for C. D. Peacock, 
Inc. of Chicago, died April 5 at the 
Oak Park Hospital. Surviving are his 
widow, a daughter, four sisters and a 
brother. 

Al Schmidt, who for the past three 
years had been associated with the Croton 
Watch Co. as sales representative in the 
Rocky Mountain area, died April 17. 

Abraham Soep, 61, president of Ben- 
jamin A, Soep & Co. of Amsterdam, Hol- 
land, died April 25 at his home in New 
York. Mr. Soep, a native of Amsterdam, 
was also president of the Domaco Co. of 
New York, rough diamond dealers: vice 
president of Son & Prins Co. of Chicago, 
and Son & Prins Co. of California. In 
World War II, he was confined in the 
Bergen Belsen concentration camp in 
Germany. After having been liberated. 
he was appointed adviser to the Dutch 
Government in revitalizing the diamond 
industry. For this work he was knighted 
in 1949 by Queen Juliana with the Order 
of Orange-Nassau. Surviving are Mr. 
Soep’s widow and two daughters. 


FOR JUNE, 1953 























Otto L. Sonne, 56, one of the founders 
of Sonne Bros. Jewelry Stores, died sud- 
denly April 12 in Mt. Sinai Hospital, 
Miami Beach, Fla. He was vice president 
of Sonne Bros., Inc. The company, which 
later branched out to the present chain 
of stores in upstate New York, was 
founded in Utica more than 40 years ago. 
In addition to his widow, Mr. Sonne is 
survived by a son, a daughter, two 
brothers and a sister. 


Charles J. Stern, 96, a partner in | 


the former firm of Straus & Stern, whole- 
sale jewelers in Cincinnati, died April 11 
at his home in that city. He had organ- 
ized the firm in 1878, after graduating 
from Woodward High School, where he 
was a classmate of former President Wil- 
liam Howard Taft. Mr. Stern was believed 
to have been the oldest living Mason in 
Ohio, and his other memberships included 
the National Recreational Association, 
Friends Symphony Orchestra and the Cin- 
cinnati Club. Survivors include’ two 
daughters and two granddaughters. 


Berthul E. Vaughn, 63, vice president 
of the Woodstock-Hoefer Watch. & Jewelry 
Co., wholesale jewelers of Kansas City, 
Mo., died in April at the Trinity Lutheran 
Hospital. Mr. Vaughn, a native of Kirks- 
ville, Mo., had been with Woodstock-Hoefer 
for 40 years. He had been vice president 
since 1933. Surviving are his widow, a son, 
a daughter and two sisters. 





William Kassel, 66, Dies; 
Author of Two Engraving Books 


William Kassel, who was associated with 
the jewelry and engraving business for 
approximately 54 years, died May 12 at 
his home in Flushing, N. Y. He was 66 
years old. 

Mr. Kassel, a native New Yorker, was 
author of the “ABC of Modern Engrav- 
ing” which appeared in serial form in THE 
JEWELERS’ CIRCULAR-KEYSTONE before its 
publication. He was also author of the 
“Art of Engraving.” 

A heart condition forced him to retire 
two-and-one-half years ago as an engrav- 
ing instructor at the Metropolitan Train- 
ing Center in New York City. Prior to 
that he taught at Washington Tech in 
Washington, D. C., and in the New Castle 
Jewelers Training School, New Castle, Pa. 

He also, at one time, was foreman of 
the engraving department at Macy’s in 
New York and Bamberger’s in Newark. 
N. J., and managed the Spooner and 
Meyer store in Brooklyn, N. Y. 

After his 22-year-old son passed on in 
1936, Mr. Kassel and his wife headed west 
where he worked at the Arthur A. Everts 
Co. in Dallas, Texas, and was manager ol 
the Jacques Adler store in Denver. He 
later worked at Kahn’s in Washington, 
D. C. 


His sole survivor is his widow. 
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RAISE CASH 


IMMEDIATELY 
through a dignified 


AUCTION 


SALE 


CASH ADVANCED BEFORE 
SALE FOR YOUR 
CONVENIENCE IF NEEDED 














‘Recent sales conducted 
for: 


Sherwood Jewelers 
Portsmouth, Va. 


Levinson's Jewelers 
Youngstown, Ohio 


) 

) 

) 

) 

Coalburn Jewelry Store 
Elkhart, Ind. 

- a 
OVINGTON'S 


(Davis, Collamore) 
5th Avenue 
New York City 


No Sale Too Small 
No Sale Too Large 
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Entire Jewelry Stores 


Bought for CASH 





We have conducted sales for lead- 
ing Jewelers of America. Bank and 
Trade References supplied. 
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Correspondence strictly confidential. 
Our successful methods of conduct- 
ing sales have proved that when the 
auction is over you will have the 
good will of the people in your en- 
tire community, and your business 
will be permanently increased. 


WE WILL CALL ON YOU 


PHONE US—REVERSE CHARGES 


LOUIS COLMES 
ROBERT BRILL 


15 West 47th St., New York, N. Y. 
Tel. Ju. 6-2334 
Alternate Tel. Lynbrook 3-8044 


























SOME INTERESTING CHARMS 





From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. Ya Size 
From 3.00 Keystone in 14K. Also made In 


Sterling Rhodium finished and 1/20th 12K. 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. — 


Mfr’s of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


|e 198 Broadway New York 9, N. Y¥.— 








Solid Mahogany Chests 


tarnish proof for Silverware 
Fine Workmanship 
Guaranteed Quality 


Send for leaflet and prices 


EUREKA MFG. CO., INC., Dept. B, Taunton, Mass. 
Established 1926 
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when in need of 
STOP WATCHES 
CHRONOGRAPHS 


ARISTO IMPORT CO., INC. 











630 Fifth Ave., New York 20, N. Y. 
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ACON watch CROWN 0. 

50 Eldridge St., New York 2, N. Y. 
Manufacturers of Gold Filled Crowns 
Complete line including waterproofs 
Sold through Wholesalers & Jobbers 



















REPAIRING - ENGRAVING 
Dey or Evening 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 


Write Dept.*’K"' Ill'd Catalog 
Sehool Baldwin 9-1376 Est. 1894 


Eve. 
in Watehmaking = arthur T. Johnson, Prinelpal 





Sept. 22-May 23 














Time Tested 
sb ge) | 


Best for Watches and Clocks 


Never Let 
You Down! 


Wm. F. Nye, Inc., New Bedford. Moss 














q Going one better than the much-used 
“Written Guarantee” to induce confidence, 
M. Simon & Co., 1222 Market St., now 
advertise: “Our Ironclad Written Guar- 
antee Binds Every Sale.” 

q Friends and acquaintances of Albert 
West and Charles Smith are eagerly an- 
ticipating the arrival of the August issue 
of Good Business, for the story of the 
success of this partnership is told in an 
article featured in that publication. 

q Herbert Rosenblatt of 4519 York Road, 
Philadelphia, is now sending cards semi- 
annually to past customers’ thanking 
them for their patronage. Along with 
the “thank you” cards goes advertising 
material supplied by manufacturers of 
nationally advertised merchandise which 
the store carries. 

q What was once a small spot in the 
window of Roubert’s, jewelers of Chester, 
Pa., has earned itself a prominent and 
larger place. It is the “Feature of the 
Week.” During the first week of each 
month the birthstone for the month is 
displayed there. The second week the 
alternate birthstone is usually featured. 
Other weeks rhinestones, watches and 
other merchandise are shown. A _ large 
selection of the type of merchandise fea- 
tured together with descriptions including 
little-known and human interest facts help 
to make this the spot everyone notices 
as he passes the Roubert window. 

q A new tie-in with national consumer 
magazines charterized Sabins’ window at 
67 MacDade Blvd., Collingdale, Pa., pre- 
ceding Mother’s Day. Mrs. Sabin cut a 
full-page portrait personifying motherhood 





WEIGHTED WITH TIME 





Four antique watches fashioned into an 
unusual necklace garland the neck of 
Marion Mooney. Watches were part of a 
display by Elgin National Watch Co. at a 
recent antique show at Madison Square 
Garden, New York. The Elgin display 
showed progress of timekeeping devices 
from Egyptian water clock used in the 14th 
century B.C. to the 50-millionth precision 
watch produced by the company. 








* PHILADELP ATA 


from a magazine, framed it and place 
it in the window to dramatize Mother, 
Day signs. It seemed to attract favorable 
attention from adults and children alike 
q “Good morning (afternoon or evening), 
its Weiman’s for Diamonds,” says per. 
sonnel answering the telephone at 323% 
Kensington Ave., thus identifying the 
store and, at the same time, impressing 
its slogan on the minds of all who contac 
the firm. Mr. Weiman of this store and 
another bearing his name at 7300 Frank. 
ford Ave. is “well on the road to recovery” 
according to a spokesman for the firm 
and is now “in and out” of his stores at. 
tending to business. 

q Maurice J. Coleman, Philadelphia jey. 
eler with stores at 2436 S. Broad St. and 
6600 Tackawanna St., returned to the 
hospital Tuesday, May 5, for additional 
treatment following his recuperation from 
some recent surgery. During the brief 
period he could return to his business he 
received a citation from the U. S. Govern. 
ment in recognition of his services in 
helping thousands of boys to get homes 
and jobs after returning from the armed 
services. 

q That new parakeet at Beitcher’s Jew. 
elry Store, 2111 S. 7th St., won't talk 
about how he’s bringing customers into 
the store, but he is an obvious and very 
pleasant attraction. 

q DeMaria Jewelers of Glenside, Pa., are 
now carrying on an intensive campaign 
promoting June events—graduations, wed- 
dings, etc. In this “second most intensive 
advertising season,” the firm is particularly 
careful to always have “something new 
and refreshing to capture the attention of 
the people in the street.” In addition to 
window decorations, they use newspapers 
intensively and some direct mail. All ads, 
are created by the staff of the store and 
usually include mats or other services 
made available through manufacturers. 
4 Isadore Chaiken’s beautifully remodeled 
store at 1540 E. Passyunk Ave., Philadel- 
phia, is the scene of a new window dis- 
play every week. Shunning the more pop- 
ular, and easier to handle, two-week period, 
the Chaikens are firm believers in constant 
change which continually attracts new 
customers to this more than 30-year-old 
establishment. 

q Barr’s new Upper Darby store at 9 
S. 69th St., which replaced the 25-year- 
old Barr’s store across the street, is at 
tracting new crowds to its dramatically 
decorated premises since its opening 
April 15. 

4 Angelo Calapristi, owner of Bugay’s, has 
added imported artificial flowers and pic: 
ture frames to his stock at 8638 German: 
town Ave. 

q J. Gross, proprietor of Burholme Jew- 
elers at 7265 Rising Sun Ave., will prob- 
ably join other merchants in his locality 
in a promotion featuring the sending of 
local boys to summer camps. At a recent 
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Wisconsin Watchmakers Meet, Elect New Officers 
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Elected recently to serve as officers and directors of the Wisconsin Watchmakers Associa- 


tion were, left to right: C. R. Christofferson, president; Robert Burdick, vice president; 
C. B. Langendorf, director; Ed Medla, secretary; C. B. Price, director, and Conrad Kasten, 
treasurer. 


Nearly 200 members of the Wisconsin 
Watchmakers Association attended their 
annual convention held at the Northland 
Hotel in Green Bay on May 3. The slate 
of officers chosen for 1953 are as follows: 
C. R. Christofferson, Racine, president; 
Robert Burdick, Madison, vice-president; 
Ed Medla, Kenosha, secretary; and Con- 
rad Kasten, Milwaukee, treasurer. Direc- 
tors named, are: C. B. Langendorf and 
C. B. Price, both of Milwaukee; and Tom 
Armstrong of Watertown. The _ technical 
director, Warren Te Ronde, Milwaukee, 
was again retained. 

E. W. Drescher, Hamilton Watch Co., 
pinch-hitting for R. W. Slaugh who was 
in the hospital at the time, said in check- 
ing the state he discovered that there were 
over 1000 watchmakers, and that in his 
estimation the majority of them should be 
approached for membership in the associa- 
tion, in order to strengthen the organiza- 
tion. In his discourse, he covered briefly, 
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such subjects as: Rust, and its effect upon 
a watch; Lubrication; a resume of past 
and present methods; and touched lightly 
on the many new products of interest to 
the trade. 

Wm. Pillath, Jr., representing American 
Time Products, Inc., took for his theme, 
“Static and Dynamic Beat,” and said that 
some people in repairing watches just 
chase trouble all over the watch. He then 
went into detail relative to bench work in 
connection with today’s methods. He 
warned his listeners not to lead customers 
to believe they can expect “a Lincoln job 
on a Ford model performancewise.” 

Highlight of the meet was the presenta- 
tion to Ben Heald, executive secretary of 
the Wisconsin Retail Jewelers Association, 
of a lifetime honorary membership in the 
watchmakers association. Many of the 
members remained for the retail jewelers’ 
convention which followed. 





meeting, the Burholme Business Men’s 
Association discussed tentative plans to 
repeat last year’s successful promotion. 
This unique promotion gave everyone who 
entered the participating stores an op- 
portunity to vote for their favorite candi- 
date whether or not they made a purchase. 
The boys receiving the most votes—one 
boy for each store participating—went to 
camp for one month’s free pleasure. The 
promotion attracted much favorable atten- 
tion and publicity. 

q Some of the successful characteristics 
of the very attractive window display at 
the Francis Haggerty store last Christmas 
have been repeated in an equally attractive 
display this May. The same _ sparkling 
“bird-cage” theme which tied together 
Christmas ornaments dangling from the 
ceiling last winter tied together flowers 
apparently showering from heaven in the 
window display at Broad and Erie this 
season. 

q Remaking old clocks is adding con- 
siderably to the profits of the store at 
11 S. 53rd St. where the owner, J. P. 


Hammill, is known for taking in repairs 
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on jewelry and related merchandise which 
other jewelers reject as too much of a 
headache. Mr. Hammill is now buying 
inexpensive clocks, the component parts 
of which he uses to make one good, sale- 
able clock that gives him ample profit 
for his investment and labor. 

q Ringolds of 4316 Germantown Ave. 
have added another store at 817 E. Alle- 
gheny Ave. In this store, which was for- 
merly Al Gurwood’s, Albert Goldberg is 
now aiding Bud Ringold and his mother. 
q Jewelers in the downtown area are 
watching with keen interest the progress 
of the Market Street Business Men’s As- 
sociation in this organization’s attempts 
to make parking permissible on Market 
St. east of Eighth during business hours. 
Thus far, it is still illegal to park here 
except evenings and Sundays, but mem- 
bers are optimistic about the near future. 
q Commonwealth Jewelers, of 1201 Chest- 
nut St., have air-conditioned their show- 
rooms and have added a complete line 
of luggage and all name brand major 
appliances. 








This is a 

picture of 
a profitable 
watch-repair 
department 





WATCH REPAIR 
PROFITS 


What! . . . Watch repair profits with 
no department? Exactly, Sir... No 
repair department, no overhead, no 
waste of space, no employment prob- 
lems, no slack-season losses, no ab- 
sences for illness, no unproductive 
time, no high selling costs. 


INSTEAD 

A highly efficient watch repair service 
... proven so by the patronage of many 
prominent jewelers over a period of 
more than a quarter century... . Ex- 
pert watchmakers, long-experienced on 
high-grade timepieces . . . modern 
tools, instruments and equipment... 
all work checked to close tolerances on 
a Watch Master. . . . Holmes protected 
vaults for positive security. 


PRICES that permit an excellent profit 
. . . quality work that promotes cus- 
tomer good-will, increasing store traffic 
and merchandise sales. 


We suggest a trial order to acquaint 
you with this dependable, profitable 
service. Send us a few watches today 
. .. or, write for price list. 


Delivery, at present, 
one week from receipt of watches 








COOPER 


WATCH REPAIR 
COMPANY 


48 West 48th Street 
New York 36, N. Y. 
Telephone, Plaza 7-1740 
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HOOP EARRINGS... 


Orders and reorders on hoops continue 
to flood our stock department . 
proof of the sales pudding that the 
Alice line always features America’s 
top earring styles. 


Thru The Wholesaler 
JEWELRY CO. 


52 Valley St., Prov., R. I. 






$100 








If it's HERITAGE you're 
thinking of—you're thinking of 
SILVER 
... and if it's silver you're 
thinking of, place your order with 
SILVER 
for 1847 Rogers Bros. 

Wm. Rogers & Son 
¢ Rogers ¢ Sterling 


J. 


167 GEORGE ST. 








Bete oney Girest t) Retailers 
WELLS mFG CoO 


A. SILVER CO. 


NEW HAVEN, CONN. 





ATTLEBORG, MASS. 





NICKEL SILVER 
PHOSPHOR BRONZE 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 











Fine Quality tarnish proof 
Chests, Cases, Bags, and Rolls 
for Silverware 


EUREKA MFG. CO., INC., Dept. A, Taunton, Mass. 
Since 1924 
Write for catalog and prices 














meeting of the New England Guild of 


the AGS, at the University Club, Boston. 
He outlined future plans and told of the 
many decisions of the AGS which affect 


members of the New England Guild. 


q Next annual convention of the New 
Hampshire Retail Jewelers Association is 
scheduled for Sunday and Monday, June 
28 and 29, at the Hotel Wentworth-by-the- 
Sea, Portsmouth, N. H., according to sec- 
retary, Mrs. Majoric Noury, of Manchester, 
N. H. More details will be included in 
next issue. 


q Finder of a bunch of six keys on a 
conventional ring in Boston, recently, ran 
into something rather unusual, which, it 
is hoped, may lead to the owner of the 
lost keys. In addition to the keys, the 


ring carried an old-fashioned watch-case 


opener, issued as a souvenir by the Illinois 
Watch Case Co., Elgin, Ill. On one side, 


this opener bore the name of A. Frisch 


& Co., 373 Washington St. (Jewelers Build- 


ing) Boston. Finder of the keys brought 


them to the Frisch company, which re- 
sort of 


ports that it hasn’t used _ this 
souvenir for more than 25 years. 


q As of June 1, the firm of Louis F. 
Guiness, Inc., 711 Jewelers Building, took 
over Room 710, next door, made vacant 
by the passing of Alexander Sawyer. Ex- 
tensive alterations and expansion are plan- 
Sherman Shatz, salesman with the 


ned. 


q John S. Kennard, past president of the 
American Gem Society, reported on the 
Society’s recent conclave at the April 22 











JEWELED ACCENTS 





White is the glamorous accent for the 
scoop and decollete necklines this spring. 
Here Coro's striking enamel star pendant 
falls gracefully from a strand of white 
beads, with a matching pin placed impor- 
tantly at one shoulder to restate the theme. 
Both pin and necklace have rhinestone- 
studded floral centers of white or colored 
enamel, this same motif repeated for spar- 
kling button earrings. 








NEW ENGLAND 


Guiness firm, is to be married on October 
3 to Miss Vivian Cohen. 

q Eugene K. Wirths, engraver who shared 
quarters in Room 710, Jewelers Building, 
with the late Alexander Sawyer, has moved 
to Room 403, Jewelers Building, where he 
will share quarters with the New England 
Gem Cutting Co., operated by W. T. 
Kinney. 

q The Colonial Novelty Co. has moved 
from 40 Clifford St. to new quarters jp 
the Louis Stern Co. Building, 70 Elm St, 
Providence, R. I., where they occupy the 
entire lower floor. New installations jp 
offices and factory are modern and com. 
pletely new, which will add materially 
to the capacity of this producer of dollar 
earrings. 

q As an aftermath of the Jewelers Bowling 
League season, George Mullin, salesman 
with Mahar & Engstrom Co. and one of 
the star bowlers on that three-time win. 
ning team, engaged in a little post-season 
rolling, and came up with a broken ankle 
after slipping. 

q William J. Murray, 901 Jewelers Build. 
ing, marked his Golden Jubilee on May 
29, as he ticked off 50 years in the same 
location. 

q Elliott Lansky and Gene Colmes, part- 
ners in Savoy Jewelry Co., 1614 Main St., 
Springfield, have done a spring cleanup 
job in the store, and have acquired a 


new Dodge station wagon for general 
merchandise work. 
q New showcases and display cabinets 


have brightened up the quarters of Sidney 
Fisher & Brother, 906 Jewelers Building. 
q Louis Rosenblatt, partner with George 
D. Taylor in Ross-Taylor, Inc., 717 Wash- 
ington Building, has just returned, well 
tanned, from six months in Florida. 

q Paul White, formerly associated with 
Worden-Munnis, Inc., Boston, is now rep- 
resenting International Silver Co. with 
sterling hollowware in New England and 
the eastern territory. 

q Irving Broder, New England represent- 
ative of Gruen Watch Co., was among a 
group of sales personnel who attended a 
Gruen-sponsored Walter Winchell telecast 
recently. 

q Forced to vacate premises at 548 Com- 
monwealth Ave., because of expansion of 
the Shawmut Bank next door, Joseph 
Hahn, jeweler, had not found new quarters 
as this issue went to press. 

q Harold L. “Louie” Rosenberg, New 
England representative of I. Alberts’ Sons, 
Inc., 8th floor, Jewelers Building, is back 
on the job again, and around his territory, 
following an operation in Boston. 

q Sam Russakoff, jeweler of Skowhegan, 
Maine, takes his pen and typewriter be- 
tween sales and has been compiling 4 
most interesting biography, beginning with 
the time he left Russia many, many years 
ago. 


q John J. Fleming, took 


who recently 
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over Room 601 Jewelers Building, has 
enlarged and modernized the place. The 
watchmaker, who operated as Bradley 
Watch Co., has vacated space in the 
room, thus providing additional display 
area for Mr. Fleming. 

q Albert W. Hunkins, jeweler of Haver- 
hill, Mass., has moved from his old loca- 
tion at 5 Merrimack St. to newer and 
larger quarters just around the corner. 
He held a formal opening of the new 
store early in April. 

q Mrs. Elizabeth Wiener, sister of Bella 
A. Glass, of the firm of the same name, 
609 Jewelers Building, Boston, has been 
visiting there from Halifax, N. S. 

q Irving Gashin, Brookline, Mass., attor- 
ney, and son of A. Gashin, jeweler, of 
501 Jewelers Building, was elected state 
commander of the Jewish War Veterans 
Association, youngest state commander 
in the history of the organization. He 
was cited at the convention as the “man 
of the year.” 

q Mrs. Loretta Gradeski, general manager 
of the Katherine A. Murphy Co., 509-11 
Jewelers Building, and a sister of Miss 
Murphy, has returned from a visit to her 
daughter in Shalimar, Fla. 

4 Mrs. W. N. Adams, whose husband was 
owner of the Estabrook Jewelery Store, 
Brattleboro, Vt., has been visiting in 
Boston while her husband underwent an 
operation at the Massachusetts General 
Hospital. : 


¢ Leslie H. Porter, Watchmaker, and for- 


merly in Room 403 Jewelers Building, 
has retired to his country home in Mont- 
ville, Maine. 

q Eli Corman, operator of Strand Jewelry 
Store, Canton, Mass., was recently elected 
president of the Canton Chamber of Com- 
merce. 

q Don F. Trask, jeweler, of Ludlow, Vt., 
directed and served as interlocutor in a 
Rotary Minstrel Show staged there on 
May 1. 

q Earle K. Howe, Sanford, Maine, has just 
completed the remodeling and modernizing 
of his jewelry store. 

q The Little Jeweler, East Dedham, Mass.. 
has opened a second store at 390 Wash- 
ington St., Dedham, Mass. 

q Sandler’s, Inc., of Gloucester, Mass., and 
Dover, N. H., recently acquired a third 
store which they will operate at 167 Essex 
St., Salem, Mass. 

q Anderson’s, jeweler of Lexington and 
Wellesley, Mass., has opened a newly re- 
modeled store in Wellesley. 

q Nazarian Brothers, jewelers of 815 
Washington Building, have taken over 
the manufacturing of Masonic jewelry 
formerly conducted by the late Charles 
S. Conley, in Room 815-A, and have ex- 
panded to cover both places. 

q Jack Hayes, engraver, 807 Washington 
Building, who has been out ill since the 
last of January, is back at work as of 
June 1, 

q Rudolph Hopfgarten, of Hopfgarten 
Brothers, 707 Washington Building, is 
back at work after a serious operation. 
Edward F. Hopfgarten, Jr., who is as- 
sociated in the firm with his father, is 
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to be married in June to Miss Louise 
Gaudette, of Cambridge, Mass. 

q Henry A. Sanders, 701 Washington 
Building, is back at work after a serious 
illness which kept him away several weeks. 
q John F. McNamara, treasurer of the 
E. H. Saxton Co., 601-5 Washington Build- 
ing, is back at work after slight injuries 
suffered when he fell from a ladder: in 
the firm’s quarters. 3 
q Mr. and Mrs. Leo Rosman, of Hub 
Material Co., 408-11 Washington Building, 
are back from a long vacation trip to 
Mexico and the West Coast, with reports 
of dust storms in Mexico and a wonderful 
time in Los Angeles. Tom Finnerty, sales- 
man with the firm, has just become en- 
gaged to Miss Gail Barry. 

q Harold W. Barry, of Barry & Epstein, 
400-403 Washington Building, has just 
finished a new beach house which he 
will occupy as a summer home at Old 
Mill Point Club, West Harwich, Mass. 
q A. “Tony” Marino, jeweler, of 314 
Washington Building, has closed off half 
of his place temporarily, with an entrance 
provided at No. 313 during the summer 
months. 

q Louis Manos, salesman with Henry 
Kemlot, 307-11 Washington Building, is 
to be married on June 7. 

q Wilmont Schwinn, Jr., son of “Bill” 
Schwinn, of R. C. Jewelry Co., Rumford, 
Maine, was featured recently as a soloist 
in a Junior High School concert. 

q Neal Porter, jeweler of Presque Isle, 
Maine, has moved from his former up- 
stairs location to a new store just across 
the street, where he has much larger 
street-level quarters. 

q Lionel Fineblit, son of Samuel Fineblit, 
operator of the George E. Pearson jewelry 
store, Manchester, N. H., is back in the 
store with his father following a recent 
operation. 

q Mrs. Robert Brennan, wife of “Bob” 
Brennan of Speidel Corp., Providence, 
R. I., is recuperating from an operation 
in the hospital. 

q Minutes after arriving in New York 
City with his wife on his first vacation 
in 25 years, Alexander Sawyer, of the 
Jewelers Building, Boston, collapsed and 
died in a taxicab on April 4. 

q Herbert L. Simonds, of Lynn, Mass., 
a retired jeweler, died on April 16. 

q Ernest G. Oger, clockmaker with Hig- 
gins, Magnuson & Co., Washington Bldg., 
Boston, for the past 37 years, died on 
May 2. 





Riegelman Promoted at G-E 


The appointment of Herbert Riegelman 
as general manager of the General Elec- 
tric Radio and Television Department, a 
unit of the company’s Electronics Division 
in Syracuse, N. Y., was announced recently 
by Dr. W. R. G. Baker, G-E vice presi- 
dent and general manager of the Division. 

Mr. Riegelman succeeds Willard H. 
Sahloff, whose appointment as_ general 
manager of the G-E Small Appliance Di- 
vision at Bridgeport, Conn., was announced 
in New York City by Ralph J. Cordiner. 
president of the company. 














HARRY R. AUERBACH 
expresses his deep appre- 
ciation to those many 
friends and wholesalers, 
from coast to coast, who 
visited him, and bought 
generously of the lines he 
represents at the "Whole- 
sale Jewelers Market 
Week" held in Providence 
in May. 


Contact ) 
Sheraton-Biltmore Hotel 
Providence, R. I. 
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EARRINGS 
Fantasy of Jewels 













18-20 W. 31st St., New York 1, N.Y. 
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FREE samples 


s.|. surnamer co. 
370 th Ave., N.Y. 1, N.Y. 
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Importers of 
CHATONS — MARCASITES 
AND FANCY STONES 
K. GINSBURG, INC. 


570 7th Ave. New York City, N. Y. 
LOngacre 3-1176 
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L eneene DIAMOND 
& WATCH SALESMAN 


Exceptional opportunity for experienced 
mature person with successful record and 
first class references. Accustomed to sell- 
ing unit sale $250—$2500. Top salary with 
plenty of opportunity. Replies confidential. 


DIAMOND SETTER 


Will pay top salary to experienced ma- 
ture diamond setter and jewelry repairman. 
Excellent working conditions with expand- 
ing firm. Air conditioned work room. 


SAMUEL GORDON & CO. 
Lite 1 = a 5 


515 CRAVENS BLDG. 
OKLAHOMA CITY, OKLA. 
PHONE CeEntral 2-7165 


Established 1904 

















Special Order Work and 
Repairs for the Trade 


Quick, reliable service! Re- 
mounting, stone matching, 
diamond setting, rhodiuming, 
antique reproduction and res- 
toration. EVERY type of 
special order work. Sensible 
prices. TRY US. 


OSCAR CAPLAN & SONS 


207 W. SARATOGA ST., BALTIMORE 1, MD. 
Jewelers at the bench since 1905 
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ANTIQUES WANTED 


Genuine Antiques and 
Antique Reproductions 


Silverware — Gold and plated jewelry — old 
costume jewelry. Watches—movements—watch 
bands, any kind, any type, In any condition. 
Diamonds—any kind or size. Gem and semi- 
precious stones, Gold Scrap—Platinum—filled 
and plated scrap. No consignment too large 
or too small. Our check sent immediately. Your 
consignment will be held intact for 10 days, 
subject to your approval of our check. 


References: Whitney National Bank, Morgan 
Branch, New Orleans, La.; National Jewelers 
Board of Trade; Dun and Bradstreet. 


ANTIN'S 


Established 1916 


114 BARONNE STREET, NEW ORLEANS 12, LA. 











WATCH MATERIALS 


Florida's largest watch material house 
Serving the Nation by mall. 
Prompt mail service 
Write for Price List C 


DEAN COMPANY 


7¥2 N. Atlantic Ave., Daytona Beach, Fla. 
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q Leonard Krower & Son, Inc., of New 
Orleans, La., announced recently the ap- 
pointment of Jack J. Weiss as buyer and 
manager of the silverware and giftware 
department, which includes small appli- 
ances, luggage, novelties and their affiliated 
lines. Mr. Weiss has been associated with 
the firm for the past 14 years, acting in 
various Capacities. 

q Reusch, Dales & Magwitz, Jewelers, Inc., 
of St. Louis, Mo., now located at 507 North 
Seventh St., will move about June 1 to new 
quarters recently leased in the St. Charles 
Building, corner of Seventh and St. Charles 
Sts. Officials said the floor area at the 
new location is 16 feet six inches by 84 
feet, with full basement and balcony. The 
leased premises will be completely modern- 
ized with an attractive new store front, 
dropped ceiling, special fluorescent light- 
ing, tile floors and air-conditioning. 

q R. J. Mikolajezak has been appointed 
advertising director for Gordon Quality 
Jewelers, and will prepare all of the adver- 
tising copy for the firm’s stores in Texas, 
Arkansas, Louisiana and Mississippi. 

q Robert A. Ernst announced recently the 
opening of the Mt. Vernon Jewelry and 
Gift Shop in Huntsville, Texas, on April 6. 
Manager of the new store is Mr. Ernst’s 
wife. He continues to operate Ernest 
Jewelers, a 60-year-old Huntsville firm. 


Baltimore-Washington News 


q Leon Sakolsky has opened a new jewelry 
store in the Hampden section of Baltimore. 
The store operates under the name of Trudy 
Jewelers and is located at 3739 Falls Road. 
It has new modern fixtures and adequate 
space for display of jewelry, gift items and 
appliances. 

q Wyatt’s Jewelers of 17 Dover St., Easton, 
Md., have remodeled and enlarged their 
store allowing for better display of their 
merchandise. 

q Shearer’s Jewelers, located on Washing- 
ton St. in Easton, Md., enlarged their 
facilities to permit more office and stock- 
room space. 

q Laurel Jewelry Shop, Laurel, Md., which 
has been established and doing business 
in Laurel since 1923, recently added an- 
other improvement for the convenience of 
their customers and at the same time for 
the efficiency of their office detail by the 
purchase of a National Bookkeeping and 
Posting machine. 

q Members of the Baltimore Jewelers Asso- 
ciation are kept informed as to coming 
events and matters of interest through the 
means of a periodical bulletin edited and 
compiled by William G. Ewald and Mrs. 
Esther Stevens Stumpner, secretary and 
assistant secretary of the association. 
Among other planned events. the associa- 
tion is making arrangements for its second 
annual outing this summer. 


q Mr. and Mrs. David Lakein and Mr. and 


THE SOUTH 


Mrs. Samuel Lakein of Lakein Jewelry Co, 
915 S. Broadway and 5400 Harford Road, 
Baltimore, recently visited Atlantic City, 
N. J., on a business and pleasure trip, 

q George Schaefer, owner and operator of 
Schaefer & Addison Co., 133 S. Broadway, 
Baltimore, who recently celebrated his 75th 
birthday, also celebrated his 50th year jp 
business. His establishment is considered 
a landmark in this section of Baltimore 
having been located on the same corner 
for 47 years. The business was founded jn 
1903 and operated for three years within 
one block of its present site. Mr. Schaefer 
actively participates in the affairs of his 
store. 

q Nathan A. Block, wholesale jeweler 
formerly of 101 W. Baltimore St., has 
moved to larger quarters at 20 W. Redwood 
St., Baltimore. 

q Liston W. Dorsey, manufacturing jeweler 
who formerly operated a shop at 121 YW, 
Saratoga St., Baltimore, is now conducting 
a retail jewelry business under the trade 
name of Dorsey’s Jewelers at 3124 West 
North Ave. Mr. Dorsey succeeded Irving 
Roll, who operated his business at this 
address for 25 years. Mr. Roll will con. 
tinue to conduct his branch store in 
Randallstown, Md. 

q Mr. and Mrs. Dick Shah of Shah & Shah, 
921 F St., N.W., Washington, D. C., re 
cently returned from an extended vacation 
in Florida. 

q R. Phillips, owner and operator for the 
past two years of Elton’s Watch Shop, 331 
Carroll St., Takoma Park, D. C., has 
changed the name of his firm to Phillips’ 
Jewelers. 

4¢ Carl Schon, Inc., jewelers, located for the 
past 13 years at 109 W. Saratoga St., moved 
June 1 to a new location at 111 W. Sara 
toga St., Baltimore, where they occupy the 
entire first floor of the building. 

4 Samuel Kirk & Son, Inc., Baltimore 
jewelers at 421 N. Charles St., will shortly 
open a branch store in the Edmondson 
Village Shopping Center on Edmondson 
Ave. 

4 On May 1, Liston Dorsey took over the 
jewelry business of Irving Roll & Co., 3124 
W. North Ave., Baltimore. 








QUADRUPLE SILVER PLATING 


YOU CAN HAVE THE FINEST SERVICE IN YOUR 
TOWN—no investment, inventory or mar s, Work 
guaranteed. Nationwide prompt service in silver plat- 
ing, SS —- Write for FREE booklet and 


price list, cost before you ship. Do it today! 


D. L. BROMWELL, INC. 


America’s Oldest Silver Platers 














710 12th St., NW Washington 5, D.C 
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Over 5000 Attend Opening 
of Salisbury (Md.) Store 

More than 5000 persons attended the 
opening of Stuart Kingston 
Inc., of Salisbury, Md., during 
the latter part of February. Visitors at- 
tending the opening were given silver 
jelly servers as souvenirs. In addition, a 
silver flatware service, a 21-jewel watch 
and a diamond ring were also awarded 
separately on each day of the opening 

es. 

gee concern has taken over the 
jewelry store formerly owned and operated 
as Dixon, Inc. The store was completely 
remodeled and an entire line of brand 
name merchandise was stocked. Owners 
of the new firm are Melville M. Stein, 
president, Maurice Stein, treasurer, and 
Sydney Cohan, secretary. 

Melville M. Stein was previously asso- 
cjated with a furniture chain in Akron, 
Ohio, as merchandise manager of jewelry, 
diamonds, watches, fine china, gifts and 
electrical appliances. Before serving with 
the Navy, he was also manager of Rogers 
Jewelry Co. in his home town of Portland, 
Maine. 

Robert C. Reichert, former manager of 
Dixon’s, was retained as manager of sales 


and personnel. 


three-day 
Jewelers, 


Ferguson's Jewelers Purchase 
Lane Store in Malden, Mo. 


The entire stock, fixtures and building 
lease of the Lane Jewelry Co., 115 S. 
Madison St., Malden, Mo., was purchased 
February 20 by Ferguson’s Jewelry Store, 
located at 108 West Main St., that city. 

The new owners plan to occupy the 
Lane store as soon as the quarters have 
been remodeled. Included in the altera- 
tions are expansion of the store to twice 
its double size, plus the installation of a 
modern front, new fixtures and air con- 
ditioning. 

Ferguson’s Jewelry Store was established 
in 1884 by H. Ferguson and is the oldest 
business in Malden continuously operated 
by one family. The firm is presently oper- 
ated by the founder’s nephew, Russell 
Ferguson, who assumed active manage- 
ment in 1934. 


—__.. 


Greater Washington (D.C.) RJA 
Stages Successful Promotions 


“Buy your jewelry in your jewelry store” 
has been the theme of two recent successful 
promotions by the Greater Washington 
(D. C.) Retail Jewelers Association. 

More than 100,000 people attended the 
first promotion, which was in the form of 
an exhibit at the Home Builders Show in 
the National Guard Armory in Washington. 
The second promotion was an outgrowth 
of the first, when a local television station 
featured the association’s exhibit on a half- 
hour show on Saturday, May 2. 

Various precious and other stones in their 
natural formations, loaned by a museum, 
created great interest at the Home Show 
exhibit. Also displayed were pieces of 
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diamond jewelry built around a general 
Coronation theme, and several pieces of 
diamond cutting equipment. Also of interest 
was the 80-pound model of a watch move- 
ment created by the Watchmakers of Swit- 
zerland. 

The Greater Washington RJA feels that 
publicity and promotions of this type are 
what the jewelry industry needs to bring 
the lore and romance of jewelry into more 
homes, and convince the buying public that 
the jewelry store is the place to realize this 
romance. 





Missouri Jewelers’ Group 
Names Drenon as President 


Mike Drenon was elected president of 
the Independent Retail Jewelers of Mis- 
souri at a meeting of that organization held 
on April 14. Other officers elected were: 
Edward Gordon, vice president; Louis Har- 
ris, secretary, and Kenneth Carlson, trea- 
surer. 

The organization was formed on June 10 
of last year when a small group of jewelers 
held a meeting in Kansas City, Mo., and 
decided to form an association. Temporary 
officers were elected and additional mem- 
bers were solicited. More than 90 retail 
jewelers in the Greater Kansas City area 
have enrolled as members. 

The purpose of the organization is to pro- 
tect the retail jewelry business and to pro- 
mote a better relationship between retail 
jewelers and jewelry manufacturers and 
their representatives. 





Ewbank and Dunn Purchase 
Wholesaling Firm in Tampa 


F. 0. Ewbank and James A. Dunn re- 
cently purchased all interests in Lynagh- 
Ewbank, Inc., wholesale jewelry and dia- 
mond importing firm of Tampa, Fla., and 
changed the name of the concern to Dunn 
& Ewbank, Inc. 

New officers of the firm are: F. O. 
Ewbank, president; James A. Dunn, vice 
president and treasurer; Mary L. Ewbank, 
vice president, and Florence G. Dunn, 
secretary. 





F. O. EWBANK 


JAMES A. DUNN 


F. O. Ewbank has been associated with 
the jewelry business for the past 16 years. 
Since 1942 he has been vice president of 
Lynagh-Ewbank, Inc. 

James A. Dunn has been in the jewelry 
business for 33 years. Since 1946 he has 
been associated with Ewing Brothers, 
wholesale jewelers of Atlanta, Ga. 
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No. 1242 is a modern design of utter 
simplicity and exceptional sales appeal. 
Made to accommodate diamonds in sizes 
from % carat to 3 carats and available 
in 10K or 14K white or yellow gold. 


No. 1222 is a beautiful new design 
with a fine diamond cluster top, that 
creates a massive and brilliant setting 
at minimum cost, It's effective display 
will create a quick turnover. 


Ask to see these additions to the 1953 
*““GRAN”’ line of exclusive design men’s rings. 


GRAN and COMPANY, Inc. 
546 So. Meridian St. * Indianapolis 25, Ind. 














14K. GOLD PINS 
PEARLS and RUBIES 


DAISY 32.00 BUG 18.00 


RABBIT 15.00 ROOSTER 9.00 
BUTTERFLY 36.00 FLAMINGO 15.00 
(Keystone) 


Also as Charms and Earrings Available in Sterling 


ASIATIC ART JEWELRY CO. 


225-Fifth Ave., N. Y. 10, N. Y. 
MU 5-5849 
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Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
16 Seath Wabash Avenue Chicago 2, Illinels 


This is Our Only Location 

















That's Right! 


Everyone's buying 
SECURITY MAIN- iC \ 
SPRINGS because } 


""Security'’ gives you 
so much more. 


All SECURITY 
Mainsprings have 
rounded edges, and 
are made of the 
best Swedish steel. 


See your jobber 
today! 
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THE NEWALL MFG. CO., CHICAGO 2, ILL. 
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WATCH DIALS 
REFINISHED 


4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 




















The only timing machine that 
dares say compare 


LET US PROVE! 
THE SUPERIORITY OF THE 
PAULSON 


TIME-O-GRAF 


MAIL THIS COUPON TODAY 


HENRY PAULSON and COMPANY 
131 Se. WABASH AVE. - CHICAGO 3, ILL. 


Please send me full information covering the Jewelers 
Biggest Business Builder. the Paulson Time-O-Grat. 


























q The Chicago Jewelers Board of Trade 
held its final meeting of the 1953 season 
on the evening of May 18 in the Empire 
Room of the Palmer House. That evening 
happened to be the opening night of the 
hotel’s new floor show headed by Dorothy 
Shay, and the entertainment was enthusi- 
astically received. 

q Frank Newburger, manufacturers’ rep- 
resentative whose offices are located in the 
Heyworth Building, has long been pro- 
ficient in the art of coining quips and wit- 
ticisms. For the second time in recent 
months he has made the “Wake of the 
News” column of the Chicago Tribune 
with his humor. His latest contribution to 
that column: “Just as soon as I get used to 
the ladies’ poodle haircuts, they change the 
style with a bang.” Frank, who is well up 
in his seventies we’ve been told, certainly 
has a youthful eye and sharp mind. 

q The Chicago Jewelers Club held its regu- 
lar Club Night on April 21, in its head- 
quarters in the Pittsfield Building. 

q Mr. & Mrs. Goldstone of Imperial Pearl 
Syndicate, left in mid-April for Japan on 
a buying trip. They plan to return to Chi- 
cago around the first of June. 

q William Volkmann, 66, prominent jeweler 
for 43 years in Kankakee, IIl., died on 
April 16 at his home in that city. He is 
survived by his widow and his mother. 

q Services for George J. McLaughlin, 57, 
diamond buyer for C. D. Peacock, Inc., 
were held in Oak Park, [Il., on April 8. 
Mr. McLaughlin, who had been with the 
Peacock firm 41 years, died Sunday, April 
5, in Oak Park Hospital. He is survived 
by his widow, a daughter, four sisters and 
a brother. 

q Members attending a dinner meeting of 
the Illinois Watchmakers Association on 
Tuesday evening, April 28, were privileged 
to hear Professor Richard Cole of the 
Northwestern University Engineering De- 
partment deliver a talk. illustrated by color 
slides, on the famous Metzenberg watches. 
Professor Cole is an authority on antique 
watches and has done considerable research 
on the Metzenberg collection. His talk 
and color photographs were extremely in- 
teresting to the members as was indicated 
bv the manv questions asked at the con- 
clusion of his talk. 

q Frederick M. Gottlieb, diamond importer, 
55 E. Washington St., left April 20 for 
Antwerp on a diamond buying trip. He 
plans to return in the middle of June. 

4 Verne Schlexer, formerly with Sirocco 
Wood Co., is now on the staff of James 
H. Napier Co., representing the line in the 
eastern part of the midwest. 

4 Mr. & Mrs. Diamond of Gaines & Gaines, 
Inc., left on May 11 for an extended buy- 
ing trip through the Eastern markets. 

q The first of a series of lectures and dis- 
cussions on gemology sponsored by the 
Jewelry Training Service was held on April 
21 at the Service’s headquarters. The series 
of eight lectures, featuring outstanding 
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authorities in the industry, will continue 
on Tuesday evening each week. 

q Larry Leach, managing director of the 
F. H. Noble & Co. box tactory, whose home 
had been in Massachusetts prior to his 
joining the Noble organization, has finally 
located living quarters here. He purchased 
a home in LaGrange, Ill., and wil] soon 
move his family here. Mr. & Mrs, Henry 
Vidt were vacationing in Florida, but were 
compelled to cut their holiday short when 
Mrs. Vidt became ill. We are happy to 
report that she is doing well now. 

q Vacation illness seems to be making a 
special target of the F. H. Noble staf 
Returning from a vacation motoring trip, 
Miss Mildred (designer) Cook entered g 
Chicago hospital for observation and a 
checkup. 

q A. C. Rehberger, president of the A. ¢ 
Rehberger Co., died April 17. For forty 
years the company which he headed and 
which bore his name, manufactured trophies 
and advertising specialties, and in 1950 
entered the costume jewelry field with its 
Rey-Craft line. The company will continue 
its operations under the direction of his 
widow assisted by Thomas T. Kaplan, sales 
manager, and Joseph Oker, plant superin- 
tendant. 

q Losing a courageous eight-month fight 
for life, Irving G. Jensen (Jacoby-Bender, 
Inc.) passed away on April 12. On August 
27, 1952, Mr. Jensen was struck by a CTA 
bus, receiving severe injuries. In_ the 
months that followed, he underwent a num- 
ber of operations, and although he was 
unconscious most of the time, his associates 
and many friends in the jewelry industry 
held hopes for his eventual recovery. At 
times he regained consciousness and ap- 
peared to be showing improvement, but a 
relapse would put him back again on the 
critical list. The strain of the injuries and 
operations proved too great, and Mr. Jensen 
succumbed. Mr. Jensen was a member of 
the Golden Roosters and leaves many 
friends throughout the entire industry. 





Marks Brothers to Open 
New Store at Peoria, Ill. 


Completion of negotiations to add an 
other modern jewelry store to the Marks 
Brothers retail chain was announced April 
21 by Ira Marks, president of Marks 
Brothers Jewelers, Inc., Chicago, IIl. 

The new store will be opened early 













































CENTRAL WATCH (CO. 


ESTABLISHED (911 


WATCH REPAIRING 
to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 
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Elected recently to serve as officers and directors of the Minnesota RJA were, left to right: 


Carl F. Berger, director; Carl O. Peterson, secretary; Frank Hoff, director; Charles Munn, 

director; Mathew Miltich, director; Arnold Brophey, immediate past president; William P. 

Stiles, who was re-elected president; A. W. Schulz, director; Julia A. Hauberg, director; 
William A. Weld, treasurer, and Clem Hillig, director. 


The Nicollet Hotel in Minneapolis was 
the site of the 49th annual convention of 
the Minnesota Retail Jewelers Association 
which was held on April 12 to 14. Approxi- 
mately 1300 members and their guests at- 
tended the three-day event. 


The first day of the convention was 
almost given over entirely to the annual 
meeting of the Minnesota Watchmakers 
Association and a meeting of the board 
of directors of Minnesota RJA. A _ bingo 
party sponsored by the Gopher Jewelry 
Travelers Association was held that evening. 

Chief speaker at the morning session on 


Monday, April 13, was W. H. “Bill” Gove 





of St. Paul, sales development. manager of 
the Minnesota Mining & Mfg. Co. That 
evening a sales clinic was held and fea- 
tured talks by A. M. Fekula, who, at that 
time, was director of. merchandising. for 
Elgin National Watch Co., and Bert 
Krashes, associate director of the Gemo- 
logical Institute of America. 

The Tuesday. morning session was de- 
voted to reports of association officers, com- 
mittee chairmen, and the election of new 
officers and directors. The convention was 
climaxed that evening with a banquet held 
in the hotel’s main ball room. A floor show 
followed by dancing concluded: the festivi- 
ties. 





this fall in the Sheridan Village Shopping 
Center, now under construction at Peoria, 
lll. Special departments in the new store 
will feature complete lines of nationally 
advertised home appliances, according to 
Mr. Marks. 

The company also operates two stores 
on State Street and one in the Evergreen 
Shopping Plaza at 95th and Western, all 
in Chicago. 


Chicago Jewelers’ Group 
Nominates Officers, Directors 


At a regular meeting of the Jewelers’ 
Association of Greater Chicago, held on 
May 6 at the Standard Club, the following 
were nominated to serve as officers for the 
coming year: Dave Martin (Martin Jewel- 
ers) president (renominated for a second 
term) ; Honorary President, Norman Kernis 
(Norman Jewelers); First vice-president. 
Charles Gold (L. G. Rogers Jewelers) ; 
Second vice-president, Irving N. Chayken 
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than ordinary work 


BECKFR-HECKMAN COMPANY 
29 East Madison Street, Chicago 3, Illinois 
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(Armstrong Jewelers); Treasurer, John 
Baumrucker (Jones & Baumrucker); Sec- 
retary, Sheldon Phillips (Phillips Jewel- 
ers) ; and Executive Secretary and Counsel, 
B. L. Sacks. | 

Nominated as directors were: L. Apple 
(Carter’s Jewelers), Jerry Berger (Macy’s 
Jewelers), Al Berke. (Berke Jewelers). 
Harold Cohn (Shaw Bros.), Lewis Cutler 
(Busch Jewelers), Robert Forman (Forman 
Jewelers), Fred Halpern (Master Jewel- 
ers), Ira Marks (Marks Bros.). Howard 
Raymond (Raymond Jewelers), Irv. Spritz 
(Brandt Jewelers), Rolland Tracky (Rol- 
land Jewelers) and David Wexler (Slavin 
Tewelers). 

During the meeting, plans for this year’s 
cooperative advertising program were dis- 
cussed in the light of last year’s successful 
campaign. The city’s proposed ordinance 
covering jewelry auctions also came in for 
considerable discussion. 





Kuesel Heads Milwaukee Group 


At a meeting held on March 17, the 
board of directors of the Milwaukee 
Wholesale Jewelers Association elected the 
following officers for the ensuing year: 
President, A. C. Kuesel’ (A. C. Kuesel & 
Son); Vice President,’ William J. Kilb 
(Kilb-Beck Co.), and Secretary-Treasurer, 
Marvin H. Adomat ¢E.'M: Patzwald Co.). 








GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT. 
SPECIALIZING 
IN 
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818 LIBERTY AVE. PITTSBURGH 

















Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceabliles 
Repaired 

. 75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 























WATCHWORK—STONE SETTING 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, tll. 


Students may enroll at any time of the year 
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SCHIRA BROS. 


PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 
LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 
530 WALNUT ST. CINCINNATI, O. 
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Exclusive Distributor of 

“MISS VANITY” JEWELRY 

Our service is beyond 
compare 


We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCB 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 

















You Can Buy With Confidence From 
The Wallenstein-Mayer Co. 


Division of Harry Greenwold Co. 
31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


50 years of SERVICE PLUS 


Write for our new 
1953 Catalogue 
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q Because of the record number of persons 
employed at high wages throughout the 
Ohio Valley, local wholesalers and manu- 
facturers were anticipating that retailers 
throughout the area would be doing an 
unusually large volume of business in con- 
nection with spring weddings and gradua- 
tions. Practically all local wholesalers and 
manufacturers report that business has 
continued at a high level during the early 
months of this year, as retailers found it 
necessary to re-stock heavily following the 
rush of sales during the last year-end 
holidays. 

q A Shelbyville, Ky., retailer and his wife, 
Mr. and Mrs. R. J. Jochum of the LuRay 
Corp., won first prize in the recent 75th 
anniversary contest conducted by A. G. 
Schwab & Sons, Inc. They received an 
all-expense trip to this city, a .75 carat 
diamond ring, tickets for a Cincinnati 
Reds’ baseball game and other entertain- 
ment. The winning entry had been written 
by Mrs. Jochum. Second award of a .50 
carat diamond went to Charles C. Peterson, 
Gladwin, Mich., and a third prize of a .25 
carat diamond was won by Arnold Layher, 
Sebewaing, Mich. Ten other winners, re- 
ceiving 17-jewel watches, were Charles I. 
Stephenson, Morenci, Mich.; Du _ Bose 
Jewelry Co., Inc., Vero Beach, Fila.; 
Roithner’s, Johnson City, Tenn.; M. E. 
Jackson, Mt. Vernon, I[Il.; The Smith Co., 
Crossville, Tenn.; J. S. Tincher & Son, 
East Rainelle, W. Va.; Wise Jewelry Store, 
Greenfield, O.; J. E. Elliott, Biloxi, Miss.; 
Fred S. Ward Jewelers, Inc., Warsaw, Ind., 
and Harris Jewelry Co., Pelham, Ga. 

q Sam Silverman, president of the Cin- 
cinnati Wholesale and Manufacturing 
Jewelers Association, has appointed a spe- 
cial committee to work with the Ohio 
Retail Jewelers Association in connection 
with the retailers’ annual convention to be 
held on September 6 to 8 in Hotel 
Netherland Plaza here. The committee in- 
cludes Herbert Schwab of A. G. Schwab 
& Sons, Inc., and Benjamin S. Katz, presi- 
dent, Gruen Watch Co., co-chairmen; 
J. Paul Knight, Cherrington L. Fisher, 
Harry Greenwold Co., Max Litwin, Litwin 
& Sons, Inc., George Brown, Gerwe Brown 
Co., and Mr. Silverman, ex-officio member. 
€ Away on business recently were Charles 
K. Stern, vice president, the Wallenstein- 
Mayer Co., wholesalers, 31 E. Fourth St., 
on an eastern buying trip: Herbert and 
Julian Schwab of A. G. Schwab & Sons, 
Inc., wholesalers, 229 E. Sixth St., to the 
Providence show: I. B. Goodman, manu- 
facturer, 205 W. Fourth St.. to New York, 
Boston and Washington. D. C., and Mr. 
and Mrs. Charles E. Haberman of the 


Haberman Sales Co., wholesalers in the 
Neave Building, to the Providence and New 
York shows. 

q Charles McCarthy of Columbus. O., who 
has been in the trade for 15 years, is a 
new salesman for A. R. Jester, manufac- 


turer of 505 Elm St., and Oren E. Hohneck 





is a new west-coast salesman for the 
Kaufman-Kassel Co., manufacturers at 434 
Elm St. 

q Recent changes in the office staff of the 
Gerwe Brown Co., wholesalers at 817 Main 
St., include Miss Aleene Kidd, who r. 
placed Mrs. Robert Richard as a secretary, 
and Mrs. Ann Wiethorn succeeding Mrs, 
Judson Leising in charge of the diamond 
department. 

q In a recent “This Is My Line” pictorial 
feature in the Times-Star, Edward Spitz- 
nagel, manager of Geo. H. Newstedt & Co, 
retailers, was shown inspecting a diamond. 
He is a certified gemologist. 

q Bihl Brothers, jewelers in suburban Ney. 
port, Ky., have re-opened their fishing lake, 
“Grandview Lake” near Alexandria, Ky. 
Many jewelers in this area enjoy week-end 
visits to the resort. 

q Miss Emma Huffnagel, secretary and 
bookkeeper for Albers & Hanekamp, Inc., 
manufacturers at 5 E. Fifth St., and in the 
jewelry trade for 34 years, resigned re. 
cently. Mrs. Sarah Blackwell has assumed 
the position. 

q Retailers Don Moore and Charles Richter 
were members of a committee which ar. 
ranged for a float of the main Street Busi- 
nessmen’s Association in an Ohio Sesqui- 
centennial parade here on May 24. 

q The local jewelry community expressed 
regret in April for the deaths of the father 
of Albert Levison, manager of the Mon- 
mouth Jewelry Co. in Newport, Ky., and 
the mother of Ibo Sciarara, salesman for 
Schemel’s Jewelers of this city. 

q The 69-year-old retail business of Louis 
F. E. Hummel, Inc., which has been located 
at 1 E. Fourth St. since 1935, is being 
liquidated by Louis J. Hummel, president, 
and son of the founder of the store. 

q Aaron A. Austin, former manager of a 
Kentucky retail chain, is now sales man- 
ager for the Victor Corp., according to 4 
recent announcement by Victor Youkilis, 
president of the firm. The company’s Gem- 
Art cluster ring was popular this spring 
as an award to winners in a weekly TV 
dance mystery tune contest, conducted by 
Charles Richter, retailer. 

q George E. Brown of the Gerwe Brown 
Co., wholesalers, attended the Kentucky 
Derby with his son, Robert, who was home 
on furlough from the U. S. Coast Guard. 
q Robert J. Schaffield, wholesaler, has 
moved to larger quarters in the Neave 
Building, as has Albert Wanstrath, retailer 
in the same building. 

4 Walter Decker, manager of the retail 
store of Don Moore, managed the recent 
tournament of the Kentucky-Indiana-Ohio 
bowling league at the Glenn Schmidt Alleys 
in Newport. Ky. 

q Eben Barker. salesman for the Flanagan- 
Kovac Co., wholesalers in the Enquirer 
Building, has returned to work after hav- 
ing been laid up with a knee injury. 

4 The parents of Chris Schulz, shipping 
clerk for the Gerwe Brown Co., recently 
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Cincinnati Jewelers Honor 
Hirshfield at Testimonial 


For more than 20 years, prior to his 
resignation earlier this year, Arthur Hirsh- 
feld had been the efficient and popular 
secretary of the Cincinnati Wholesale & 
Manufacturing Jewelers Association. 

To commemorate these years of service, 
30 of his friends gathered at the Cincinnati 
Club on April 28, to pay tribute to Mr. 
Hirshfield with the presentation of a two- 
piece set of leather luggage, and numerous 
expressions of esteem and affection. 

Following a cocktail hour and an elabo- 
rate smorgasbrod dinner, President Sam 
Silverman voiced the sentiments of those 
present in declaring that: 

“We, as an association and as_indi- 
viduals, owe a great deal of thanks and 
appeciation to Arthur Hirshfield. Not only 
has he kept our organization together dur- 
ing the more than 20 years we have im- 
posed on him, but he has made ours an 
organization which is envied in other cities 
as a group of manufacturers and whole- 
salers who have learned, by his example, 
to work together for the common good of 
the jewelry industry in our city. While we 
continue in business as competitors, we are 
the friendliest of competitors, thanks to 
the ethical and friendly example set by 
Mr. Hirshfield.” 

Clarence Loeb of Litwin & Sons, Inc., who 
has been chairman of the entertainment 
committee for more than 30 years, presented 





the gift. In accepting it, Mr. Hirshfield 
recalled that he “had been talked into 
taking the job for one year” by the late 
Albert C. Wallenstein. He then reviewed 
humorously some of the highlights of his 
more than two decades as secretary. 
Among others who expressed their ap- 
preciation for Mr. Hirshfield’s services were 
Edwin D. Jacobs, president of D. Jacobs 
Sons Co., of which Mr. Hirshfield is secre- 
tary; Herbert Schwab of A. G. Schwab & 


ARTHUR 
HIRSHFIELD 


Secretary, 
D. Jacobs 
Sons Co. 





Sons, Inc.; Cherrington L. Fisher, vice 
president of the Harry Greenwold Co.; 
Robert Stocker of Rosfelder Brothers & 
Co., and Max Litwin of Litwin & Sons, Inc. 

The program was concluded with play- 
backs of three double-side records of inter- 
views during the cocktail hour. Walter 
Miller, president of Miller Brothers Watch 
Strap Manufacturing Co., was the inter- 
viewer, and all those present voiced appro- 
priate statements. Following the playback, 
the album of records was presented to Mr. 


Hirshfield. 





celebrated their 62nd wedding anniversary. 
q The Williams Jewelry Store in Blooming- 
ton, Ind., has been sold to Thoma Jewelers 
of Sidney, O. Both firms have been in 
business for many years. 

q Recent Florida vacationers included Staf- 
ford Rushart, salesman for the Wallenstein- 
Mayer Co., wholesalers at 31 E. Fourth St., 
and Elmer T. Herzog, retailer in suburban 
Covington, Ky., who has been convalescing 
after an illness. 

q Following a custom of many years, the 
annual picnic of the Cincinnati Wholesale 
& Manufacturing Jewelers Association will 
be held in mid-June at the Ryland Country 
Club in nearby Kentucky. Clarence Loeb 
of Litwin & Sons, Inc., who has been chair- 
man of the entertainment committee for 
39 years, again is making the arrangements, 
in cooperation with Charles Grift, a former 
wholesaler and now living at the club. 


Ohio RJA Sets Confab Dates 


Jewelers from seven states are expected 
to attend the annual convention and jewelry 
show of the Ohio Retail Jewelers Associa- 
tion. The three-day event will be held 
September 6 to 8 at the Netherland Plaza 
Hotel in Cincinnati. 

Fall lines of leading manufacturers and 
distributors will be shown for the first 
time at the convention. Many exhibitors 
have already made advance reservations 
for display space. 

A program of entertainment and interest 
has been arranged to make it a gala Labor 
Day weekend and buying trip. 
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Cincinnati RJA Names 
Spitznagel President 


Edward L. Spitznagel, manager of George 
H. Newstedt & Co., was elected president 
of the Greater Cincinnati Retail Jewelers 
Association, succeeding Jack Getz of Getz 
Jewelers. Other new officers are: First vice 
president, Ben Youkilis; second vice presi- 
dent, Karl Wagner, and secretary-treasurer, 
Mrs. Jane Kampf. 





Showing of Two Watch Films 
Highlights AGS Guild Meeting 


The April 21 meeting of the Southern 
California Guild of the American Gem So- 
ciety was devoted to films on the subject of 
watches. 

“The Story of Time” presented by the 
American Rolex Watch Corp. and “How 
a Watch Works” offered by the Hamilton 
Watch Co. were the features of the evening. 

“For the most part,” commented an AGS 
spokesman, “it is accepted by the public 
that a watch is a desirable accessory for 
everyone. However, it is becoming more 
and more recognized by jewelers that the 
potential of watch sales goes much further 
than that. A right watch for each occasion 
is now the goal. This takes considerably 
more selling technique. These films will 
provide the ammunition for selling that 
second and even third watch!” 

The meeting closed on a frivolous note 
with an added attraction .. . a film on “How 
to Catch a Cold” by Walt Disney. 








KIRK Dial 


Since 1926 


Corpora tion 


The World’s LARGEST 

DIAL REFINISHING COMPANY 
Assures You of TOP 

QUALITY & SERVICE 


DIAL REFINISHING 
CRYSTAL FITTING 
BAND REPAIR 


offices: 


220 W. 5th St., Los Angeles 13, Calif. 
657 Mission St., San Francisco 5, Calif. 
1625 Broadway, Oakland 12, Calif. 
Seaboard Bidg., Seattle 1, Wash. 

29 E. Madison St., Chicago 2, Ill. 
University Bldg., Denver 2, Colo. 

923 Penn Ave., Pittsburgh 22, Pa. 

83 Walton St. N.W., Atlanta 3, Ga. 
108 W. Fayette St., Baltimore !, Md. 


Affiliated Companies 

KIRK DIAL OF MISSOURI 

1015 Walnut St., Kansas City, Mo. 
KIRK DIAL COMPANY 

1700 Commerce, Dallas, Tex., and 
Stewart Bldg., Houston, Tex. 





























An Enclosure Card Service Is 
Good for Your Business! 


John Henry produces the FINEST 
Enclosure Cards ... in assortment 
-.. quality ... design. 


All illustrated im Card-O-Log No. 51 


Ihe 


Write 
Dept. 12-24 
today! 


JON CARY a 


P. me — LANSING, 
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Remember our 


COMPLETE REPAIR SERVICE 


for all modern and antique watehes—elocks—jewelry! 
Also camera repair service. 

We carry ALL TOOLS—MATERIALS—BOOKS— 
WATCHES—CLOCKS—ATTACH MENTS—WATCH 
& CLOCK MOVEMENTS—CASES—DIALS. Inquire 


MODERN TECHNICAL SUPPLY CO., Dept. 6 CK 


55 West 42nd Street, New York 3 
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For Top 
Quality 
Jewelry 
Castings 
Like This 


without costly 
bench work, 
hand filing and finishing 


Use Ransom & Randolph 


Jewelry 
Investment 


This material is reli- 
able: produces out- 
standing results on 
runs of any size and 
is economical to use. 
Ransom and Randolph 
jewelry investment is 
designed to do the job 
best. 


Send for CATALOG #52 


ALEXANDEP SAUNDERS & CO. 


95 BEDFORD STREET MEW YORK 14, W. Y. 
WAftkins 4-8880 



































































You'll want one... 
Your Customers Will 
Want Them Too! 


Stores which have seen 
these smart car ignition 
keys with emblems sculp- 
tured in Sterling by 
WESTON are selling them 





like mad. For Cadillac 
(shown), Buick, Oldsmo- 
bile, Pontiac, Chevrolet, 
Ford, Mercury, Chrysler, 


De Soto, Piymouth, Pack- 
ard: for M-G and Jaguar if you give key 
numbers. Emblem on both sides, $6 each; in 
14K, $55; Cad, Chev, Ford with enameled em- 
blem, $7.50 (Keystone prices). Order NOW. 
Send for complete price list. 


The BROTHERS CO. 


1744 Berkely St., Santa Monica, Calif. 


\ / 
Chatham Emeralds 


REG. U. S. PAT OFF. 
The ONLY MAN-MADE EMERALDS 
AVAILABLE IN THE WORLD ; 
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EDWARD BOOTE, INC. 
35 & 37 W. 23rd St., New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 



































MADDOCh & MILLER, INC. 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK 
COALPORT Bone China and Earthenware 
Royal CAULDOON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenne. New York 3, N. Y. 
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q J. C. Ginder, Ltd., diamond merchants 
at 220 W. Sth St., Los Angeles, who have 
been operating as a branch of the parent 
company located in London, England, are 
now forming a United States corporation. 
The new concern will still keep close buy- 
ing contact with both J. C. Ginder, Ltd., 
in London and J. C. Ginder, Antwerp, 
Belgium. This new American corporation 
will have as its president Stanley G. 
Ranson, who has successfully been run- 
ning the branch office. 

q Shulzmer Watch and Jewelry Co. is a 
new corporation located in Room 409 of 
the Jewelry Trades Building in Los An- 
geles. President of the new firm, Otto 
Mehr, is a well-known businessman in 
the Western States and was formerly a 
knitwear manufacturer, in the mining bus- 
iness, and well known in trade circles. 
Secretary Alfred Shulz is formerly from 
Switzerland, where he was a watchmaker 
and later traveled four continents as a 
watch and jewelry salesman. The new 
company imports watches and clocks from 
Switzerland and Germany and_ jewelry 
from Europe and Latin America for sale 
to jobbers and wholesalers in the U. S., 
Canada and Mexico. 

q Don Leake, jewelry manufacturer for 
the trade, has moved into larger quarters 
at 326 Locust St., Long Beach, Calif. His 
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former office was located at 122 W. First 
St. in that city. 

q Guy C. Foulk, who was formerly watch. 
maker for the Hart Jewelry Co. in Warren, 
Ohio, has moved to Southern California, 
where he has opened a new retail jewelry 
store at 6631 Laurel Canyon Boulevard jp 
North Hollywood. The name of his new 
shop is Patio Jewelers. 

q Brock & Co., leading Los Angeles jewel. 
ers, has appointed Hixson and Jorgensen, 
Inc., Los Angeles advertising agency, to 
direct its advertising. 

q Ray Murphy of E. W. Reynolds Co. re. 
cently received a special certificate of merit 
from McGraw Electric Co. for sales leader. 
ship. This award is presented to the top 
100 salesmen in the United States for 
their work with Toastmaster products. 

q The Flintridge China Co. of Pasadena 
has announced the appointment of C, N. 
Abenheimer as representative for the West- 
ern states, working directly from his home 
office in the Interstate Trust Building in 
Denver, Colo. 

q Richard R. Hoberg, who formerly oper- 
ated a retail jewelry store at 92514 S. Main 
St. in Santa Ana, Calif., has purchased the 
jewelry store at 407% N. Broadway in 
that city from Herbert Fleischmann. The 
name of the store has been changed to 
Hoberg’s Jewelers. 








Calif. 24-Karat Club Installs 
New Officers at Dinner-Dance 
New officers of the Jewelers 24-Karat 
Club of Southern California were installed 
at a recent dinner-dance. Former club 
president Max Strasburg (Strasburg’s 
Jewelers) formally installed David Lieber- 
man (Fredric’s of Hollywood) as new 
president; Max Wolman (Philip Wolman 
& Co.) as vice president; Herman Siegel 
(Robbins Jewelers) as secretary, and Irving 


Kaufman  (Allison-Kaufman Co.) as 
treasurer. 


Retiring president Harry Prezant was 
Pe ee 8 
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Honored at a recent dinner-dance of The 

Jewelers 24-Karat Club of Southern Calli- 

fornia were Mr. and Mrs. Harry Terhune 

(THE JEWELERS’ CIRCULAR- KEYSTONE), 

who recently celebrated their 50th wedding 
anniversary. 





presented with a traveling case which he 
pointed out would be useful to him as 
West Coast representative for Bulova 
Watch Co. A congratulatory cable from 
Bombay sent by Walter Dorrer (Higbee 
& Dorrer) was read by Herman Siegel, 
who had charge of arrangements for the 
affair. 

Highlight of the evening, however, was 
the surprise presentation to Mr. and Mrs. 
Harry Terhune (THe JEWELERS’ CIRCULAR- 
Keystone) of a large crystal sandwich 
plate heavily embossed with gold com- 
memorating their 50th wedding anniversary. 


Allied Exhibitors Institute 
New Registration Procedure 


Allied Exhibitors, Inc., sponsors of semi- 
annual gift and jewelry shows in Denver 
and Dallas, have taken initial steps to 
protect the interests of exhibitors at these 
events by instituting a new registration 
procedure. 

In order to eliminate false registrations 
and to bar those not entitled to admittance 
at the shows, Allied Exhibitors will mail 
out identification cards to all registered 
merchants of record. Recipients of these 
cards are to fill them out and present them 
at registration desks during the shows as 
their identification for admittance. 

New merchants and their guests attend- 
ing these events for the first time will be 
thoroughly screened before registration 
badges are issued them. 
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June 


4-5—National Wholesale Jewelers Asso- 
ciation, Annual Convention, Ritz-Carlton 
Hotel, Atlantic City, N. J. 

8.9Watch Material Distributors Asso- 
ciation of America, Seventh Annual Meet- 
ing, Ritz-Carlton Hotel, Atlantic City, N. J. 

13—Maiden Lane Outing Club, Annual 
Summer Outing, Green’s Hotel, Pleasant- 
dale, N. J. 

13-14—Texas Watchmakers Association, 
Fifth Annual Convention, Rice Hotel, 
Houston, Texas. 

293—Golden Roosters of Chicago, Annual 
Summer Outing, Sportsman Country Club, 
Northbrook, III. 

28-29—New Hampshire Retail Jewelers 
Association, Annual Convention, Went- 
worth-by-the-Sea, Portsmouth, N. H. 


July 


5-L10—New York Lamp Show, Hotel New 
Yorker, New York. 


19-21 — Amarillo Gift Show, Fair 
Grounds, Amarillo, Texas. 
19-22—Albany Gift Show, Ten Eyck 


Hotel, Albany, N. Y. 

19-22 — Southeastern China, Glass & 
Gift Show, Municipal Auditorium, At- 
lanta, Ga. 

19-22—Southern Jewelry Show, Peach- 
tree on Peachtree, Ansley, Piedmont and 
Henry Grady Hotels, Atlanta, Ga. 

19-24—National China, Glass and Pottery 
Show, Hotel New Yorker, New York. 

26-27—Mississippi Retail Jewelers As- 
sociation, Annual Convention, Buena 
Vista Hotel, Biloxi, Miss. 

26-29—Syracuse Gift Show, Onondaga 
Hotel, Syracuse, N. Y. 

26-29—Washington Gift 
Willard, Washington, D. C. 

26-30—National Jewelers Associa- 
tion, Annual Convention and National 
Jewelry Fair, Conrad Hilton Hotel 
(formerly The Stevens), Chicago, III. 

26-30 — California Gift Show, Brack 
Shops, Merchandise Mart, Alexandria and 
Biltmore Hotels and Individual Show- 
rooms, Los Angeles, Calif. 


Show, Hotel 


August 
2-5—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 
2-5— Western onan, 4 Glass, Gift & nal 
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WEDGWOOD 


Bone China Dinnerware, Queen's Ware 
Jasper and Black Basal? 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
| 24 East 54th Street New York City 
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Francis and Sir Francis Drake Hotels, 
San Francisco, Calif. 

2-12—Registered California Gift and 
Dinnerware Show, Hotel Morrison, Chi- 
cago, Ill. 

3-14—Chicago Gift Show, La Salle Ho- 
tel and Palmer House, Chicago, II. 

3-14—Merchandise Mart Gift Show, Mer- 
chandise Mart, Chicago, Ill. 

9-12—Omaha-Midwest Fall Gift Show, 
Paxton Hotel, Omaha, Nebr. 

9-12—-China, Glass, Gift & Jewelry Show, 
Public Auditorium, Benson and Plaza Ho- 
tels, Portland, Ore. 

9-12—Pittsburgh Gift Show, Hotel Wil- 
liam Penn, Pittsburgh, Pa. 

9-13 — American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-Astoria 
Hotel, New York. 

16-19—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

16-19—Western Jewelry and Silverware 
Show (including china and glass), Bilt- 
more Hotel, Los Angeles, Calif. 

16-19—Heart of America China, Glass 
& Gift Show, Kansas City, Mo. 

16-19—Pacific Northwest China, Glass, 
Gift & Jewelry Show, Terminal Sales 
Building, Olympic and New Washington 
Hotels, Civic Auditorium, Seattle, Wash. 

23-26—Minneapolis-St. Paul Gift Show, 
Dyckman Hotel, Minneapolis, Minn. 

23-28—Registered California Gift and 
Dinnerware Show, Hotel Vanderbilt, New 
York. 

24-28—New York Gift Show, Hotels 
Statler and New Yorker, New York. 

29-31—United Horological Association 
of America, 20th Annual Convention, 
Nicollet Hotel, Minneapolis, Minn. 

30-September 2—Ohio Gift Show, Desh- 
ler-Wallick Hotel, Columbus, Ohio. 


September 


6-8—Ohio Retail Jewelers Association, 
Annual Convention, Netherland Plaza Ho- 
tel, Cincinnati, Ohio. 

6-10—Allied Gift and Jewelry Show, 
Hotel Adolphus, Dallas, Texas. 

6-10—Detroit Gift Show, Statler and 
Sheraton-Cadillac Hotels, Detroit, Mich. 

6-11—Dallas Gift Show, Baker Hotel 
and Santa Fe Building, Dallas, Texas. 

13-14—-West Virginia Retail Jewelers 
Association, Annual Convention, Hotel 
Frederick, Huntington, W. Va. 

13-15—Michigan Retail Jewelers Asso- 
ciation, Annual Convention, Park Place 
Hotel, Traverse City, Mich. 

13-16—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

13-17—Parker House Gift Show, Parker 
House, Boston, Mass. 

14-18—Boston Gift Show, Hotel Statler, 
Boston, Mass. 

20—Missouri Retail Jewelers Associa- 
tion, Annual Convention, Governor Hotel, 
Jefferson City, Mo. 

20-23—Cincinnati Gift Show, Nether- 
land Plaza Hotel, Cincinnati, Ohio. 

27-28—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des 
Moines, Des Moines, Iowa. 
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REGULATION—Fast or Slow? 






We handicap ourselves, this author believes, when we follow time-honored “rules” 


blindly and without thinking. Here he gives a scientific explanation backed by 


practical experiment, which questions the validity of using fast regulation. 


A PERUSAL of works on horology, a study of 
instruction manuals on the use of electronic watch timing 
machines, and talking with watchmakers will bring forth 
an interesting contention regarding the regulation of a 
watch. 

All will expostulate that a watch, especially a wrist- 
watch, should be regulated to have a gaining rate... 
say 30 seconds in 24 hours. The reason advanced is that 
a watch will lose when it is carried or worn. 

For some time the writer has observed that just the 
opposite was true. In many fields of endeavor erroneous 
facts are passed along for years . . . and horology is not 
immune to this occurrence. In order to arrive at a scien- 
tific conclusion regarding this very important point in 
watch regulation, it was necessary to investigate the 
matter from the dynamics involved. 

A study of the acting forces showed the fallacy of the 
belief that a watch will lose time when being worn. While 
it is rotating, the balance wheel can be likened to a gyro- 
scope. In order to understand this thoroughly, the 
reader is asked to contemplate the behavior of a gyro- 
scope. Figure 1 is a cross sectional drawing of a small 


by WILLIAM MARON 


gyroscope used for laboratory experiments and more 
often as a toy for children. 

The gyroscope consists of a wheel with a heavy rim 
(6), firmly attached to a metal axle (5), with conical 
ends serving as pivots (4-8). The stiff wire rings (1), 
spaced 90 deg. apart, are spot welded to each other at 
points of contact. This comprises the supporting frame. 
In one of the rings, at diametrically opposite points, are 
bearings in the ends of the adjusting screws (2-9). The 
locking nuts (3-7), hold the screws in position after the 
bearings are properly adjusted for minimum friction 
without too much shake. A small hole (10), in the axle 
is used for inserting the end of a short length of string. 
The string is wound on the axle, and a sharp, quick pull 
sets the wheel rotating rapidly. 

When the gyroscope wheel is revolving it will resist 
any motion away from the rim’s rotational plane. The 
frame will remain in any position in which it is placed, 


(Please turn to page 202) 

















Fig. 1—Typical Gyroscope Assembly 


1. Supporting Frame 4. & 8. Pivots 
2. & 9. Adjusting Screws 5. Axle 

3. & 7. Locking Nuts 6. Gyroscope 
10. Hole for String 






























































Fig. 2—Balance Assembly 


|. Upper Cap Jewel 10. Balance Wheel 

2. Upper Balance Staff Pivot I1. Balance Staff 

3. Upper Balance Jewel 12. Roller Table 

4. & 14. Jewel Settings 13. Roller Jewel 

5. Regulator Arm 15. Pillar Plate 

6. Balance Cock 16. Lower Balance Jewel 

7. Regulator Pins 17. Lower Balance Staff Pivot 
8. & 9. Balance Wheel Screws 18. Lower Cap Jewel 
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AMERICAN TIME PRODUCTS, INC., 
580 Fifth Ave., New York 36, N.Y. My Name_. aan 


Please arrange for me to have a 

WatchMaster demonstration at my Store 
bench where | can test some of the 
watches | have repaired, and learn, 
at the same time, why the Watch- 
Master is the Biggest value in the 
long run. City __ State 


MORE WATCHMASTERS ARE BEING SOLD THAN ALL OTHER WATCH-TIMING MACHINES COMBINED 
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OLDERING CHAINS—We always have trouble solder- 
ing links of very small fine chains, also soldering a 
ring on top of a gold cross. Can you suggest what to look 
out for, in doing such work? (Question No. 6260) W. M. 


A nswer—Soldering joints in very thin chain links is 
a very delicate operation which requires high skill. It is 
best to lay the chain on a large charcoal] block that will 
accommodate the entire chain, with the link to be soldered 
laid well away from the other links. Make a scratch on 
the charcoal at the joint to be soldered, to avoid losing 
sight of it. Apply flux; and on the flux lay a bit of solder, 
the flux holding it in place. Use a blowpipe with a very 
small hole, and blow a fine pin-point of flame on the 
solder and joint. Use “Self-pickling Flux” made by 
Wm. Dixon, Inc., 32 Kinney St., Newark, N. J. This helps 
to avoid leaving a black scale on the work. 

In soldering a jump-ring on a cross, lay the cross and 
the ring on a charcoal block, not in tweezers. If the cross 
is thick, cut out enough charcoal to lower the cross 
enough as it lies on the block so that the ring comes to the 
center of cross. Apply flux and solder. Use a rather 
broad flame and “soft” blast with blowpipe; heat the 
cross first, then the ring. This should avoid difficulty 
with the flowing of the solder. Before the work is cold, 
lay it in pickle solution to remove black scale, if any of 
this has formed. 


LEANING GOLD DECORATIONS—A Navy officer 
brought in a coat with gold decorations sewed on 
which he wants cleaned. We don’t want to remove and 
re-sew the decorations on the cloth. Cyanide solution 
would no doubt do the cleaning, but we are afraid using 
it would rot or spoil the cloth of the coat. What would 
you advise? (Question No. 6261) G. M. V. 


Amnswer—tThe problem you raise belongs more in the 
field of the tailor and dry-cleaner than in the jewelry 
trade. The cyanide solution you mention would clean the 
gilded insignia on Naval uniforms all right; but we 
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believe you are right in thinking that this solution might 
ruin the cloth on which the insignia of gold braid are 
fastened. But this cleaning of gold-lace embroidery is a 
frequent need, no doubt, in the dry-cleaners’ business; 
and we believe you could obtain the proper materials 
for it, and instructions for their use, from firms such as 
Burpre Laboratories, Inc., 1225 University Ave., St. Paul, 
Minn., or Devil Laboratories Co., 557 E. 8th St., Cin- 
cinnati, Ohio, who specialize in manufacturing supplies 
for the dry-cleaning trade. 


RONZE PAINT—I have tried bronze paint for giving 

steel watch hands a gold color, but it is not satis- 

factory. What do you recommend? (Question No. 6262) 
L. F. 


Answer—Of course, the bronze paint that you tried 
for this work would not do a good job as the grains of 
metal in the paint are too coarse. What you should use 
is the electro-plating process, using nearly or entirely 
pure (24 karat) gold anode. You can buy a small electro- 
plating or gilding outfit with everything necessary in it 
including instructions, from any dealer in jewelers’ sup- 
plies. However, if your dealer happens not to have small 
electro-plating outfits in stock, he can obtain these from 
Hammel, Riglander & Co., Inc., 395 Fourth Avenue, New 
York 16, N. Y. If the hands are blued, this should be 
removed before electroplating, by rubbing on them some 
blue-remover solution, or dipping them in the solution. 
Then, of course, wash the hands with soap and water 
and rinse, to remove any trace of acid. 


ILING DUPLEX ESCAPEMENTS—Please give me 
the proper method for oiling duplex escapements in 


watches. (Question No. 6263) R. A. 


A nswer—We assume that the duplex escapements you 
have in mind are in watches made by the former New 
England Watch Co., Waterbury, Connecticut. These have 
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“Our open-front windows practically put our selling area out on 
the pavement. The result of all this can be seen in the increase 


of our traffic 50% and our volume of business 25%," 


reports Bernard J. DeNardo 
D.H. DeNardo & Co., Braddock, Pa. 

















PITTSBURGH PRODUCTS used in 
this modernization job _in- 
clude Polished Plate Glass, 
Pittco De Luxe and Pittco 
Premier Store Front Metal, 
a valance of tranquil green 
Carrara Structural Glass, and 
a Pittsburgh Doorway. Use 
the magnetism of a modern 
front like this to bring more 
customers to your jewelry 
store. Architect: Casimir J. 
Pellegrini, Pittsburgh, Pa. 
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HIs jeweler proved—with increased business— 

"T the pulling power of an attractive building 
when the store was modernized with Pittsburgh 
Products. No doubt about it, it’s the establishment 
that looks good that makes a good sales showing. 
Why not give your jewelry store the up-to-the- 
minute look that makes a place of business stand 
out from its competition? Modernize, inside and 











out, with eye-catching, sales-winning Pittsburgh 
Products and reap the rewards of increased traffic, 
bigger sales volume, bigger profits. In the mean- 
time, send for our modernization booklet which 
contains further information on the complete line 
of Pittsburgh Products, as well as examples of 
actual Pittsburgh modernizations. Just return the 
coupon below. 
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| Pittsburgh Plate Glass Company | 
Store Fronts | rm: oe Room 3250, 632 Fort Duquesne Blivd., Pittsburgh 22, Pa. 
‘ Miss Your Without obligation on my part, please send me a FREE copy | 
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PAINTS - GLASS + CHEMICALS - 


BRUSHES - PLASTICS - FIBER GLASS 


Pruttemwn Ow -PLATE GLASS COMPAN SS 
IN CANADA: CANADIAN PITTSBURGH INDUSTRIES LIMITED 


FOR JUNE, 1953 





201 











the long, or brass locking teeth, resting between impulses 
on the steel balance-staff; and the short or impulse-teeth 
are of brass and act on a steel impulse-finger or pin. 
The preferred way to apply oil is to touch the drop on 
your oiler, to about every third tooth, both impulse and 
locking teeth, as the watch runs. This amount will dis- 
tribute around to the other teeth, from the staff and the 
finger, and by the time the escape-wheel has made several 
turns, the oil will be evenly distributed on all teeth, in 
the proper amount. 


6¢4 ‘HINESE DUPLEX” WATCH—What kind of a 

watch is it that we are sending a photograph of? 

How old is it, and what is it worth? (Question No. 6264) 
ts. Be 

Answer—tThe excellent photograph shows a watch 

of the “Chinese duplex” type and although the maker’s 

name cannot be seen, it is safe to assume that the watch 


was made by the firm of Bovet Freres, in Fleurier, 
Switzerland, between about 1822 and 1850. 


The Bovet brothers became interested in developing 
trade in China and in 1818, Edward Bovet went to Cantop 
to start an agency for his firm. He learned that the 
Chinese admired watches that had a very loud “tick,” 
with movements elaborately engraved, and gilded. So his 
brothers in their factory at Fleurier designed a move. 
ment accordingly, and the firm built up a very large 
export trade to China. The China export business reached 
its peak about 1850, and gradually died out until j 
ceased in 1864. The design of pendant and bow in the 
watch in your photograph is of the later period in the 
Bovet production; so we believe that 1850 is the earliest 
year, at most, when it was produced. 


About the value and the possibility of selling the watch 
to a collector, it must be pointed out that these Chinese 
duplex pieces are in too plentiful supply to be worth any. 
thing worth-while in the collectors’ markets. Usually, a 
collector would be willing to pay so little more than the 
junk-value of the case, that the difference would not pay 
for the expense or trouble of finding a buyer. 





Regulations—Fast or Slow? 
(From page 198) 


such as, placing the slotted end on a taut piece of string 
or the ball end on a little pedestal. 

However, if sufficient force is applied to the frame it 
can be moved. Moving the frame while the wheel is 
rotating puts pressure on the sides of the pivots. This 
increases the friction causing the wheel to lose speed. 
If the gyroscope frame is held and continuously moved 
the duration of time it would have revolved is reduced as 
compared to the time it would have kept going without 
being moved. 

Figure 2 is a cross sectional view of a balance wheel 
assembly. The balance wheel has a weighted rim and so 
exhibits gyroscopic tendencies on a minute scale. The 
balance wheel is small and not rotating constantly nor 
at a constant rate. In the detached escapement there is 
acceleration during the short power impulse, and decelera- 
tion as the hairspring being tensioned resists and finally 
stops it. Nevertheless the balance wheel, while in motion, 
resists being displaced from its rotational plane. The 
resisting force is so feeble that it cannot be felt when 
the watch is moved. 

Moving a watch—especially in the direction of the 
heavy arrows—puts pressure on the balance pivots. A 
more sudden and fast motion—when swinging a golf 
club, for instance—creates greater pressure on the pivots. 
The pressure on the pivots reduces the excursion of the 
balance wheel. This is the same as increasing the fre- 
quency of oscillation which makes a watch gain time. 
On the other hand, when a watch is completely at rest 
—not worn—the excursion of the balance wheel increases, 
which is the same as the frequency of oscillation decreas- 
ing and so the watch loses time. 

The reader’s attention is called to the fact that the 
excursion of the balance wheel will return to normal 
when the watch is not moved. By normal is meant the 
rate at which it was set to beat by various adjustments. 
Some watchmakers mistakenly thought that the balance 
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wheel excursion increased beyond the originally regu. 
lated rate after the watch is worn and then removed 
from the person. This, of course, is not so. 

From the foregoing it can be readily understood that 
a watch that has been adjusted and regulated to keep 
good time—within a few seconds in 24 hours—while not 
being worn will gain when it is worn. If it is regulated to 
gain while at rest, it will gain even more when worn. 


Assume a watch will be worn 16 hours a day—eight 
hours not worn—and is not worn on Sunday. The watch 
is regulated so the amount gained during the wearing 
time is lost during the time it is at rest. After not being 
worn Sunday, on Monday morning it will be found to 
be about 15 seconds slow. Nothing can be done about 
this condition, being one of the limitations of a portable 
time piece carried on the person. 

The question “How should the watch be set?” is not 
answered simply. There are a number of important 
factors to be considered and the most important is the 
owner’s wearing habits. It is necessary to know (1) if 
the watch is worn the same number of hours every day 
(2) if the activity is about the same every day (3) if the 
watch is worn on the same wrist and in the same position 
every day. 

It stands to reason the watchmaker must know the 
owner’s habits and that it will take several delicate ad- 
justments to attain satisfaction. 

It can be categorically stated that the watch should be 
adjusted so the time it is worn allows it to make up time 
lost while not being worn at night—the assumption is 
that most people do not sleep wearing a watch. 

From the above discussion it is apparent that if a 
watch is regulated to have a gaining rate it will gain even 
more when worn. Hence, all suggestions that a watch 
be set to gain time is, in the writer’s opinion, erroneous 
and should be discontinued. 

Furthermore, the above is not theory and has been 
investigated many times on repaired watches by actually 
wearing them and recording the rate change when worn 
and when laying on the bench. 
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New Benrus Display Series 
Promotes "Beautifully Thin" 


This Benrus display unit, one of a group 
of five in an overall campaign to promote 
the “Beautifully Thin” series of the com- 
pany’s watches, is now available. This one 
in the series features a beautifully etched 
and lighted glass panel forming a back- 
eround for a column of water which gushes 
from a real snail shell onto a watch rest- 
ing in a fan-shaped shell. Four other wat- 
ches are placed on pedestals and corner 
ledges. A pump concealed in the unit pro- 
yides constant recirculation of water. 





Harvey M1. Bond, advertising director of 
the Benrus Watch Co., will provide infor- 
mation for retailers interested in obtain- 
ing one, or all five, of the new displays. 





Ronson Offers Jewelers Advice 
On Engraving Windsor Lighter 


The Ronson Co. advises jewelers who 
use the New Hermes Engravograph to en- 
grave the Lumarith plastic surface of the 
Ronson “Windsor” lighter to employ the 
New Hermes red head “plastic pen” cutter, 
especially designed for engraving plastic 
without causing flaking. 





Elgin Promotes New 
Self-Winding Models 


Elgin has been using full-page, full- 
color advertisements in leading national 
magazines, as well as television demon- 
strations, to promote sale of its new highly- 
styled line of self-winding watches with 
water, dust and shock-resistant features. 
Dual purpose of the drive has been to make 
the public aware of the desirability of 
self-winding as well as to stress the point 
that the self-winding Elgins introduced this 
spring incorporate high styling into what 
has been considered a strictly utilitarian 
type of timepiece. 
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Stern & Stern Expands 
into Zircon Line 


Stern & Stern, Inc., has announced a 
major expansion into the zircon field, with 
an extensive line of ladies’ and men’s zircon 
jewelry to complement the firm’s existing 
Romany lines of diamond and stone rings 
and wedding bands. 

Contacts with zircon mining and cutting 
interests in the East have been established, 
and the firm has recently secured the ser- 
vices of Robert N. Rosenspan, formerly 
associated with the Kimberly Gem Co., 
who will design the new line and also cover 
sales in the Midwest. Bill Stern, sales man- 
ager, will cover the southeastern states; 
Al Fischer the West Coast; Gene Kern the 
East including New England, and Murray 
Kooba will cover the Southwest. 


ee 


Diamond Ring Window Unit 
Offered by Polishook 





The newest window display featuring 
the Fidelity Diamond Ring line is shown 
here with Phil Polishook of K. Polishook 
and Son Corp., 216 E. 45 St., New York. 
Mr. Polishook is president of the 55-year- 
old firm, manufacturers of Lloyds, First 
Lady and Fidelity diamond rings. 

The 36-in. three-dimensional display 
shown highlights the bridal season theme 
but is intended for year ’round use. It is 
luxuriously covered in black, white and 
turquoise velveteen. 


Bulovas for Winners of 
International Beauty Contest 


The Bulova Watch Co. has announced 
that Bulova “Miss Universe” watches will 
be presented to “Miss United States” and 
beauties from 30 nations in the “Miss 
Universe Beauty Contest” being held at 
Long Beach, Calif., in July. The interna- 
tional winner will receive from Bulova a 
$2,500 “Empress” watch, with 100 dia- 
monds set in platinum. 





Oneida Presents Heirloom 
At Confederate Pageant 





A. O. Frey, Heirloom representative for 
Oneida Ltd., took an unrehearsed part in 
the Natchez Pilgrimage Confederate Pag- 
eant when he presented a set of Heirloom 
sterling in the Stanton Hall pattern to 
Pageant Queen Jane Feltus. The Stanton 
Hall pattern was named for the ante-bellum 
mansion in Natchez whose architectural 
decorative effects inspired the design. 


New Seth Thomas Display 
Stresses "Glance" Versatility 
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Versatility is the keynote of Seth 
Thomas’ new special assortment and dis- 
play merchandiser for its “Glance,” pro- 
moted as “. . . the most versatile clock 
of the year.” The display, showing how 
well the “Glance” blends with the decor 
in every part of the house and every style 
of interior, comes free of extra charge 
with purchase of six of the clocks. The 
special packaged assortment includes three 
in copper, one red, one green and one in 
silver, all in metallic finish. Color selection 
is based on sales experience. 
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Longines Coronation Display 
For Latter Half of 1953 





Believing that the ¢timulus to the jew- 
elry industry provided by the coronation 
of Queen Elizabeth will extend well be- 
yond this June, Longines-Wittnauer has 
developed this special coronation-theme 
display. It is built around a faithful re- 
production of a portrait of Her Royal 
Highness, Elizabeth II — painted in oils 
specially for the Longines-Wittnauer col- 
lection. Photo shows the display panel ar- 
ranged as the focal point of a group in- 
cluding, center, the special presentation 
box for the Longines “Diamond Coron- 
ation” matching men’s and women’s 
watches in 18K gold. 


Constance Hope to Handle 
Heller-Deltah Promotion 


Heller-Deltah Co., Inc., manufacturers 
of La Tausca and Deltah pearls, has ap- 
pointed Constance Hope to be sales pro- 
motion consultant and public relations 
counsel. Miss Hope is currently under- 
taking presentation of the firm’s new spring 
and summer jewelry designs in simulated 
and cultured pearls. 


Compact New Kreisler Display 
For Alligator Watch Band 





Kereister 


WATCH STRAPS 








This silk-screened glass panel display 
is one of a group of compact new models 
introduced by Jacques Kreisler for effec- 
tive showing in limited space. The stylized 
alligator is green, outlined in yellow, to 
frame one of the company’s new straps in 
Louisiana baby alligator leather. 
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New Powdered Silver Cleaner 
Packed in Packets and Cans 


Powdered dry “Silvium,” a new dip, 
rinse and dry cleaner for tarnished silver or 
for copper, brass or gold, has been put on 
the market by Modern Technical Supply 
Co., 55 W. 42 St., New York 36. The pow- 
dered material is packaged in 3-0z. pack- 
ages which make one pint of the cleaner 
when mixed with water, and in 22-o0z. cans 
which make a full gallon. The small pack- 
ages retail at 98 cents each and cost $5.75 
per doz. Gallon size cans are sold at $3.90. 

“Silvium” is said to be non-inflammable, 
non-poisonous, safe and harmless and non- 
abrasive. 


Revolving "Wheel of Fashion" 
Is Hadley Counter Unit , 
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Hadley’s “Wheel of Fashion” counter 
unit holds an assortment of the latest Had- 
ley watch attachments in such a manner 
that the customer can put his own watch 
on the indicated point at the front, then 
turn the wheel and see how his watch looks 
with the various expansion attachment 
styles. Attachments are mounted against 
rich red background; other parts of the 
display have gold color background. 
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Bretton Watchband Units 
Serve as Display Plus Storage 


A new Bretton watchband “Three-way 
Display” is now being supplied at no cost 
to dealers as part of Bruner-Ritter’s new 
direct-to-retailer policy on Bretton bands. 
The display. suitable for daytime use in 
the store and night window display, con- 
sists of three sections, each of which con- 
ceal special storage space. 

One section stores free service equip- 
ment valued at more than $5 and includ- 
ing spring bars, liquid watch-crystal 
cement and other materials for on-the- 
spot repairs. A second section has com- 
plete mailing kit for repair jobs which 
have to be sent to Bretton’s repair depart- 
ment. The third unit holds the Bretton 
“Meas-ur-rist,’ which gives instant, exact 
measurement of the customer’s wrist for 
a Bretton band. The matching units are 
made of blond wood with dark display 
panels. They can be aligned together, or 
spotted separately at different locations 
about the store. 
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Telechron Electric Clock 
In “Baker's Dozen" Offer 


The G. E. Telechron Dept. announces a 
limited-time introductory offer on the new 
“Butler” model Telechron electric Clock, 
in which the retailer receives an extra 
clock at no extra cost when 12 of them 
are purchased, giving the retailer more 
than 44% profit. Full-page four-color aq. 
vertisements in Life and_ the Saturday 
Evening Post features this model, and four. 
color distributors’ salesmen’s presentation 
pieces are available. 


George W. Opp Is Selected 
To Represent Brogan Jeweiry 
George W. Opp, Charlotte, N. C., is the 


new Southern representative for Byard F. 
Brogan, 805 Sansom St., Philadelphia 7. 
The House of Byard Brogan manufactures 
gold and platinum mountings, wedding 
rings, Arbutis Diamond Rings and Prin. 
cesse Cultured Pearls. 

Featured among the 1953 Brogan line 
which Mr. Opp will bring to southern jew. 
elers is the “Arbutis Diamond Ring,” the 
finest of diamonds in modern mountings, 
attractively gift-boxed and with a guar. 
antee slip included for each individual 
ring. The Princesse Cultured Pearls, a 
Brogan specialty, are promoted as “the 
gift that grows,” starting with one or two 
on a 14K gold chain and growing with 
birthday, Christmas and graduation gift 
additions. 


National's New Register 
Posts Charge Ledger Cards 





National Cash Register Co. now offers 
a charge-posting cash register that records 
the total of the customer’s purchase and 
account’s new balance directly on an in 
dividual ledger card, provides the cus 
tomer with a statement, and prints all 
entries on an “audit strip” tape within 
the machine. Either cash or charge sales 
may be broken down automatically on the 
tape into various departments or categor- 
ies as they are recorded, and these sales 
classifications add separately into their 
own totals. Received-on-account and Paid- 
out also add separately. 

National Cash says its new unit offers 
the “same ease of operation, and the same 
rigid control on charge accounts as it does 
over cash sales. Photo shows cashier plac: 
ing ledger card on printing table of one 
of the new machines. 
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Flex-Let's Flasher Display 
Shows "Before & After” View 


she 





See 


To show customers in a dramatic manner 
how one of the new Flex-Let “Round 
About” expansion bands can improve the 
appearance of a round wrist watch, the 
company has developed this display panel. 
As shown unlighted at left, the panel il- 
lustrates a watch with ordinary strap. When 
the light comes on, the same watch is seen 
transformed by the sudden addition of a 
Flex-Let “Round About,” the band de- 
signed to blend and look like part of the 


case. 





Two TV Programs Added 
To Harwood Promotion List 


Harwood Mfg. Co., Providence, R. I., 
has added sponsorship of two television 
programs to promotional activities on behalf 
of its “Leading Lady” flexible bracelets 
and other accessories. The programs are: 
The John Reed King Show (Mon. through 
Fri., 12:30—1:00 P.M.); and Journey 
Through Life (Mon. through Fri., 1:00-- 
1:30 P.M.). 





in-Counter—On-Counter Unit 
Offered for Beau Brummel Line 


Flex-Let says it is automatically ship- 
ping, with all orders for 24 assorted pieces 
of Beau Brummell Men’s Jewelry, a new 
merchandising unit designed to offer the 
jeweler an easy method of showing an 
impressive assortment to a prospective cus- 
tomer. The merchandiser is a gilt-edged 
panel, with a deep wine and grey velvet 
padded surface, die-cut to accommodate 
color-contrasting velvet pads on which the 
jewelry is set. The panel has a folding 
easel, making it useful as an in-counter 





and on-counter unit and also as a window 
display. It holds four matched sets, three 
pairs of cuff links and three tie bars, all 
mounted in a pilfer-proof manner. 


Green Issues New Catalog 
Of Master Type for its Engraver 


Illustrated in the Green Instrument Co’s. 
new catalog of master type sets are 15 
styles of letters and numerals. Also shown 
are technical symbols, Greek upper and 
lower case alphabets, circle templates and 
special master brass templates. Complete 
sets, which include numerals and punct- 
uation marks, are coded as to master sizes 
available, and a diagram shows the actual 
letter sizes which can be produced from 
each master size on the Green Engraver. 

Reversed master type sets for engraving 
on the back of transparent material and 
for die and mold work are also listed. 

Single letter and complete set prices are 
given. Write for free catalog 32 T to Green 
Instrument Co., Putnam Ave., Cambridge 
39, Mass. 





Outstanding Packages in Annual Competition - 


These boxes won the awards in the Jewelry and the 





Personal Accessories classifications in the Annual Set-up 
Paper Box Competition held by the National Paper Box 
Mfg. Assn. at the group’s 35th annual meeting in Boston, 
May 17-20. In this third year of the contest, close to 1000 
boxes in all were entered, each of them produced for the 
first time in 1951 or 1952. 

First Award in the jewelry group (1) went to Mason 
Box Co., Attleboro Falls, Mass., for this combined paper- 
board and plastic package for Ripley & Gowen Co., Inc. 
Ivory plastic rims combine with regular set-up box con- 
struction; cover is spring-hinged. Second Award for 4. 
jewelry was taken by Dennison Mfg. Co., Marlboro, 
Mass., with this unusual box (2) for Elgin’s Wadsworth 
women’s compacts. The citation refers to the special 
display arrangements the box’s design makes possible. 

In personal accessories, Dennison received first award, 
and also took an honorable mention for the best display 
box, with this package (3) for W. A. Sheaffer Pen Co.’s 
“Snorkel” fountain pen. The shiny foil panel highlights 
the pen’s special feature. Dennison also received Second 
Award in this category for the alligator grain paper box 
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(4) for Swank, Inc.;: removable insert in the lid and 
smaller insert in base make it easy for the retailer to 
assemble any combination set he wishes to display from 
various Swank accessories. 

The boxes were judged for “general superiority accord- 
ing to end use,” and consideration was given to the boxes’ 
protection appropriateness, display value, brand identifi- 
cation, convenience and sales appeal. 





Wyler Display Promotes 
The “World Group" Watches 





Wyler Watch Agency has offered dealers 
this 17-in., six-color display to hold three 
watches from the Wyler “World” Group 
currently being promoted for graduation 
with a free-trip-to-Europe contest for stu- 
dents. Watches in the group range from 
the shock-resistant “Coronation,” retailing 
at $35, to the self-winding “Dynawind- 
Riviera” at $71.50. 


Until June 30, when this year’s gradu- 
ation promotion closes, a 10K _ gold-filled 
expansion band is free with the purchase 
of any watch in this group. 


Elgin Reproduces Bridal 
Theme Ad for Windows 


Elgin has reproduced for window dis- 
play use the beautiful full-color photo- 
graph of a bride and groom’s hands which 
the company has used in recent magazine 
advertising. The photo shows the clasped 
hands on a background of white satin. 
The bride wears her wedding band and 
one of the new 21-jewel Lady Elgins— 
The “Devotion,” in white gold set with 
ten diamonds. 


Retailers’ Display Ties-in 
With ‘Seventeen’ Silver Feature 


To provide retailers with an opportunity 
to capitalize on a special silverware feat- 
ure article in its May issue, Seventeen 
magazine has shipped 2,000 of these ster- 
ling display units to retailers selected by 
manufacturers as most receptive to this 
kind of promotion. 


SEEPRI EPS 





The magazine’s feature stressed sterling 
as an ideal graduation gift, and the gradu- 
ation theme was followed in the display, 
which simulates the front of a high school 
in a three-dimensional shadow-box effect. 
Lacing is provided to hold ten pieces of 
sterling flatware, with the retailer being 
free to select whatever patterns he chooses. 
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Meeker Patents A Billfold 
With Unique Expansion Feature 


The Meeker Co., Joplin, Mo., has pat- 
ented the Meeker 749 Billfold, which has 
an exclusive double-gusset construction 
said to give almost “unbelievable” capacity, 
yet allow the billfold to fold flat and neat. 


Elgin Uses Santa Claus 
As Father's Day Theme 
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Elgin American is using a coordinated 
campaign with four-color magazine adver- 
tising, retailers’ ad mats and mailings, and 
point-of-sale display material to promote 
its “Lite-O-Matic” combination cigarette 
case and automatic lighter as a Father’s 
Day gift. 

Theme of the promotion is the Santa 
Claus head and the slogan: “Give Dad a 
Break on Father’s Day—He’s your Santa 
365 Days a Year.” Store display piece 
features a full-color blow-up of the Santa 
in Elgin American’s magazine ad. 





James Schulz Presents 
Handsome Watch Line 





Schulz Watches, 304 East 45 St., New 
York, nationally known for its fashion 
styling and originality, has brought out a 
distinctive catalog. Beautifully illustrated, 
the catalog features a wide variety of cock- 
tail watches, chatelaine and pocket models, 
lighter watches, novelty timepieces, etc. 
Each Schulz watch of 18 jewels and over 
bears the official seal of Geneva. 








Bulova's New Display 
For the Ambassador Line 
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Jewelers ordering Bulova’s new “Am. 
bassador” series of watches are receiving, 
without charge, this new display which 
shows three watches. The base is wood; up. 
right panel is embossed. The four-color 
unit is suitable for either counter or wip. 
dow use. 


Electric Flasher Panel Shows 
The Ronson Two-Way Flame 





Free to dealers on request is Ronson’s 
new full-color electric flasher display unit 
to promote the “two-way flame” feature of 
the new Ronson gas lighter, which pro- 
vides a long “pin-point” flame for pipes 
when held downward, and regular flame 
for cigarettes and cigars. Compact unit 
measures one foot wide; 10 in. high and 95 
in. deep. 





Kolker & Co., 580 Fifth Ave., New York, 
has named Norbert Jacob sales repre 
sentative. Mr. Jacob was formerly with 
J. & L. Hartzberg. Kolker & Co. is the 
platinum diamond division of Zin & Kol: 
ker, wholesale diamond merchants since 
1910. 


Eugene F. Peterson has been ap- 
pointed manager of marketing for the 
General Electric Co.’s radio and television 
department, it was announced by Herbert 
Riegleman, general manager of the de 
partment. Mr. Peterson has been managef 
of the company’s tube department. 
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News of Personnel . 
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Two new representatives have been 
added to the sales staff of the Longines- 
Wittnauer Watch Co. Martin Fox has 
heen assigned to Arkansas and Missouri, 
with headquarters in Kansas City. John 
Brayman will cover West Virginia, Vir- 
ginia and parts of Ohio, Kentucky and 


Tennessee. 





Saat cot 


MARTIN FOX 
Longines 


JOHN BRAYMAN 
Longines 


Leonard Shiman, president of Shiman 
Mfg. Co. and the Craft Co., Inc., Newark, 
New Jersey, has announced that Joseph 
Korsen has been appointed exclusive 
West Coast representative for both firms. 
Mr. Korsen, formerly of Joseph Korsen 
Co., is making his office in the Pershing 
Square Building, Los Angeles. 





Gran and Co., Inc., Indianapolis, Ind., 
has announced the appointment of Wil- 
liam E. Grinnell, Dallas, Texas, as rep- 
resentative to cover the southwest terri- 
tory for its line of emblem jewelry and 
diamond mountings. 





M. J. Dunn, clock sales manager, Tele- 
chron Department, General Electric Co., 
Ashland, Mass., has announced the ap- 
pointment of George H. Neilson as dis- 
tribution development manager and Gil- 
bert H. Carlson as national accounts 
manager. 





We 


GEORGE NEILSON 
Telechron 


GILBERT CARLSON 
Telechron 


The appointment of Edward A. Rey- 
nolds as quality control manager, Ronson 
Art Metal Works, Inc., Newark, N. J., has 
been announced by Alexander Aronson, 
president. 
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Four new sales representatives have 
been added to the Sessions Clock Co.’s 
sales force, Douglas Lapham, manager of 
clock sales, announced recently. James 
E. Westrich, Jr., will represent Ses- 
sions in its southwestern territory, setting 
up headquarters in Dallas, Texas. James 
E. Ravenel will take over the company’s 
southeastern territory, operating out of At- 
lanta, Georgia. John W. Vochko, Jr., 
will represent Sessions in the Pittsburgh- 
Cleveland area. Fred John Ritzer will 
cover the New York Metropolitan area. 





Richard M. Lorenzen has been named 
sales manager of the West Coast territory, 
consisting of California, Oregon and Wash- 
ington, for Imperial Knife Associated 
Companies, Inc., New York. According to 
Harry Hazelton, Jr., general sales manager, 
Mr. Lorenzen is handling the complete 
line of products, with headquarters at 
132 W. Hillsdale Boulevard, San Mateo, 
Calif. 
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EDMUND LUDWIG 
Farrington 


RICHARD LORENZEN 
Imperial Knife 


Farrington Mfg. Co., Boston, has an- 
nounced the appointment of Edmund P. 
Ludwig as district manager of the New 
York territory. 


Ralph Destino, general sales manager of 
Certina Watches and Elgin American 
Compacts, division of Illinois Watch Case 
Co., Elgin, Illinois, has announced the 
appointment of Henry Harrison as sales 
representative in New York City. Mike 
Cohen of Chicago has been named sales 
representative for Illinois and part of In- 
diana. Robert Crawford of Prairie Vil- 
lage, Kansas, will cover Oklahoma, Kan- 
sas and Arkansas. Alvin M. Edlin of 
San Leandro, California, and Eugene P. 
Simard of Seattle, Washington, have been 
named sales representatives on the West 
Coast. Mr. Edlin represents the company 
in San Francisco; Mr. Simard covers the 
northwest area. 





John J. Courtney & Co., manufac- 
turers of diamond rings and diamond 
jewelry, will be represented in the north- 
west by John F. Douglass. Mr. Douglass 
will cover the states of Washington, Ore- 
gon, northern California, Idaho, Montana 
and Nevada. 








Charles Baumle, manager of Wallace 
Brothers, stainless steel division of R. 
Wallace & Sons Mfg. Co. (Wallace Silver- 
smiths), has announced the appointment 
of Charles Appleby as New York City 
representative on major retail accounts for 
Wallace Brothers. Formerly, Mr. Appleby 
had been associated with the National 
Silver Co. 
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CHARLES APPLEBY 
Wallace Brothers 


WRAY HUCKINS 
Hamilton Beach 


Wray A. Huckins has been named re- 
gional representative by Hamilton Beach 
Co., division Scovill Mfg. Co., for southern 
Texas. Mr. Huckins’ headquarters are in 
Houston, Texas. 


Pennwood Numechron Co., Pittsburgh, 
Pa., has announced the appointment of 
two sales representatives. S. C. Sherman, 
6432 Cass Ave., Detroit, will cover Toledo, 
Ohio, and the state of Michigan; Herbert 
Sierk & Co., 2705 Canton St., Dallas, 
Texas, will cover the territory of Arkansas, 
Louisiana, Mississippi, Oklahoma, Texas, 
and western Tennessee. 


D. P. Sheridan has been named as- 
sistant manager, sales promotion depart- 
ment, typewriters and supplies products, 
Remington Rand, Inc., it has been an- 
nounced by J. A. Grundy, sales promotion 
manager. 





FRITZ ARNOLD 
Art-Craft 


D. P. SHERIDAN 
Remington Rand 


Fritz J. Arnold is representing the 
Art-Craft Jewelry Co., New York, in the 
states of Michigan, Ohio, Indiana and 
Illinois. Mr. Arnold was formerly con- 
nected with the Milhening Co. of Chicago 
for several years. 
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Special Notices 


“Situation Wanted”—Regular type enly $1.50 
first 25 words; additional words, 10 cents per 
werd. Heavy type $6.00; additional words 25 
eents per word. 

“Help Wanted”—*‘“‘Lines Wanted” and “Side 
Lines”=—regular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per werd. 

All other headings—regular type $6.00 first 
23 words; additional words 25 cents per word. 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word, 

Name, address. initials and abbreviations 
eount as words and are charged for as part of 
the advertisement. If answers are to be for- 
warded, 20 cents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 

Special notice forms close 10th of the pre- 
eeding month. 

To avoid unnecessary correspondence men- 
tion your location in the advertisement. 

AU answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads. do not enclose original 
letters of r endations 





Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 








Situations Wanted 





JEWELER and engraver, long experi- 
ence; best references. Address ‘‘J., 
2089,’’ care J C-K. 





BOX salesman; enviable knowledge suc- 
cessful jewelry packaging; big volume 
business guaranteed. Address ‘‘M., 
2125,”’ care J C-K. 





DIAMOND expert, wants position as buyer 
here and abroad; the best of references 
available. Address ‘‘B., 2059,’’ care of 





BOOKKEEPER - expert, credits, collec- 
tions, correspondence, exceptionally ca- 
pable; top references. Address “K.., 
1351,.”" care J C-K. 





A-1 jeweler and diamond setter, 25 years’ 
experience at the bench, desires perma- 
nent position in retail store; married; 
reliable. Address ‘‘G., 1902,’’ care J C-K. 





DIAMOND, precious stone and ring house; 
young man, over five years’ experience 
in all phases of office routine, seeks 
wae Address “D., 2040,” care of 





INSIDE man, 10 years’ experience in 
jewelry business; buying, grading, 
mounting, seeks position with a future 
and willing to work for it. Address 
“*Y., 2076," care J C-K. 





SALESMAN, experienced as store man- 
ager, also knows buying, repairs, win- 
dow trimming, seeks position in or 
around Metropolitan area, Address ‘“‘W.., 
2075,” care J C-K. 





PARISIAN designer, great creative abil- 
ity in costume and real jewelry; cur- 
rently employed large concern; inter- 
ested in leading position in New York. 
Address ‘“R., 2071,’’ care J C-K. 





DESIGNER; bring your line up to date 
with new designs that sparkle; ex- 
perienced, capable artist; designs for 
your particular need. Address ‘‘S., 1933,’’ 
care J C-K. 


DIAMOND merchant, highest reputation, 
very able, seeks position as buyer or 
otherwise with established reputable 
concern; willing to live on West Coast, 
Address ‘‘C., 2060,’ care J C-K. 





POWERFUL salesman seeks position bet- 
ter class, time payment store; strong 
experience diamonds, watches, kindred 
lines; high type man; reference. Ad- 
dress ‘‘B., 2080,’ care J C-K. 





MATERIAL house floorman; high calibre, 
fast moving, sales minded; admirably 
familiar conventional watchmaker and 
retailer requirements; first class refer- 
ence. Address ‘‘N., 2093,’’ care J C-K. 





GENERAL manager-comptroller, over 
20 years’ experience, successful top 
level management fine jewelry 
stores; will send resumé on request. 


Address “YV., 2035,” care J C-K. 





school and _ factory 
trained; honest, reltlable and _ sober; 
salesman; chronographs, clock and 
jewelry repairman; 21 years’ experience; 
best of references. Address “S., 2031,” 
care J C-K. 


\WATCHMAKER, 








MANAGER, seasoned, lifetime experience 
in all phases of retail jewelry business, 
buying, selling; collecting, window dis- 
play, promoting, etc.; thorough knowl- 
edge of diamonds. Address ‘S., 2106,’’ 
care J C-K. 





DIAMOND expert, 29, over seven years’ 
experience with top importer; assist 
buying, complete assorting, inventory, 
orders; trained four assistants; college 
merchandising. Address ‘‘A., 2058,’’ care 
J C-K 





MANAGER, extensive background; qual- 
ified to operate aggressive store; crea- 
tive, resourceful, executive capacity; of- 
fer must contain security and good po- 
tential on proven results; will relocate. 
Address ‘*T., 2032,’’ care J C-K. 


EXTRAORDINARY credit store _ sales- 
man; highest, qualified sales; diamonds, 
watches, mountings, costume jewelry, 
silverware, dinnerware, radios, appli- 
ances, television, luggage, typewriters. 
Address “T., 2118,’ care J C-K. 








YOUNG man, production; personnel ex- 
perience, diamond mountings, scholastic 
jewelry, scheduling, costs, alloying gold, 
showroom selling; 29; good appearance; 
seeks opportunity. Address ‘‘S., 2117,” 
care J C-K. 





DIAMOND assorter; young, family man 
seeks permanent position with future; 
many years diversified experience; vet- 
eran; conscientious, good appearance; 
top references. Address ‘‘L., 2124,’’ care 
J C-K. 





MANAGER, young, thoroughly experi- 
enced, seeking permanent position as 
manager or assistant to owner; "res- 
ently employed as manager of live 
credit store; Midwest or South. Ad- 
dress ‘‘L., 2110,’’ care of J C-K. 


SALESMAN, 43 years, married, 20 years 
experience abroad in jewelry, diamonds, 
pearls, precious stones, wishes respon- 
sible job; presently employed in other 
line. Phone after 7 P.M., Ul 6-9364 New 
York, or ‘‘K., 2090,’’ care J C-K. 








PAWNBROKER-manager-buyer 20 years’ 
experience, 37 years old, college gradu- 
ate (night), seeking interesting propo- 
sition, preferably profit sharing; can 
set up new store. Address ‘‘C., 1536,’’ 
care J C-K. 


BOOKKEEPER -accountant; credits, col- 
lections, correspondence; all phases of- 
fice procedure, costs, production; ac- 
customed to heavy responsibilities; top 
record with leading concerns; desires 
responsible position. Address ‘‘P., 1787,’ 
care J C-K. 








AMBITIOUS, young man, middle thirties, 
married, presently employed as _ store 
manager; finest references; qualify 
as master watchmaker, jewelry repair, 
stone setter, engraver, salesman, also 
seeking junior partnership. Address 
“VY... Bll,” care J Ce. 








MANAGER-salesman, presently employed 
six years, desires change; age 37; com- 
plete knowledge of advertising, promo- 
tion, window trimming, collections; lo- 
cated in Los Angeles; same location or 
vicinity desired. Address ‘“G., 2020,’ 
care J C-K. 





EXPERT diamond assorter and valu 
wishes position as buyer or sales m 
ager for high class jewelry conenmn 
many years’ experience; just returns 
from Dr. Williamson Diamond Mines 
East Africa. Henry Abrahams ay; 
Tyler, Detroit 6, Mich. > 4930 


ator, 





ee 

COMBINATION man; watch, clock ligh 
jewelry repairing, some stone Setting 
16 years bench experience; desires ar 
manent position in established concern, 
or will consider partnership in Small 
Store; Western States. Address “y 
2132,’ care J C-K. " 





$$ 


SUPERVISOR, buyer, mechandiser, sales. 
man; diamonds, watches, silverware 
jewelry; brilliant background, indepen. 
dent, chain, leased department store op. 
erations; no borax; proven leader, ey. 
cellent credentials; now San F,ancigseo 
Address “J., 2067,’’ care J C-K, : 





SS 


DIAMOND expert, with excellent sales 
personality, available to reputable retajii 
jeweler or fine wholesaler, where my 
35 years’ experience will prove valuable 
and my loyal services; reasonable, at 
$100 per week. Joseph Hunt, 210 w. 
16th St., New York City 11. 








WATCHMAKERS, experienced couple, de. 
sire permanent connection in mild ¢elj- 
mate only; complete material and 
Watchmaster, sales ability, also con. 
sider leasing busy repair department 
in reliable established store; references 
exchanged. Address ‘B., 2015,’ care 
J C-K. 





DIAMOND man, 29, diversified experience 
assorting and buying brilliants and 
fancy shapes; several years employed 
with nationally known diamond inm- 
porter, seeks position with loose goods 
house or manufacturing jewelers; high- 
est references. Address ‘‘F., 2042,’’ care 
J C-K. 





DIAMOND man, single; formerly em- 
ployed Fifth Avenue diamond house as 
salesman and assorter in brilliants and 
fancies; built city accounts; ambitious, 
establish further following, seeks perma- 
nent position with diamond importer; 
finest references. Address “E., 2041,” 
care J C-K. 





PERSONABLE, young executive, 31, sin- 
gle; sales, assorting, office management; 
capable and etficient; prepared to un- 
dertake responsibilities; seven years ac- 
tive wholesale diamond experience; fin- 
est references; future important; will 
travel or locate anywhere. Address ‘‘S., 
2072,” care J C-K. 





SALESMAN-manager, key man, 11 years’ 
successful experience all phases credit 
jewelry field, purchasing, merchandis- 
ing, advertising, promotions, _ credit, 
seeks position on salary or salary and 
commission basis; married; will relo- 
cate; prefer Midwest or South. Ad- 
dress ‘“‘T., 2073,’ J C-K. 





FINE watchmaker, 30 years’ experience; 
experienced Patek, Agassiz, etc.; one of 
the finest mechanics, wants position at 
bench in shop; no contact with cus- 
tomers; in finest store; neat appear- 
ance; no liquor or tobacco; congenial, 
pleasing personality; $100 week mini- 
mum. Address ‘‘Y., 1893,’ care J C-K. 








MANAGER, 31 years old, single; associate 
gemologist; college; excellent appear- 
ance; complete background credit and 
cash operation, both Burroughs and 
N.C.R. installations; window trimming, 
heavy on efficient collection operation; 
previous stores, New York, Detroit; 
willing to relocate. Address ‘R., 2030, 
care J C-K. 











CHAIN store owner, overburdened; hire 
this man as your assistant and key 
man, extensive jewelry background; 
direct working knowledge, sales, pur- 
chasing, merchandising, advertising, 
promotions, employee relations, _store 
supervision; now employed in _ similar 
capacity; available June 15. Address 
“*H, 1903,’’ care J C-K. 
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SITUATIONS WANTED—Continued 





CAPABLE, young man, 30, married, pres- 
ently employed as traveling salesman; 
experienced diamond cutter, knowledge 
watchmaking, administrative experi- 
ence, resourceful, conscientious, would 
like permanent connections with manu- 
facturer or wholesaler, responsible po- 
sition with future, no traveling; admin- 
istrative, buying, sales; New York City 
preferred. Address ‘B., 1986, care 
J C-K. 





TOP-FLIGHT general manager; 20 
years’ thorough experience in in- 
stallment jewelry business; buyer, 
general manager, advertising, pro- 
motions, credit and collection; was 
with chain of 12 stores, volume run- 
ning into seven figures; at present 
employed in above capacity; best of 
references and fine appearance; will 
travel anywhere. Address “E., 
2062,” care J C-K. 


WATCHMAKER; thoroughly experienced 
all type watches, regular, automatic, 
complicated; have held present job three 
years, which pays top salary and could 
be permanent, but desire permanent, 
reliable job near old home, Richmond, 
Va.; would prefer one of larger cities 
in North Carolina; would expect to buy 
home and locate permanently; 35, 
steady, sober; have Indiana license and 
ean furnish references upon request; 
would have to give month’s notice be- 
fore leaving present job. Address ‘‘C., 
2017,” care J C-K. 





— 











GRADUATE gemologist, G.I.A., de- 
sires position as buyer or sales in 
first line store; equipped to make 
gem stone identifications and ap- 
praisals; 18 years operating own re- 
tail businesses; understand ring 
manufacturing, diamond setting, 
jewelry repair, watch repairing; age 
39, married. Address ““M., 2114,” 
care J C-K. 





SUCCESSFUL, 35 year old executive 
interested in a change; seeking a perma- 
nent, secure, responsible and good pay- 
ing position with large retail jewelry 
operation; can provide oniy the best 
references with past employers and re- 
sponsible men of the trade; have di- 
rected the purchasing, merchandising, 
advertising, sales promotions and in- 
struction of sales personnel of two 
jewelry chains, both doing over one 
and one half million annually; prefer 
Eastern location, but may consider other 
location only if proposition is good; 
Starting salary, $12,500, plus bonus and 
vos am Address ‘‘K., 2069,’’ care 


AVAILABLE in August; a 14 year top 
manager in a chain of 12 stores; 
brought bottom store from $150.- 
000 to top store volume $700,000 
annually; recognized one of best in 
managing, seliing, training of sales- 
people and promoting; “know how” 
every phase of credit operation; 
seeking association with progressive 
organization as manager or super- 
visor; a resumé of complete history 
on request. Address ‘“‘A., 2095,”’ 
care J C-K. 
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Lines Wanted 





a 





SALESMAN, covering Middlewest whole- 
Salers 20 years, desires representative 
ring mounting or allied line. Address 
Box T.M., 796 Lexington Ave., New 
York 21. 








JEWELRY salesman, active various 
phases retail, wholesale fields, seeks po- 
sition traveling with name company; 
will relocate anywhere for right propo- 
sition. Address ‘“U., 2074,’’ care J C-K. 





WEST Coast salesman established over 
20 years, desires fine line of jewelry, 
genuine stones, or good ring line; com- 
mission basis; finest references. Ad- 
dress ‘“‘W., 1435,’ care J C-K. 





SALESMAN, with large following in 
South and Southwest, desires manufac- 
turer's line; eight years’ experience 
calling on wholesalers and large retail 
stores; best references. Address ‘“‘F., 
2019,”" care J C-K. 








MANUFACTURERS’ representative wants 
additional reputable line to jobbers and 
material houses; Midwest and South; 
Chicago Office; Heyworth Building. Ad- 
dress, Circular 275, Room 1415, Hey- 
worth Bldg., Chicago 2. 





PACIFIC coast salesman, well established 
with jobbers and department stores, in- 
terested in short promotional line; cover 
the territory from Denver West; have 
permanent Los Angeles showroom. Ad- 
dress ‘‘K., 2024,’’ care J C-K. 





PACIFIC COAST salesman, long esta- 
lished, covering the entire territory 
from Denver West, open for promo- 
tion line of silverware or kindred 
line. Address “J., 2023,” care J 
C-K., 





DIAMONDS, loose; over 100 well rated 
accounts in Metropolitan area; wants 
connection with one large house that 
can supply all needs, melee and sizes; 
commission, memo or salary basis. Ad- 
dress ‘“‘A., 2078,’ care J C-K. 





PACIFIC COAST representative; long 
established with Los Angeles show- 
room, interested in short sample 
line merchandise for jewelers and 
better department stores. Address 


“H., 2022,” care J C-K. 


WELL Known costume jewelry and staple 
salesman covering Michigan and Ohio 
at present for prominent house, would 
like three or four manufacturers’ lines 
direct to retail jewelry, specialty and 
department stores. Address “D., 2018,”’’ 
care J C-K. 








DIAMOND salesman; loose, mounted, re- 
tail and wholesale experience, desires 
nationally advertised line diamonds, 
watches or jewelry; prefer Mid-West 
territory; certified gemologist and ex- 
watchmaker. Address “J., 2049,’ care 
J C-K. 


MANUFACTURERS’ representative, 225 
Fifth Ave., New York showroom open 
for good line silverware and costume 
jewelry; contacts with retail jewelers, 
department stores and gift stores for 
a, See Address ‘‘F., 2063,’ care 


SALESMAN, experienced, college grad- 
uate, 32, married; eight years’ experi- 
ence selling jewelry wholesalers and re- 
tailers, seeks line from manufacturer 
selling to wholesalers, or retailers New 
York City Area and East Coast; good- 
appearance, personality; can produce 
results. Address “H., 1993,’’ care J C-K. 














WANTED: small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have ll 
salesmen who cover entire country ex- 
clusively for us. Address ‘‘H., 2006,’’ 
care J C-K. 


ATTENTION costume jewelry lines; 
successful salesman, covering Pa- 
cific Coast to Denver three times 
yearly by car, seeks well designed 
line; extensive following among 
stores using volume; present afhfilia- 
tion seven years; permanent connec- 
tion desired; residence California. 


Address “D., 2061,” care J C-K. 








SALESMAN, Chicago resident, covering 
the Midwest terriory; ioug, extensive, 
successful sales background; depart- 
ment, jewelry stores, jobbers and cata- 
logue houses; desires rated, established 
manufacturer’s line; consider A-1 prop- 
osition only with exclusive territory ar- 
ranmemnent. Address ‘“‘K., 2123,’ care 





OLD established French perfume 
agency distributing nationally to 
toilet goods departments of all bet- 
ter class department and specialty 
stores, with show room on upper 
Fifth Ave., would be interested in 
discussing exclusive representation 
of an additional item or short line 
of such articles as decorative purse 
mirrors, perfume flacons, pocket 
combs, etc., which are more sale- 
able in toilet goods departments 
than jewelry; merchandise must be 
in keeping with prestige trade; 
would consider direct purchase or 
agency basis; please state full de- 
tails im response. Address “R., 


2116,” care J C-K. 


Side Lines 








AMERICA’S most comprehensive line 
of scarab jewelry competitively 
priced. Admark, 714 Sansom St., 
Philadelphia 6, Pa. 


—— 


SALESMEN, experienced, to sell popular 
priced sterling silver hollowware to re- 
tailers; choice territories available; com- 
mission basis. Address ‘“‘G., 2043,”" care 
J C-K. 








SALESMAN, established following, not 
dependent on house accounts, to sell 
line of fine diamond mounted watches, 
wedding rings, mountings, etc. for de- 
livery. Address ‘“J., 2108,’ care J C-K. 





SEMI-PRECIOUS stones and diamonas; 
we need a man with another non-con- 
flicting line to carry our line in New 
York and out of town. Address “C., 
2096,’ eare J C-K. 





SALESMEN, experienced, to _ retailers, 
complete line gold wedding rings; es- 
tablished manufacturer with large na- 
tional following; many territories open. 
Address ‘‘W., 1051,’’ care J C-K. 








SALESMEN, covering wholesalers and 
large outlets, wanted for exquisite nov- 
elty line of carryalls, compacts, purse 
accessories; territories open. Address 
“P., 1866,” care J C-K. 


————— ee eee) 


SALESMAN, excellent opportunity; old 
established firm desires man with fol- 
lowing; outstanding and complete line 
of ladies’ 14kt mountings; to cover the 
Mid-West and part of the South. Ad- 
dress ‘‘H., 2065,’’ care J C-K. 








SALESMAN wanted, to carry.line of most 
finest made gift items, leather and bro- 
cades, to call on retail trade; excellent 
lead line; state experience, references. 
Theodore Kawer, 775 Sixth Ave., New 
York City. 





SALESMEN: to carry ring finding line, 
shanks, settings, emblems, initials, etc., 
to manufacturers and wholesalers for 
New York City, West Coast and Mid- 
west. Radiant Jewelry Co., 130 W. 46th 
St., New York City. 





SIDE line wanted for West Coast; at 
present carrying Lucien Piccard 
watches; cater to fine stores only; in- 
terested in another line to go with it; 
can furnish best references. Address 
 « 2104,” care J C-K. 





(Continued on page 210) 
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SIDE LINES—Continued 





SALESMEN, experienced; if you cover 
those better retail jewelers and depart- 
ments, which handle $3 to $20 sterling 
gift items, you will get nice orders for 
our exclusive imports. Address “G., 
2064,’’ care J C-K. 





SALESMEN, to sell fine; competitive line 
of mother-of-pearl compacts to retail- 
ers; representing leading Fifth Ave. 
house; most territories open; full par- 
ticulars in first letter, please. Address 
*“M., 2004,” care J C-K. 





CALIFORNIA desertgem jewelry, new- 
est, smartest line retailing from $2 to 
$15; want representatives, jobbers, 
wholesalers for jewelry, gift and de- 
partment stores; full details in first 
letter. Klepa Arts, 8415 W. 3rd St., 
Hollywood 48, Calif. 





SALESMEN, with established retail fol- 
lowing, to sell popular priced dia- 
mond rings, plain and engraved 
wedding rings, as a side line; in- 
quiries treated with utmost confi- 
x4 Address “E., 1634,” care 
J C-K. 





SIDE line or full time salesman; terrific 
individual, exclusive diamond bridal set 
line; only one of its kind in the country; 
original promotions with only 48 styles 
and sizes; Mississippi, Louisiana and 
Alabama open now. Address “T., 1871,” 
care J C-K. 





SALESMAN, with following in South- 
west, including Texas; represent es- 
tablished manufacturer of extensive 
line popular priced diamond bridal 
sets, fancy rings, men’s rings; pro- 
motional features, package deals; 
drawing account; non-conflicting 
line satisfactory. Address “D., 


2083,” care J C-K. 





IF you travel by car and call on the 
small town jeweler, if you can handle 
a small side line of diamond bridal sets 
and dinner rings, together with Masonic 
rings and birthstone rings, please con- 
tact us; we give liberal dating and pay 
a liberal commission; territory open af- 
ter July 1, Missouri to Colorado, Okla- 
homa to Northern Border; all details 
in first letter, please. Address “N., 
2028,’ care J C-K. 





SALESMAN: side line, with following 
among department stores and better 
stores, for attractively priced 14K 
diamond rings and earrings set with 
large fine cultured pearls; excel- 
lent opportunity for man with es- 
tablished retail following; state lines 
carried and territory covered. Ad- 


dress “L., 1879,” care J C-K. 





UNUSUAL opportunity for promotion 
minded salesmen; leading stone ring 
manufacturer offers four important ter- 
ritories: Northwest, Southeast, New 
England, Midwest (Ohio, Michigan, Ili- 
nois, Indiana, Kentucky, West Penn- 
sylvania); our promotions are being 
used by leading chain, credit and re- 
tail stores throughout the country; we 
want experienced men who know the 
territories and have established ac- 
counts; our five representatives know 
of this ad; replies confidential; give all 
information first letter. Address “E., 
2100,’’ care J C-K. 
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Help Wanted 








WANTED, two A-1 watchmakers; per- 
centage basis only. Address ‘‘T., 1460,” 
care J C-K. 





WANTED; A-1 jeweler, who can repair 
we t stones. Address ‘‘V., 1461,’’ care 





JEWELRY designer, to work part time 
on fine 14K modern earrings; New York 
City. Address ‘‘J., 2001,’’ care J C-K. 





JEWELER; on special order work and 
production work, $2 per hour; pleasant 
place in which to work. Address ‘‘H., 
2045,’’ care J C-K. 





WATCHMAKER, experienced, with 
good references; write in confidence 
age, experience, salary desired, 
Finer’s Jewelry, Carthage, N. Y. 





PRESTIGE watch line available for South 
and Southwest; excellent opportunity 
for salesman carrying another top qual- 
ity line. Address “‘L., 2070,’’ care J C-K. 





SPECIAL order man; one who can 
handle platinum and gold, for well 
established shop. John A. Marshall, 
347 Spitzer Bldg., Toledo, Ohio. 





PEARL manufacturer requires men with 
jewelry store following; 15% commis- 
sion; superb line; popular prices, boxed. 
Triumph Mfg. Co., P. O. Box 365, Church 
St. Sta., New York 8. 





SALESMAN, with good following among 
jobbers and chain stores, for New York 
and vicinity, to sell ladies’ gold ring 
mountings. J. Abraham & Son, 7 W. 
45th St., New York City. 





SALESMEN; experienced, to retailers; 
popular and competitive manufacturer’s 
line gold wedding bands; all territories 
open; commission basis. Address ‘‘A., 
1985,”’ care J C-K. 





DIAMOND setter; top wages, plus over- 
time; steady employment; pleasant 
working conditions; must be experi- 
enced. Classic Jewelry Mfg. Co., 31 N. 
State St., Chicago 2, Ill. 





WATCHMAKER, registered, for fine re- 
tail store; best of references required in 
regard to character; good position. For 
further particulars write, Michael Brill, 
Jewelers, Beloit, Wis. 





JEWELERS; all around jewelers for 
either general repair work or some ex- 
perience in emblem and _ fraternity 
jewelry; give full particulars in first 
letter. Meyer & Alexander, Marion, Ind. 





CREDIT jewelry store salesman; central 
Ohio; must be enthusiastic, pleasant; 
give age, reference, or experience in 
a3 _— Address “P., 2056,’ care 





SALESMAN, for leading manufacturer, 
for established Midwest and Coast 
territory; best retail following; 14K 
gold staple merchandise; reply confi- 
dential. Address “G., 1992,” care J C-K. 





SALESMAN; scholastic jewelry; opening 
in New England territory for an ag- 
gressive and capable man; state quali- 
fications; replies kept confidential. Ad- 
dress ‘‘S., 2007,’’ care J C-K 





A-1 experienced jeweler, diamond set- 
ter, for permanent position in old 
established retail firm; modern, air- 
conditioned shop. Call, H. Post & 


Sons, Decatur, III. 








SALESMAN, for aggressive credit jewelry 
store, 200 miles from New York City; 
a brilliant future for a live wire; give 
full details in first letter. Address ‘‘A., 
2038,”"’ care J C-K. 


SALESMAN: young, intelligent, en. 
thusiastic, preferably one who is a 
member of the American Gem Sp. 
ciety. Gruenwald & Adams, 60 E 
Congress, Tucson, Ariz. ; 








PRESTIGE watch line available for the 
States of Colorado, Idaho, Utah, ang 
Wyoming; excellent opportunity for 
salesman carrying another top quality 
line. Address ‘‘F., 1990,” care J C.K. 








EXPERIENCED jeweler, stone setter, for 
fine old established retail store; splendiq 
working conditions; attractive city ang 
climate; satisfactory salary. Carpenter. 
Matthew, Asheville, N. C. 








SALESMEN; manufacturer of leading 
promotional line of sterling hollow. 
ware ; several choice territories open; 
give resumé in strict confidence, 


Address “K., 1783,’ care J C-K. 





TUCSON, Arizona; opening in sterling 
silver, china, and jewelry department 
for capable, experienced, willing, con- 
genial young lady. Apply Gruenwald & 
Adams, 60 E. Congress St. 








COSTUME jewelry salesmen, with fol- 
lowing in better jewelry, department and 
specialty stores, to handle fine hand- 
set rhinestone line; territories open 
West, South and New England. Ad- 
dress ‘‘W., 2012,’’ care J C-K. 








TRAVELING salesman; material and 
jewelry house, handling all nationally 
known lines; resident of Ohio or Indiana 
preferred but not essential. Write, Mr. 
Paul, 1212 Metropolitan Bldg., Detroit 
26, Mich. 





SALESMAN, to represent a jewelry man- 
ufacturer with a non-conflicting line; 
wedding rings, mountings, etc.; strictly 
commission basis; state territory in 
which you are familiar and experience, 
Address ‘O., 2046,’’ care J C-K. 





SHAW’S Jewelers, Galveston, Texas, no 
connection other firms, requires services 
dependable, reliable, sober gentlemen; 
practical watchmakers of experience, 
also watchmaker-engraver; no objec- 
tion age, religion, nationality. 





SALESMAN for cash-credit retail store; 
ageressive man with initiative; assist 
in window trimming, credits, collec- 
tions; good opportunity; state salary 
and previous experience; SBrooklyn, 
N. Y. Address ‘‘N., 2054,”’ care J C-K. 





WATCHMAKER wanted; must be A-l 
mechanic; also light, jewelry and 
clock repairing; permanent position in 


high grade jewelry store in Fort 
Wayne, Indiana. Address “‘A., 1846, 
care J C-K. 





WATCHMAKER, experienced; five day 
week; ideal working conditions in 
Northern Ohio city; permanent job; 
state age, experience, salary expected, 
in first letter. Address “‘R., 2165,’ care 
J C-K. 








EWELER, familiar with all phases of 
. scholastic and fraternal jewelry; perma- 
nent position in newly equipped shop of 
long established New England firm; state 
qualifications. Address ‘“‘N., 2005,’’ care 


J C-K. 


SALESMEN wanted by well known 
manufacturer to sell ladies’ popular 
priced diamond set mountings and 
wedding rings to match, to the re- 
tail stores. Address “H., 1808,” care 


J C-K. 











JEWELER, for repair work, who can also 
set stones; steady job year around; 
hour week, paid vacation; give resqeenss 
and salary expected in first letter. Write 
to Post Office Box 105, Huntington, 

Va. 











NE setter, familiar with both repair 
— scholastic work; permanent pon. 
tion with long established New Engian 
firm; pleasant surroundings in we. 
equipped shop; state qualifications. Ad- 

dress “R., 2006," care J C-K. 
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HELP WANTED—Continued 








R, age about 35, possessing a 
ere knowledge in the manufactur- 
ing of jewelry in platinum and gold, one 
capable of leading a shop if opportunity 
is given; fine position for a capable man; 
write in detail. Address V., 2044,’’ care 


J C-K. 








MANUFACTURER of gold, platinum 
watch cases and attachments selling 
to wholesalers, wants presentation in 


Midwest; preferably resident of 
Texas. Address “‘N., 2126,” care 
J C-K. 








ND setter, with top salary to ex- 

agen, rer mature diamond setter and 
jewelry repairman; excellent working 
conditions with expanding firm; air- 
conditioned work room. Samuel Gordon 








& Co., 515 Cravens Bidg., Oklahoma 
City, Okla. 
SALESMAN, experienced and with 


following in the Middle West, to 
carry well placed line of ladies’ 
gold mountings to the jobbers, 
wholesalers, and chain stores, for 
established manufacturer. Address 


“B., 2039,” care J C-K. 


—_— or" 


ALL around jewelers who can do special 
order work, fine alteration work; also 
combination jeweler and engraver, dia- 
mond setter; year around positions to 
good mechanics; state hourly pay and 
references in reply. Orkin Jewelry Mfg. 
Co., Fidelity Bldg., Dallas, Texas. 








WATCHMAKERS (two) must be fully 
experienced, personable, and with 
excellent references; write in confi- 
dence your age, experience and 
salary desired. Edwin Freed, care of 
Alpert’s, Jewelers, 111 E. Water, 
Elmira, N. Y. 





SALESMAN, wanted for the Middle West, 
to represent well known manufacturer 
of sterling silver hollowware and baby 
goods; established accounts with jewel- 
ers, department stores and wholesal- 
ers; commission basis. Address ‘“M., 
2053," care J C-K. 





WANTED, salesman with established 
following among jewelry stores in 
smaller towns, sell a line of trade 
marked low priced diamond rings; 
excellent opportunity for the right 
man. Address “Circular 274,’ Room 
1415, Heyworth Bldg., Chicago 2. 





SALESMAN wanted for the States of 
Texas, Oklahoma, Kansas, for com- 
plete line of binoculars, field glasses, 
sun glasses, weather instruments and 
related items; good opportunity for the 
right man; drawing against commis- 
sion. Address ‘‘D., 1988,’ care J C-K. 








SALESMAN for Gotham watches, to 
cover Michigan, Wisconsin, Minnesota 
and Metropolitan Chicago Area; splen- 
did opportunity for experienced man with 
good following; write giving all perti- 
nent details. Ollendorff Watch Co., 
Inc., 20 W. 47th St., New York 36, N. Y. 








MANUFACTURER of highly styled, prong 
set, rhodium finished rhinestone cos- 
tume jewelry wants experienced, resi- 
dent salesman calling on retail and de- 
partment store trade for West Coast; 
also for New England States. Address 

R., 1763,”" care J C-K. 








SALESMAN with following, by long es- 





SALESMEN; manufacturer of jewelry 
displays has several openings for sales- 
men with following; interior and ex- 
terior displays, window platforms, show 
case trims; excellent income on liberal 
commission basis; state territory; no 
objection to non-conflicting line. Ad- 
dress ‘“‘N., 2113,’ care J C-K. 





SALESMAN, experienced, and with 
following in New York City and on 
Eastern Seaboard, to carry well 
placed line of ladies’ gold mount- 
ings to the jobbers, wholesalers and 
chain stores, for established manu- 
ee Address “*H., 2105,” care 
J C-K. 





WANTED; general and timer salesmen; 
no ceiling on earnings, unlimited in- 
come; if you are ambitious, energetic, 
some experience in selling watch ma- 
terial, perhaps a knowledge of our line, 
here is an opportunity of a lifetime. 
Henry Paulson & Co., 131 S. Wabash 
Ave., Chicago 3, Il. 





MANAGERS (assistant and full charge) 
as well as fully experienced sales- 
men wanted by expanding Southern 
New York State (three store) firm; 
write in confidence your full experi- 
ence, salary record. Ed Freed, care 
of Alpert’s, 111 E. Water St., El- 


mira, N. Y. 





SALESMEN, two; manufacturer of large 
complete line of sterling hollowware is 
looking for men experienced with jewel- 
ers and department stores; we have 
many active accounts; no objection toa 
non-conflicting line; territories open: 
Midwest and Southeast. Address “T., 
2010,’ care J C-K. 





SOUTH African diamond importers, 
American established, having follow- 
ing among better stores, desire ser- 
vices of salesman for loose dia- 
monds with non-conflicting line; 
outline territory and all particulars 
which will be held confidential. Ad- 
dress ““M., 2092,” care J C-K. 





EXCELLENT 


opportunity, reputable 
manufacturer of better costume jewelry, 
with active accounts among jewelry 
stores, has opening for salesmen with 
following in Texas, Southern and 
Mountain territories; men residing in 
territory preferred; references first 
letter. Address ‘‘J., 1732,’ care J C-K. 





SALESMAN, of proven ability, with fol- 
lowing among retail jewelers, South 
and Southwest, by manufacturer of 
prestige line diamond bridal sets, 
mountings, watches and attachments, 
in platinum and gold; we have well 
established accounts assuring substan- 
bw: ie, Address ‘‘L., 2091,’ care 








INSIDE diamond & watch salesman; ex- 
ceptional opportunity for experienced 
mature person with successful record 
and first class references; accustomed 
to selling unit sale $250-$2,500; top 
salary with plenty of opportunity; re- 
plies confidential. Samuel Gordon & 
oni 515 Cravens Bldg., Oklahoma City, 

a. 





SALESMAN; one of America’s top dia- 
mond houses desires services of 
salesman with non-conflicting line 
for loose diamonds, and platinum, 
gold mountings and wedding rings; 


SALESMAN, experienced, ambitious, 
with following for diamond mounted 
ring line and diamond mounted wedding 
rings, for New York State, Pennsyl- 
vania and Middle West; commission 
basis; supply reference with first let- 
ter; confidential; may have non-con- 
wi a line. Address ‘“‘C., 2081,’’ care 





SALESMAN; top flite West Coast man 
for well established sterling hollowware 
line; we have a large number of good 
customers in the area and want an ex- 
perienced man who is well known to 
the large jewelers and department store 
buyers; one other line permitted; com- 
a basis. Adress ‘‘E., 1989,’’ care 








SALESMAN, with good following, to sell 
a line of 14K gold jewelry consisting of 
large variety of bracelets, watch case 
bracelets, necklaces, etc.; two terri- 
tories open; one Midwest and South; 
two West Coast; many accounts in the 
Midwest territory; commission basis; 
write full details enclosing references. 
Address ‘“‘E., 2085,’’ care J C-K. 





== 


WANTED; experienced jewelry man who 
knows jewelry business from A to Z; 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising, credit and business 
promotion; no other man need apply; 
position open in North Carolina, with 
permanent position for the right man. 
Address “P., 1868,’’ care J C-K. 





OPPORTUNITY to earn substantial in- 
come; a nationally known diamond ring 
house requires salesman of proven 
ability and established following; lib- 
eral drawing against commission; fol- 
lowing territories open: New England, 
Tennessee, Alabama, Mississippi, Arkan- 
sas; our salesmen know of this ad. 
Address ‘“‘H., 1949,” care J C-K. 





SALESMEN, experienced, sterling silver 
hollowware; good opportunity for the 
right man to contact jobbers, depart- 
ment stores and jewelers; several choice 
territories open; give complete details 
of territory covered; all applications 
will be held in strict confidence. Ar- 
rowsmith Silver Corp., 17 Bergen St., 
Brooklyn 2, N. Y. 





JEWELRY salesman for side line, selling 
to rated wholesale jewelry firms; repre- 
sent one of the largest lines of quality 
hand-tooled billfolds in the Southwest; 
territory West of Mississippi now open; 
good commissions. <A. C. Moore, 1823 
Hemphill, Fort Worth 4, Texas. Ref- 
erences; First National Bank, Fort 
Worth and Dun & Bradstreet. 





MANAGER for well established jewelry 
store; highly industrial city in Middle 
West, 140,000 population; good mer- 
chandiser who is capable of increasing 
sales volume with knowledge window 
displaying, advertising, credits and col- 
lections; state age and salary. Address, 
Circular 273, Room 1415, Heyworth 
Bldg., Chicago 2. 





SALESMAN, with following in New 
York, Newark and principal Eastern 
cities with manufacturers and deal- 
ers, wanted by leading importer of 
star sapphires, rubies, emeralds and 
sapphires; excellent opportunity and 
permanent future : for qualified 
man; write your full experience 
and earning record. Address “H.., 


1999,” care of J C-K. 





OPENING for watchmaker who is a good 
mechanic and wants to advance; un- 
usually fine working conditions in mod- 
ern, air conditioned store; we get good 
prices and have complete set of cabi- 
nets, tools and equipment to enable 








tablished wholesale jewelers and watch 
importers selling popular priced mer- fullest cooperation extended; out- rate ogg ie a Moin “Green 
chandise, nationally advertised brands; line territory and other details which Bend, Kans 
residing in vicinity; travel by car; sl] be kent i fid Ad ' 
drawing against commissions; refer- dr ro 1941.” pit kK. : 
ences. Address ‘‘R., 2622,"’ care J C-K. ress **B., » eare J C-K. (Continued on page 212) 
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HELP WANTED—Continued 





ESTABLISHED manufacturer of fine cos- 
tume jewelry, packaged, with active 
accounts among jewelry stores, has 
openings for ambitious salesmen with 
following in South Atlantic, East South 
Central, West South Central and Ohio 
States; territorial rights: commission 
basis with drawing for right man. Ad- 
dress “‘C., 1852,’’ care J C-K. 





WANTED: two salesmen; one for Chi- 
cago, and one for Denver and the sur- 
rounding territories; we manufacture 
diamond single stone rings, wedding 
rings, watches and attachments in 
platinum and gold; excellent oppor- 
tunity; liberal commission; non-con- 
flicting line acceptable; all replies con- 
aa Address ‘R., 2057,’’ care 





SALESMAN, to take over established ac- 
counts among better retail jewelry trade 
in States of Kentucky, Tennessee, 
North Carolina, South Carolina, Vir- 
ginia and West Virginia with gold and 
gold filled line; excellent opportunity 
for high caliber man; non-conflicting 
side line agreeable; give full details; 
replies confidential. A & Z Chain Co., 
116 Chestnut St., Providence, R. I. 





EXPERIENCED salesmen wanted for 
Mid-west and West Coast territories, 
respectively; must have poise, per- 
sonality and well established follow- 
ing with all fine jewelers and better 
stores, to represent internationally 
known style manufacturer of gold 
and precious stone jewelry; give full 
details, experience and references 
in first letter; replies confidential. 


Address “P., 2066,” care J C-K. 





IF you are a registered jeweler or study- 
ing to become one and have had three 
years’ experience in jewelry business, we 
have a position to offer you; this is an 
opportunity for an alert hard worker, 
25 to 30, to associate himself with one 
of the South’s finer stores; give com- 
plete details regarding training and ex- 
perience, age, salary expected, ref- 
erences in first letter. Moon Jewelry 
Co., Tallahassee, Fla. 





OUTSTANDING opportunity; leading 
manufacturer needs experienced cos- 
tume jewelry salesman for established 
Ohio - Pennsylvania territory; well- 
known, nationally advertised line: lib- 
eral commission; if you have good fol- 
lowing among jewelry and_ specialty 
shops, this is your ‘‘once-in-a-lifetime’”’ 
opportunity; only top men need apply; 
all replies confidential. Jewels by 
Bogoff, 31 S. Franklin, Chicago 6, Il. 





COSTUME jewelry salesman; manufac- 
turer of nationally advertised costume 
jewelry line has opening for top-flight 
salesman; established territory with 
substantial earnings; Texas, Oklahoma, 
Arkansas, Louisiana and Mississippi; 
must have jewelry store and specialty 
shop following; write giving full par- 
ticulars in first letter; all replies held 
— Address ‘“K., 2050,’’ cure 





JEWELRY salesman; excellent oppor- 
tunity for above average retail sales- 
man to join large credit jeweler 
with two stores; must have thorough 
knowledge of retail credit jewelry 
business; salaries $6,000 year start 
with good chance for advancement; 
will pay transportation for personal 
interview; applications held strictly 
confidential. Dales Jewelers, P. O. 


Box 1371, Shreveport, La. 


SALESMAN wanted, experienced only to 


tne retail jeweler, to sell a well estab- 
lished line of dresser sets, music boxes 
and sterling silver items; territories 
open are New York State and New En- 
gland; also Metropolitan area; men liv- 
ing in territories preferred; can carry 
one short non-conflicting line; drawing 
against commission; state full experi- 
ence in first letter. Pereline Mfg. Co., 
Inc., 1261 Broadway, New York, N. Y. 





SALESMEN wanted; a national organi- 


zation has an excellent opportunity for 
three experienced salesmen having a 
solid following among jewelers with 
sales volume over $25,000; drawing ac- 
count against commissions for the right 
men accustomed to good incomes; each 
territory now has active accounts which 
will produce commissions immediately; 
state territory covered, references; re- 
plies in confidence. Address ‘‘P., 2016,”’ 
care J C-K. 





EXCEPTIONAL opportunity for sales- 


man with established following 
among the retail jewelers in Ohio, 
Indiana and Michigan; must be an 
energetic gogetter; we have estab- 
lished trade in these States that as- 
sures a substantial income to a pro- 
ducer; liberal drawing against com- 
mission; must have car; our sales- 
men know of this ad; all informa- 
tion kept in strict confidence. Morris 
Rivkin & Sons, Inc., 630 Fifth Ave., 
N. Y. 20, N. Y. 





COSTUME jewelry salesmen; long es- 


tablished manufacturer, wholesaler, has 
several territories available for qualified 
men; must have strong following among 
jewelry, specialty, department stores; 
must travel by car for intensive cover- 
age in large and small cities; we fea- 
ture fashion jewelry of outstanding 
design, workmanship, retailing from $1 
to $15; protected territory, drawing to 
right man working our line exclusively; 
write in confidence, full experience, 
qualification, age. Address ‘‘G., 1917,’’ 
care J C-K. 





SALESMEN an unusual opportunity 


to associate yourself with a progres- 
sive, reputable manufacturer of na- 
tionally known diamond and stone 
rings; open territory in North Cen- 
tral and Southwestern States for ex- 
perienced man; guaranteed drawing 
against commissions; reply stating 
qualifications and past experience; 
all correspondence will be held in 
confidence. Untermeyer, Robbins & 
Co., 136 W. 52nd St., New York 
19, N. Y. 





CALIFORNIA representative; long es- 


tablished manufacturer of gold, 
gold filled and sterling staple and 
costume jewelry, selling direct to 
the better retail stores, has the State 
of California available to an ex- 
perienced and competent man; no 
objection to one small non-conflict- 
ing side line; present representative 
in 12th year resigning due to ill 
health; give complete experience in 
first letter; replies strictly confi- 
dential. Address “P., 2115,” care 
J C-K. 








SUCCESSFUL chain wants managers 


for large, new stores to be opened 
in the South; besides top salary 
draw, 25% common stock interest 
will be issued to the manager, to be 
paid for out of his share of the 
store earnings; only men who under- 
stand every phase of credit jewelry 
operation and have record of suc- 
cessful large store management will 
be considered; all replies held in 
strict confidence; our present man- 
agers known of this ad. Address 


“H., 1737,” care J C-K. 


SILVER salesman; a leading many 
facturer of nationally known and me 
vertised product consisting of a com. 
plete line of sterling flatware, hol. 
lowware, and novelties, and also , 
strong plated line, is interested in 
obtaining the services of an estab. 
lished salesman; the man we seek 
must have strong connections with 
leading jewelers and department 
stores on the West Coast; remunerg. 
tion will be on commission basis and 
should prove lucrative to the right 
man; all replies, of course, will be 
in strict confidence. Address a 


2013,” care J C-K. 


eA ML IETS ma 
For Sale 


Stores, Stocks and Businesses 





$300,000 will buy old prosperous business 
in progressive city; 10 year lease foyr 
per cent. Gilmore’s Jewelry and Furni- 
ture, Pensacola, Fla. 








APPROXIMATELY $50,000 year, 100% 
business location; low rent; Southeast. 
ern Pennsylvania; $25,000 asked; what 
do you offer. Address ‘‘F., 1714,” care 
J C-K. 





JEWELRY store, Central Texas; fine 
town, top location; clean stock, name 
brands; good lease; large room, beauti- 
ful windows; reason for selling, age, 
Address ‘‘G., 2086,’ care J C-K. 





JEWELRY store; complete stock, fix- 
tures, equipment; Kansas town; good 
trade territory, well established busi- 
ness; $9,000 will cover; reason, other in- 
terests. Address ‘‘B., 2097,’’ care J C-K, 





SMALL, modern jewelry store in Southern 
Montana; Milwaukee watch inspection; 
reason for selling, health and age; good 
volume; 100% location; $15,000. Ad- 
dress ‘‘T., 1937,’’ care J C-K. 





MODERN jewelry store, small town near 
Cleveland, Ohio; rapidly growing area; 
nice life for someone; repairs good; 
about $15,000; only genuinely interested 
persons reply. Address ‘‘G., 1994,”’ care 
J C-K. 





MODERN, established jewelry store, com- 
pletely equipped; new fixtures; name 
brands; clean stock; A-1 business loca- 
tion; watch and jewelry repairing de- 
partment; Jersey City, New Jersey. Ad- 
dress ‘‘D., 2098,’’ care J C-K. 





SMALL jewelry store, downtown loca- 
tion, next to theatre; running overhead 
ridiculously low; excellent money maker 
for watchmaker; located in Southwest's 
largest city; price $10,000. Address “L., 
2052,’’ care J C-K. 





A well known manufacturing jeweler, 
many years in business, offers his fac- 
tory for sale; very fine opportunity; 
will require a down payment of at 
least $100,000, or over; write in detail. 
Address ‘“Q., 2047,’’ care J C-K. 





OLD established jewelry store, North of 
San Francisco, California; all major and 
silver lines; no fixtures to buy; inven- 
tory $40,000, all or any part; details 
by request. Address ‘‘H., 2087,’’ care 
s CK. 








FOR SALE: well established store_ in 
Middle Tennessee; leading lines in dia- 
monds, watches, jewelry, china, crystal 
and. silver; lease; reasonable rent; 
priced for quick sale; will reduce in- 
ventory to suit buyer; no auctioneers. 
Address ‘‘F., 2103,’ care J C-K. 
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™ FOR SALE—Continued 
l. 








a .17 . ouer : : 

> FUL jewelry store in renowned 
a BEAUT.|-by-the-Sea, California; top lo- 
a cation on main street; lease at $100 a 
k month; will sell with or without stock; 

ideal for watchmaker and wife, or a 
h eift shop. Address “‘W., 2036, care 


: & J C-K. 





j ——— 
t ESTABLISHED jewelry store, new front, 
e fixtures, in fastest growing town in 

Southwest; best franchises, merchan- 
” dise, fixtures; invoice $27,000; surpris- 


ing discount for quick deal; partnership 
dissolution; no auctioneers. Address 
“p,, 2008," care J C-K. 





ae 


Y MERY, Ala.; modern air-con- 

ag het store; present volume $85,000 
to $100,000 without advertising or pro- 
motion, cash-credit; all famous brands; 
sound reputation; reasonable rent; 
money maker; stock, fixtures at cost; 
§ / terms. Write ‘‘W., 2131,’ care J C-K. 








FOR SAIE; complete jewelry manu- 
facturing shop and offices; perfect 
location, off Fifth Ave., Midtown, 
New York City; reasonable rent; all 
North light; fine building; moving 

South. Address “V., 2130,” care 

. 5 J C-K. 











JEWELRY store; near San Diego, Cali- 
fornia; 28,000 population, near aircraft 
plants, 100% location; good lease, flat 
rental; good watch repair business; best 
climate; price about $22,500; all fran- 
. chised lines; store best reputation; rea- 
l son, other business. Address “G., 
2021,"" care J C-K. 





ooo 


BEAUTIFUL, small, modern jewelry store 

located in good town, population 25,000, 
) 25 miles east of Los Angeles; cheap 
; rent, lease; new fixtures, clean stock; 
must sell account of health; about $7,- 
000 for stock, fixtures, lease; no mate- 
rial unless wanted. Address ‘‘P., 2029,’’ 
care J C-K. 


ee ia 








? FOR SALE; jewelry store, California; 
: featuring finest costume jewelry 
lines, and nationally advertised mer- 
chandise; well established, clean 
stock, moneymaking store; finest, 
| San Francisco, Market St. location; 
) . good reason for selling. Address 


“Y., 2037,” care J C-K. 








TWO outstanding credit jewelry stores in 
Dallas leading suburbs; 100% locations: 
all nationally advertised lines; both 
| ; money makers; modern air-conditioned; 
! No. one, 1952 volume, $83,000; inven- 
tory, accounts receivable and fixtures, 
| $60,000; No. two, 1952 volume, $64,000; in- 
) ventory, accounts receivable and fix- 
tures, $45,000; cash only. Address “E., 

2084,”’ care J C-K. 


———— 





ESTABLISHED store, large size, excel- 

lent watch, clock and jewelry repair; in 

Northern New York industrial city of 

about 40,000; with large farming area, 

Army and Summer resort activities; 

. Stock, fixtures and safe; requires ap- 

} proximately $8,000; low rent; other 
: te. Address ‘M., 1863,’’ care 


EOE 


NEWARK, N. J., landmark; reputable 
going business, established same 
busy corner for over 50 years; mod- 
ern quality front and fixtures; elec- 
trical protected bank type vault; 
with or without inventory and ac- 
counts receivable; reasonable ren- 
tal; attractive terms arranged. Ad- 


dress “A., 1872,” care J C-K. 





LEADING outlying Cleveland jewelry 


store, established 25 years; fine cash 
business; unlimited opportunity for 
credit or budget business; clean stock, 
top lines, modern fixtures and _ store 
front; good lease; excellent location 
near to Ford, Chevrolet and Cadillac 
plants; nice clientele; large watch and 
jewelry repair business; enviable rep- 
utation. Address ‘‘K., 1878,’’ care J C-K. 





COMPLETELY remodeled, leading cash 


jewelry store in Pennsylvania; 20 years 
in same location; reason for selling, 
retiring; long lease; enough repairs for 
two watchmakers; leading franchises; 
$25,000 cash; don’t answer unless you 
can give proof by your local bank that 
you can take care of a transaction like 
this; we will not give you any infor- 
mation on this sale unless you give us 
proof from your local bank. Address 
‘*D., 1853,’’ care J C-K. 





MODERN, beautiful, credit jewelry 


store, established approximately 20 
years, 100% location in thriving 
Southwest Los Angeles community; 
good lease; carry all nationally 
known lines; clean up-to-date stock; 
good active accounts; inventory, fix- 
tures and accounts receivable, ap- 
proximately $40,000; excellent op- 
portunity for right party; good 
reason for selling. Address ‘“A.,, 


2014,” care J C-K. 





For Sale 


Tools, Equipments 





USED tools, benches, lathes, cleaning ma- 


chines, staking tools, etc. R. P. Gallien, 
220 W. Fifth St., Los Angeles 13, Calif. 





FOR SALE; complete set of dies for 


crosses and lodge emblems; all sizes; 
for all denominations and orders. Ad- 
dress “D., 1919,’’ care J C-K. 





WATCHMAKERS tools; complete set, 


crystal cabinet, MSPG cabinet, staffs, 
hole jewels, etc.; inventory over $2,500; 
sale price, $1,000. Address “L., 2003,”’’ 
care J C-K. 








Business Opportunities 





EVERY EFFORT is made by The Jewel- 


ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





AUCTIONS; successfully and ethically 


conducted anywhere in the country. 
Write or wire, Maynard G. Levy, 
5200 Blackstone Avenue, Chicago 
15. 





SAMUEL GANSBERG will buy your sur- 


plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write, 15-17 Maiden Lane, 
New York. Telephone Rector 2-5928. 








M. C. MAXWELL, exclusive jewelers’ 


auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920. Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





ATTENTION, Mr. Jeweler; want to sell 


out, reduce stock, raise cash, removal, 

remodel; Robert E. Jones Sales Co., 

Auctioneers, flat sale conductors; we 

buy; we conduct sale for you; 25 years’ 

experience in over 500 stores. Phone 

aa 1-8683, 702 E. 185th St., Cleveland, 
io. 





GORDON BROTHERS, oldest and 


largest cash buyers of complete 
jewelry stores and surplus stock in 
the country; established in 1903; 
for details see our advertisement on 
page 33. 





AMERICA’S foremost jewelry auction- 


eer; an auction service for jewelers 
who care; over three million in 
actual cash result for 24 jewelers. 
Thomas J. Faussett, 521 Fleming 
St., Howell, Mich. 





COLMES BROS., cash buyers and 


liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade reference. Write, 
Max Colmes, Room 333, 18 Tre- 


mont St., Boston, Mass. 





AUCTIONEER; 10 successful sales 


conducted in 1952; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26, Briargate 4-7303. 





IMMEDIATE cash for diamonds, watches 


(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





WANT to sell out, raise cash, reduce 


stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephones 


Plaza 8-2110-2111. 





WILL pay cash to any established 


jeweler, dollar for dollar, for stock 
and fixtures, or will conduct auction 
sale for you and finance any neceés- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 





I AM ready to pay you cash, dollar 


for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and sold 
over 100 stores in my 40 years of 
business; all correspondence held in 
strict confidence. Herman Kimmel, 
48 W. 48th Street, Room 1309, New 
York, N. Y. 








(Continued on page 214) 
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BUSINESS OPPORTUNITIES—Cont. 





DO you need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished 
this amazing result for over 200 
jewelers in the last two years alone; 
their thankful letters are in our files 
for your inspection. Wire, write or 
telephone, Manny Silverman, of Sil- 
verman Sales Enterprises, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





WANT to raise cash; want to sell out; 
reduce your inventory; don’t gam- 
ble; play it safe; we have the “know 
how”’ to conduct a flat sale or aue- 
tion for you, without hurting the 
prestige of your store; our methods 
of operation are guaranteed to ob- 
tain much more money for your 
stock than its original cost, after all 
sales expenses; all inquiries are con- 
fidential and we will advise you on 
your particular problem without 
any obligation. Harry Schecter 
Sales Service, 2 W. 47th St., New 
York 19, N. Y. Tel. Lux 2-0513. 








Wanted to Purchase 





JEWELRY store wanted, Florida or 
Southern California; established; good 
volume; will pay cash. Address ‘“‘K., 
2002,”’ care J C-K. 





CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





ESTABLISHED cash and credit store, 
good location, Midwest preferred, town 
of 50,000 to 500,000; for individual not 
broker; $25,000 to $50,000. Address ‘‘J., 
2122," care J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2320 
Milwaukee Ave., Chicago 47, Ill. 





CASH for your surplus sterling flatware 
and hollowware; any pattern, any quan- 
tity; also all makes watches; refer- 
ences: Houston National Bank. Jack 
Greene, 402 Scanlon Bldg., Houston, 
Texas. 





WE will buy one or more stores in Vir- 
ginia, North Carolina, South Caro- 
lina, Georgia, Florida, Alabama or 
Tennessee; we will take over your 
lease and pay you top cash price. 


Address “A., 1412,” care J C-K. 





ESTABLISHED jewelry store wanted in 
100% location, doing over $40,000 an- 
nually, with leading lines in sterling 
and watches; state full particulars; 
confidence respected. Address ‘‘V., 1960,”’ 
care J C-K. 





BROKEN, chipped, “Old Mine” dia- 
monds recut by expert cutters; in- 
crease value and quality of your 
unsalable diamonds; also, purchase 
all types of diamonds. Jack Blau- 
weiss, Est. 1919, 22 W. 48th St., 

New York City. 


ESTABLISHED cash or credit retail jew- 
elry store with good reputation, that 
will gross about $75,000 actual cash 
annually, and within a radius of 6500 
miles of New York City; will buy with- 
out stock or will consider reduction of 
Same; we are not professional buyers, 
but are interested in operating a good 
paying store on a permanent basis; if 
possible send photograph of store, and 
give all details in first letter. Address 
“E., 1848,’’ care J C-K. 





WATCHES wanted; any quantity, all 
brands; highest cash prices paid; 
we also buy surplus jewelry, rings 
and diamond jewelry, diamond 
rings, etc.; correspondence invited; 
references The Houston National 
Bank of Houston, Texas, or Dun & 
Bradstreet, Inc. Diamond Jewelry 
Co., 219 Melrose Bldg., Houston 2, 


Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames; gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references; National Bank 
of Commerce, Memphis, Tenn.; 
Jewelers’ Board of Trade, Dun & 
Bradstreet. Weinman’s Dept. K., 
108 Beale Ave., Memphis, Tenn. 





WE'LL buy it; lock, stock and barrel, 
or part, if you wish, providing, of 
course, that it’s jewelry and belongs 
in a jewelry store; what’s more, 
we'll pay cash for it without hem- 
ming and hawing; wire or write your 
proposition or call. Ref.: Jewelers’ 
Board of Trade, Dun & Bradstreet, 
Mannafacturers Trust Co., N. ; 
Frank Pollak & Sons, since 1905, 
72 Bowery. New York, N. Y. Phone 
Canal 6-2854. 





Watch Work, etc., for 
the Trade 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work: 
trade price list on request. Howard 
~ 7. Huron St., Lake Ronkonkoma, 
2 





BOSTON, Mass.; expert and guaranteed 
watch repairing; prompt service; prices 
on request; mail orders invited: David 
Migdal & Co., 109-B Summer S&t., Tel. 
Hu 2-9547. 





COMPLICATED and plain watch repair- 
ing; chronograph cleaning, $8; watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





SPECIALIZING in repairing chrono- 
graphs and all types of watches; all 
watches timed by the Watchmaster; 
cuaranteed service. I. Altay, 22 W. 48th 
St., New York 19, N. Y. 








KNOW your vibrator; quality, speed, 
dependability; vibrating, staffing, 
jeweling; mail direct; same day ser- 
vice. Hairspring Vibrating Co., 406 
32nd St., Union City, N. J. 





SPECIALISTS in fine watch repairing; 
fast service; any amount of work ac- 
cepted; chronographs, automatics, cal- 
endars a specialty; price list on request. 
Eastern Carolina Precision Works, 
Goldsboro, N. C. 








TWENTY-FIVE years’ experience in 


fine watch repairing; repair en 
chronographs, and all types of com 
plicated watches; free case polish. 
ing; Watchmaster machine assures 
accurate timing ; work euaranteed. 
delivery three to six days; price list 
upon request. H. Spielman Co,, 9 
Maiden Lane, New York 7, N. Y 
Worth 4-3377. 


EE ae 





Special Order Work and 
Repairs for the Trade 








PHOTOGRAPHY, on gold, silver, or platj- 


num; book locket miniatures our spe. 
cialty. Carman Art Co., 15139 Glaston. 
bury Blvd., Detroit 23, Mich. 








EASY profits, ring stone replacements; 


send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co,, 
160-11 Hillside Ave., Jamaica, N. Y. 








EXPERT jewelry repairing—all types and 


special order work for the trade; out- 
of-town orders given full consideration, 
prompt service. Mann Jewelers, 24 Wil- 
liam St., Newark 2, N. J. 








PEARLS and beads restrung, knotted, 


woven; rosaries repaired, refinished; 
right prices, prompt service, monthly 
billing; we specailize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





COMPLETE jewelry repair service; 


diamond setting, sizing, special 
orders, polishing and rhodiuming 
accomplished with speed and guar- 
anteed workmanship. Evans & Co., 


125 W. 45th St., New York 36, N. Y. 





STONE 


encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias, fraternal emblems; stone 
cameos up to 50 mm size; onyx 
crosses, special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St. 
New York City. 


ate SA A SALE ELODIE LA IRE LE LETTE 





To Let 


——_, 





NORTH light room; opportunity for dla- 


mond or stone dealer. Phone Judson 
2-2836, New York City. 








TWO light lofts for manufacturing, ap- 


proximately 1000 square feet each; term 
lease: reasonable rent. Inquire, Jacob 
Cohen & Sons Jewelry Co., 102 Canal 
St., New York, N. Y. 


OREN OAR SRNL METS 





Miscellaneous 











WATCHMAKERS’ JOURNAL; contains 


valuable information for watchmakers 
and students; $1 year; sample copy 
20¢. Dean Co., 7% N. Atlantic Ave., 
Daytona Beach, Fla. 
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Lhd Ta ZGaecluriornss. 


Can You Define Costume Jewelry? 


In the terminology of the trade certain kinds of 
jewelry are classified as “Costume Jewelry.” Such pieces 
are quickly recognized by jewelers, as such. Yet— 

We took to wondering about this the other day. Are 
these classifications always correct? Can we precisely 
define “costume” jewelry so as to definitely distinguish 
it from “regular” jewelry? Let us see. 

Could price be used as a distinction? Hardly, with 
pieces of jewelry labelled “costume” frequently selling 
for many times the price of others not so labelled. 

Is it then a type or kind of jewelry? Hardly. For, both 
“costume” and “real’’ jewelry assume every form from 
anklet to earring, every application from pin to watch- 
case. 

Does the distinction then lie in quality of design? 
Hardly, for much of the present-day success of costume 
jewelry is due to the originality and rightness of design 
employed by those costume jewelry manufacturers who 
have been conspicuously successful in this field. 

Is then the use of precious metals a distinguishing 
factor? This could hardly stand up as a classifier while 
there are large, gold-filled pieces containing more gold 
than smaller karat-gold pieces; nor while much “costume” 
jewelry is made of sterling, either in its entirety or as 
a base. 

Does this then move the line of distinction between 
“costume” jewelry and “real” jewelry all the way over 
to the point where the only pieces which are not costume 
jewelry are those containing precious stones, set in 
platinum or heavy karat gold? 

Enough, for what we don’t know about costume 
jewelry. 


This we do know. The tremendous increase in the 
volume of such merchandise is due to a demand for 
reasonably-priced jewelry that is styled to the taste and 
emotional needs of the public. It’s growth in popularity 
has followed the changing social and economic form of 
this country over the past twenty-five years. 

Its current popularity has not hurt “fine jewelry.” In 
fact, one of the biggest and finest jewelers on the West 
Coast told us the other day that though he carries nothing 
less than karat-gold and genuine-stone jewelry in his 
store, he is not opposed to cheaper jewelry. He feels that 
it advertises his type of jewelry, and educates those pros- 
pects “economically on the way up,” to the values of the 
finest jewelry. Briefly, he feels that it is an important 
part of the jewelry industry. 

That it is! 

it constitutes in itself a virile business—one adaptable 
to the ever-changing whims of fashion. It is a type of 
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product which the average jeweler needs to create and 
maintain interest in his wares—most important, it js q 
line which creates store traffic—one which Mrs. Passerby 
on a shopping tour feels free to frequently—and casually 
—shop for in a jewelry store. 

Can you name another? 


Opportunities Knock—Every Issue 


Have you noticed how avidly people (both men and 
women) have been reading news of preparations for the 
Coronation—books on the Royal family—historical ae. 
counts of British nobility? Have you noticed how passers. 
by stop and devour a display of perhaps a crown replica, 
or a model of the Royal Coach? 

The big month is upon us. The Columbia Broadcast. 
ing Company is establishing precautions against any 
failure in their elaborate and comprehensive plans to 
telecast the Coronation. They will have four types of 
airplanes ready, including a jet bomber and a strato- 
cruiser, to fly the films across the ocean. They are ready. 

Have you capitalized on the tremendous public in- 
terest in the Coronation? (You'll remember our March 
issue was packed with suggestions as to why you should, 
and how you could do so.) 

Well, it’s too late now if you missed the cue on that 
opportunity. But it isn’t too late to benefit from the 
profit-building ideas in this issue. Like, for instance, 
the presentation of ideas in connection with china, glass 
and flatware beginning on page 129. 

These lines present an opportunity for profits, as 
natural for the jeweler as the Coronation; not a transitory 
opportunity, but a month-in-month-out, year after year, 
increasing source for additional revenue. 

There goes the curtain up again. Don’t miss your 
cue this time. Take up your position before page 129, 
now. 


Mececslel A Rea 


Editor 


THE JEWELERS’ CIRCULAR-KEYSTONE 
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May we drive home 
an important fact? 


It’s a fact! Your market (number of prospects) 
for top-quality silverplate is 13% times bigger than 
your market for sterling! 


Plan to get more of this 13}4-times bigger busi- 
ness! Spotlight 1847 Rogers Bros. in 1953 pro- 
motions! 


“1847” PROFITMAKER OF THE MONTH! 





HERITAGE PATTERN SNACK SET 


Regular $5.50 retail value... ONLY $3.95 retail in gift 
box! Snack server, snack fork, crystal relish dish. A 
traffic-making ‘“‘natural.’’ 








847 ROGERS BROS. 


The top-quality, service-free 
line with a top-profit margin! 


A product of The International Silver Company 
Meriden, Conn. 





Both patterns of 


ONEIDA COMMUNITY STERLING 


now in beautiful giftware for children 


Your customers for baby gifts want to 
give something of real value as well as 
sentimental value—something with en- 
during good taste that parents and child 
will treasure a lifetime. 

Be ready to offer them the entire new 
line of distinguished Oneida Community 
Sterling* gift items for children. 


You can show and sell these new best- 


sellers in both fine sterling patterns— 
Engagement* and Melbourne*—the 
same patterns advertised nationally in 
House & Garden, House Beautiful, Vogue 
and Harper’s Bazaar. 

Clear plastic-covered gift cases with 
attractive satin linings. Order a com- 
plete stock now from your franchised 
Community wholesaler! Early delivery. 





3-piece primary set. ~ 
Baby spoon, fork and — | 


cup. : ) 
Retail........$13.50 | 


oe Hollow handle knife, 
spoon and fork. 


Prices above include Federal Tax Retail... .. ..$10.50 


* TRADEMARKS OF ONEIDA LTD. 











2 “piece | 


Spoon and fe 
Retail eve i ar 








